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We dont believe in 
work for Women 


APEX dealers are using 
this “Buy-Line to Profits... 








ig with the APEX DISH*A-MATIC - 0 _ Way 
\ a | . «Lowest Cost Automatic Dishwashing! 


NO WIRING! NO PLUMBING! NO INSTALLATION COSTS! 
Your DISH*A*MATIC ROLL*A*WAY appeals to every type of 
dishwasher prospect —apartment dwellers, renters, and home 
owners. It’s the ONLY mobile dishwasher with every feature 
of permanent, installed types! It does a complete service for 
6; has thorough Hydra-jet scrubbing-action, hygienic, double- 
rinsing, spotless air-drying with automatic shut-off at end of 
cycle! Vinyl-coated racks cushion the finest china. All this— 
yet it’s priced to fit any budget! Display and demonstrate it, the 
Apex ROLL’A*WAY is the turn-over leader in the dishwasher field! 




















—_ 
_—_— FAMOUS APEX BUILT-IN TANK 
rc Only Apex has this heater storage tank! The DISH*A*MATIC ROLL°*A-WAY is featured in the Apex National 
Fills in one-minute; holds 4-gallons, enough Advertising: “We don’t believe in work for Women”. . . reaching 
for the complete operation — 1200-watt millions of dishwasher prospects! Get behind this great campaign— 
Calrod unit super-heats water to 190°. Has use Apex tie-in window and store display sets, now available. 
temperature controlled start. 











APEX WASH-A’MATIC Matched Laundry Set | 


... SELL its “Double-Load” Continuous Laundering Convenience ! | Soe a. =X) 















The Apex WASH*A*MATIC, and the New, as a unit! With the Apex Matched Laundry 

Matching-Styled Apex Automatic Clothes Set you “WASH a load, while you DRY a 

Dryer (gas, or electric models) “team-up” to load”, there’s no waiting around for one-load wi 

boost your Spring sales. Sell them together washing and drying! ¥ 
SELL the exciusive SPIRAL TUB AGITATOR SELL che Giant Apex Sun-Glow Drying 
Its unique pulsating washing action gives Sek Element. Its purifying Infra-red rays " 
gentler, faster washing—thoroughly, safely sanitize clothes, leaving them uniformly 
cleanses worst-soiled clothes or most dry and fluffy, without harsh wrinkles } 
delicate synthetic fabrics! Saves time, uses cutting ironing time in half! Ther- y 
less hot water, less detergent. mostatic control prevents overdrying. ' 





THE APEX ELECTRICAL MANUFACTURING COMPANY 
Cleveland 10, Ohio 
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INTERNATIONAL COVERAGE BY 


The Cover... 


The Cover proves once again that EM 
editors spare no effort in their search 
for truth and realism. Working hard 
to produce those dirty dishes in the 
photographer’s studio are, clockwise, 
Editor Larry Wray (lower left), Art 
Director Hi Phillips, Managing Editor 
Bob Armstrong, and photographer 
Dave Rosenfeld—who not only took 
the picture, but also borrowed the 
Lenox china and Gorham silver and 
went out and paid for the biggest, 
liciest steak in New York. 


Cover Kodachrome by Dave Rosenfeld 
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. of course, it’s electric! 


ALSO FOUR OTHER MODELS 


A model for every kitchen: (1) 24-inch Under-Counter; (2) 24-inch 
Free-Standing Cabinet; (3) 48-inch Dishwasher-Sink combination, 


with porcelain top; (4) 48-inch Dishwasher less top and accessories 
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Westinghouse Portable 


wheeling“oomph"to Dishwasher Sales! 


All over the country, Westinghouse retailers are setting new sales records with 

the Westinghouse Portable Dishwasher. For instance, Herb Solem, owner of Healdsburg 
Music Shop, Healdsburg, California, and Ukiah T. V. and Appliance Shop, says, “This 
Westinghouse Portable is really selling. | think it will be one of my biggest items. 

We should sell a minimum of 60, in addition to the other models, this year.’ Here's why: 


IT’S A FULL-SIZED DISHWASHER ON WHEELS 


It has the same “‘service-for-eight”” capacity as the other models. It’s 

the same efficient dishwasher on wheels. With it you can demonstrate the four 
big Westinghouse features: Front Opening—Top Loading, Greater Capacity, 
Perfect Washing and Drying and Easy, Low-Cost Installation. 


SELLS AS A PORTABLE— YET CAN Sell Westinghouse 
BE PERMANENTLY INSTALLED Food Waste Disposers 
Homemakers can have freedom RIGHT IN THE PROSPECT’S HOME 


from dishwashing drudgery, right now, 





without installation expense, yet 

this Portable can be permanently installed 
whenever desired by the use of a 

simple conversion kit. 


MAKES A PERFECT HOME DEMONSTRATOR 


It can be wheeled right into the customers’ homes for 
“Try Before You Buy” demonstrations. It expands the 
opportunities for holding more of the successful 
Westinghouse ‘‘Luncheon for Eight” parties. Westinghouse New home demonstrator kit 
is aggressively advertising the Portable in magazine makes Disposer easy to transport 
advertising, on coast-to-coast TV shows and with factory- and _ demonstrate sag the er 

: : : “ : pect’s home without installation. 
paid newspaper ads. Get rolling with Westinghouse. 





you CAN BE SURE...1F ITS Westinghouse BE SURE TO VISIT WESTINGHOUSE 
se AT THE ELECTRIC HOUSEWARES SHOW, ATLANTIC CITY, 


WESTINGHOUSE ELECTRIC CORPORATION JULY 13 TO 17 


ELECTRIC APPLANCE DIVISION, MANSFIELD, OHIO 


sai 
Sas 5 


LAUNDROMAT + + FOOD WASTE DISPOSER + RANGE + WATERHEATER 
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Every home 
Owner wants 
WU 2) anAocmit Permaglas 


heater to fit any home . . . anywhere AUTOMATIC WATER HEATER 






| 
i 
i 
<—/ j 





Consumer acceptance of Permag/as proved by can’t rust because glass can’t rust... Permaglas! 
more than 2 million A. O. Smith glass-lined 


; Get the big share of water heater sales in 
water heaters installed in American homes. 


your community with Permaglas . . . the auto- 


Sell the automatic water heater your pros- matic water heater with exclusive sales plus 
pects want... the water heater with the ex- features: Glass lined tanks . . . 100% efficient con- 
clusive formula glass-surfaced steel tank that — trols. Sell Permaglas! 


PERMAGLAS is backed by the 
greatest, most consistent and 
continuous advertising-sales pro- 
motion campaign in the industry! 





and its made by A 0 Smith 


























A. 0. ao - man- (is bY PERMAGLAS-HEATING DIVISION 
ufactures Gas Conver- ~ 
sion Burners, Home- KANKAKEE, ILLINOIS 





heating Solters, Warm SALES: Atlanta * Chicago 4 * Dallas 2 * Denver 2 * Detroit 21 
Ale Fernaces and Com- Houston 2 « Los Angeles 22 « Midland 5, Texas * Milwaukee 8 
morcisl Woter Heaters =k Minneapolis * New York 17 ¢ Philadelphia 3 ¢ Pittsburgh 19 

= San Francisco 4 * Seattle 1 * Springfield, Mass. ¢ Tulsa 3 


Washington 6, D.C. 
SERVICE: Chicago 17 * Dallas 1 * Oakland 21 * Union, N.J. 
International Division: Milwaukee 1, Wis., U.S.A. 
Licensee in Canada: John Inglis Co. Ltd. 
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The National Applance-Radio-TV Picture 


Reports of Business from ELECTRICAL MERCHANDISING’s Regional Editors 


The East 





By ROBERT W. ARMSTRONG 


Sales of washers, dryers and 
refrigerators continue slow 
and TV goes to sleep... 
Air conditioner sales hurt by 
rainy, cool weather, but still 
augur a boom year 


HERE is no joy in the East. 

In contrast to reports of boom 
or pickup from the South and parts 
of the Far West, eastern appliance 
dealers almost universally found May 
as slow as April—or worse. 

But many of them are still opti- 
mistic about the chances for a big 
1953. It’s a less boisterous optimism 
than January’s and the ranks of the 
hopeful have diminished, but they are 
still a majority. When June and July 
figures are in maybe their expectations 
will have received some justification, 
but so far this year, month after 
month, reports from retailers have 
been far short of record breaking vol- 
ume. 

May was no exception. Sample re- 
port from a Buffalo retailer: “Our May 
volume was down 15 percent from a 
vear ago and about even with April. 
TV business has fallen off sharply. 
Range business is slow and washers 
are off, too. There is plenty of merch- 
andise in the market. We plan to 
gradually reduce our stock and look 
for some good deals from manufac- 
turers.” 

Another dealer in the same territory 
savs, “Business in May was slow, way 
off from last year. TV is the weak 
spot. Our white goods volume is ac- 
tually ahead a little. People seem to 
be holding back for UHF on televi- 
sion. Ranges, washers and refriger- 
ators are selling about evenly.” 


Flurry in the Hub. Boston, which 
probably feels closer to England— 
despite the ruckus of 1776—than any 
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other part of the country, showed it in 
a temporary flurry of TV sales and 
rentals just prior to the coronation, 
but the coronation didn’t last long 
enough and inventories are so high 
that some dealers are offering flat $100 
allowances for trade-in sets. 

Unlike most of the East, range sales 
in the Boston area have been steadily 
climbing ever since Boston Edison 
launched its range campaign. One 
large system reports 1,456 range sales 
in four months as compared with 759 
a year ago. 

With the exception of T'V’s brief 
spurt and the range record, Boston 
sales are like the rest of the East’s— 
slow. A prolonged rainy season and 
cool weather have kept even air con- 
ditioners from getting off the ground. 


Who's Got Coolers? If air condi- 
tioner sales have been conservative in 
Boston they have not boomed in 
Philadelphia, either, at least at the re- 
tail level. While there has been 
enough of a demand to snap up the 
promotional stocks of some depart- 
ment stores and big retailers and the 
smaller inventories of dealers who have 
been cutting price, merchants with 
good stocks and a list price policy 
didn’t begin to get their share of sales 
until early June. For example, one 
dealer says, “Air conditioner sales have 
been fair, but bad weather has been a 
deterrent. I’m having no trouble get- 
ting deliveries of air conditioners and 
have plenty in stock.” 

Says another, “The situation on 
discount selling of air conditioners has 
worsened. Many dealers who started 
off the season rushing to sell them by 
discounts are in a bad spot now when 
they try to sell them for full list. The 
demand is heavy and the dealers don’t 
have the stock. I’ve had several fel- 
lows call me and ask if I could let 
them have a few for an emergency.” 

Against this background of big in- 
ventory—no inventory, big demand— 
fair demand for air conditioners, all 
other appliances in Philadelphia follow 
the eastern pattern of slower sales. 
Dealer after dealer confirms that wash 
ers, refrigerators, ranges and dryers 
are “disappointingly slow.” As one big 
merchant puts it, “Refrigerator sales 
are off some 40 or 50 percent, because 
75 percent of those in homes today 
are post-war models. Television sales 
are lower than they ever have been, 
way below last year at this time.” 


The Figures. Despite the general 
decline in retail sales reported through- 
out most of 1953 by Philadelphia 
dealers, a recent survey of 19 whole- 
salers by the Electric Association of 
Philadelphia presents what is, on the 
whole, a more encouraging picture. 


1953 


Covering the first four months, the 
survey shows a seven percent increase 
in TV sales, from 53,689 sets in 1952 
to 57,950 in 1953; home freezers 
inched up from last year’s 4,269 to 
4,631; ranges made a comparable 
gain; refrigerators climbed from 21,- 
435 to 22,760—but slid off in April to 
5,555 from 6,112 in April of 1952; 
clothes dryers were off—2,723 units as 
compared with 3,401 units in the first 
four months last year. The brightest 
spot was provided by air conditioners: 
in April alone the 19 distributors sold 
3,853 units and for the first four 
months added up a total of 7,750. 


Washington Triangle. Dealers in 
the capital city followed the three- 
sided eastern pattern for May by re- 
porting stable inventories, slow sales 
and high expectations. Some retailers 
got a shock from the near bankruptcy 


of a big six-store chain which has been 
put under the wing of a court-ap- 
—— referee and is being forced to 
iquidate its debts at the rate of five 
percent a month, but the industry as 
a whole is looking for a boiling hot 
summer and soaring air conditioner 
sales. A special air conditioning sec- 
tion in the Washington Post on June 
4 got the fever started. One big apart- 
ment house (with casement windows) 
is capitalizing on the interest created 
by installing air conditioners free and 
charging tenants $5 a menth rent for 
them. 

While Washington appliance deal- 
ers complain about sales being off, 
they feel that sales will pick up after 
the beginning of the new fiscal year 
on July | and the fact that this fall 
there will be more televised football 
games there than ever before gives an 
added fillip to their hopes. 





The Midwest 


A ha eR a a 





By TOM F. BLACKBURN 


Duluth and St. Louis show 
advances over 1952... Be- 
hind the sewing machine 
scenes . . . Dishwasher in- 
stallation trick . . . Electric 
houseware troubles at dis- 
tributor levels . . . How often 
to expect car accidents? 


OB Coe in St. Louis and C.M. 

Baldwin in Duluth are not sis- 
ters under the skin, yet their reports 
of appliance sales in their utility dis- 
tricts showed surprising similarity. In 
St. Louis thirteen categories out of 
sixteen reported showed gains for 
1953 over 1952. Only clothes dryers, 
ironers and roasters fell behind. In 
Duluth, everything was up except re- 
frigerators and dishwashers. 


Water Mains and TV. A curious 
check-up is being made by a national 
magazine in co-operation with the 
water departments of Chicago and 
other cities. It appears there is a 
furious rush to the bathroom when 
advertising pronouncements come on 
the air, or programs change, and the 
water pressure fails precipitately over 
the city as everybody pulls the chain. 
Least water is used, it is said, when “T 
Love Lucy” is on. You can almost 
tell how many people are listening to 
television by measuring the water 
used, 


Dry Cleaning While You Wait. 
From Fort Lauderdale, Florida, comes 
word that special washers are now be- 
ing made for washaterias. These laun- 
dryettes are beginning to do dry clean- 
ing while you wait. Dry cleaning being 
a dangerous business, no manufacturer 
has put out a domestic machine lest 
an explosion occur and the maker be 
involved in what the legal eagles call 
“contingent liability.” A Chicago man 
is thinking seriously of producing a 
small home dry cleaner~something 
like an apartment washer—with the 
warning, “Not to be used for dry 
cleaning.” This would clear him 
legally, he says. 


TV Color Tube a Puzzle. The pro- 
nouncements of three experts in tele- 
vision has the retail trade wondering 
about the television color tube. Ross 
Siragusa of Admiral recently said that 
a practical color tube had not come 
along yet. Paul V. Galvin of Motor- 
ola stated on May 4 that he didn’t 
think the solution was around the 

(Cotninued on Page 6) 
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NEW OVENETTE with TEMPERATURE CONTROL 


bitku,.. Koasl,. Soer 


operates just like a regular oven! 






















Beautifully browned 
- cakes, rolls, 
iscuits, muffins, 
baked potatoes, 
casseroles, pud- 
dings. Pre-heats 
faster than ordi- 
nary oven. 


>. 
>, 
MANY USES! @. 


con 
Roasts as well as ( r 
‘ 
< 


bakes. Saves mon 
, 


ey, too — Oven- 
ette saves 2 elec- 
tricity used by a 
“ 
- 
=< & WARMING 
aay, OVEN! 
ae 
fl / nA big extra fea- 


laraer oven, 
ture. Temperature 
is set at low and 
rolls, biscuits or 
other foods are 
Y served piping hot 


right at the 
table. 


IDEAL FOR 
FAMILIES 
OF 2T05 


Automatic thermostat and pilot light 


b Tenbecire Conta 


JUST SETITLIKE A REGULAR OVEN 
Baking temperature is set on the convenient dial (150° 
to 450°F). Red pilot light glows until Ovenette is 
pre-heoted to selected temperature. Thermostat avto- 
matically controls temperature during baking. 


easy-to-operate temperature control it works exactly like a 





electric 


range oven. Bakes and roasts every kind of food 
and — in addition — warms and serves foods piping 

hot. Temperature control makes it possible for homemaker 
to use any of her own favorite recipes. The Ovenette is 


perfect for small-quantity baking for families of 2 to 5. 


Retail $ 21 95 complete. 


See this compact oven at the show! 


ROASTING PAN 





LAYER CAKE PAN 





7 MUFFIN CUPS JUICE-SAVER 


Dept. 187 PIE PAN 
WeEST BEND ALUMINUM co. 
wesr BEND, wise¢consitwn 
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THE NATIONAL APPLIANCE-RADIO-TV PICTURE 





comer. He said there were two views 

-talk, and reality. The talk was due 
to people playing for position or at- 
tention. However, color was coming 
along. More recently, Dr. Baker of 
General Electric said in a speech for 
the N.A.E.D. that color would be a 
factor by the fall of 1954. 


Car Accidents How Often? The ap- 
pliance business is a_ transportation 
business, as is not often realized. Vir- 
tually every dealer has at least one cat 
and one truck. Moving vehicles have 
accidents, and it is not often that a 
dealer can lay a finger on how fre- 
quently these accidents are likely to 
happen. Recently the Cincinnati Gas 
& Electric Co. published figures on 
automobile accidents covering 650 
vehicles that traveled 686,556 miles. 
It reports that these cars had had 1.27 
preventable accidents so far this year, 
and 28 accidents that could not be 
avoided. In short, for the year to date 
including April, which is four months, 
there were 60 accidents. Take a pencil 
and divide this into:the mileage trav- 
eled and you get an jdea of how often 
an accident may be ih 


Sewing Machine *Worries. It mav 
be of interest to know that the old 
established American sewing machine 
companies blame the Marshall Plan 
for the chain of events which has been 
occurring in the sewing machine field. 

It appears that under the Marshall 
Plan import duties were cut on for- 
eign sewing machines, and that ex 
plains the arrival of a number of 
different foreign make brands, with 
features obtainable on American makes 
only with extra devices. Veterans in 
the business state that new foreign 
competition is giving the American 
manufacturers a shot in the arm, and 
it is the common belief that old dies 
have been used too long. 

Singer, which was building up a 
line of branded appliances in its com- 
pany-owned stores is reported to have 
dropped all branded lines other than 
those with its own name on, and is 
girding for the new competition. 


Housewares Holdback. One reason 
why electric housewares and major ap- 
pliances don’t mix at distributor level 
was revealed recently by the experi- 
ence of a small Midwest distributor. 
He put a man on the job, gave him 30 
of the biggest housewares accounts in 
the territorv. Work as the salesman 
did, he found himself doing all his 
business during the last three months 
of the vear. He found he had to work 
hard to sell $300 worth of business in 
electric housewares a day, and that is 
only the equivalent of one dishwasher 
Before the war discounts on electric 
housewares were 40 and 5, 50, or 40 
ind 20. Average discount to distrib- 
utor today on electric housewares, he 
said, runs around 46 percent. 


Dishwasher Trick. Here is a quick 
way to install dishwashers which was 
used recently in Rochester, Minn. 
The dealer cut a hole in the kitchen 
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floor and ran a rubber hose down to 
the laundry trays, and drained through 
them. The installation worked per- 
fectly but the local union dragged out 
the code and said that dishwasher 
grease is likely to stop up drains, there- 
fore it is illegal. With water at 180 
deg., it doesn't come out of the dish- 
washer at a slow drain but rather with 
a flushing action. No greasy globules 
are apparent at all, and the idea works 
perfectly despite what the plumbers 
union may 


The Great Lakes 


SaV. 





By FRANK A. MUTH 


Business spotty . . . Some air 
conditioner sales . . . No deliv- 
ery for some fans . . . Rental 
program helps . . . Promotion 
—just fair . Dishwasher 
survey 


— big giants of the summer sea- 


son—refrigeration and fans—may 
have some big play after all. 
Talking to several key distributors 
and dealers early in June, the air 
conditioner which some corners be- 
lieve were going to take the country 
by storm, has not measured up so fat 
Bad weather has hampered progress. 


Business Spotty. Most experts agree 
that business has been spotty up to 
the middle of June, but think that it 
will get better. One thing that is 
showing an upswing is refrigeration 
A distributor sales promotion manage 
said that dealers were very good on 
inventory. Many had remarked that 
business was very poor this year, but 
when you look over the billing so 
far, you can see that they have moved 
more this year than in the past. 

A Cleveland dealer pointed out 
several reasons why he wasn’t going 
into air conditioning. “Refrigeration 
has taken a jump since early June,” 
he pointed out. “The weather finally 
took a definite pattern, and that made 
the prospect sure of what they should 
do about buying something. But my 
experience with air conditioning so 
far is that in the few calls I’ve had 

(Continued on Page 10) 
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BIG NEW MARKET 


New fabrics pose new ironing problems; new trend is to home steam 
pressing and finishing; millions of irons now hopelessly out-of-date! 





<g 
*" Guaranteed by » ‘. 
Good Housekeeping }” 


ry 
"45 sovrensen OEMs, 





...the all-new, all-purpose iron : 
made to meet this great new 
selling opportunity. 





The new Hoover Steam or Dry Iron, made by the makers of tails now. Phone your distributor, your local: Lloover 

the famous Hoover cleaners, is now in volume production. office, or write... 
[t's going great guns in market after market after market. THE HOOVER COMPANY = Special Products Division 
It’s being advertised—nationally and locally—at a North Canton, Ohio 

stepped-up pace. You'll be happier with a Hoover, because it has every- $1895 
It's being sold only through distributors. Get full de- thing your customers want, including the retail price. Only including 


excise fox 
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Mr. James Codell, Kennedy Furniture Co.: 


“This promotion has sold so many Bendix 
Ranges for us, there can’t be any doubt; 
it’s one of the most successful promotions 
we've ever run!” 








Mr. Silverman, Kobacker’s: 


“We've sold Bendix Ranges to a lot of 
folks who were only thinking about a 
new range. They wanted that Revere 
Cookware so badly they decided to buy 
now and buy Bendix. I think it's 
terrific!” 





Mr. Jack Schwarz, Tiedtke’s: 


“Store traffic is way up, and Bendix Range 
sales are running ahead of normal. A bonus 
that produces results like that has got some- 
thing! I say hats off to Bendix on this one!” 





. ee ce ee mee ee ge eee ee ee ee eee ee ee ee ee ee 





Mr. Julius Fine, Usher's Furniture: 


“I never dreamed a bonus could close 
so many sales! Women just plain want 
that Revere Cookware-Bendix Range 
combination!” 





PROOF that these 2 
great names can add up to 
RANGE SALES for you! 


BENDIX HOME APPLIANCES, Div. AVCO Manufacturing Corp., South Bend, Indiana 
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We offered this bonus deal to Toledo Bendix 


Dealers last month to see how it would work. 

It was so hot from the very start, ALL 70 Toledo Bendix Dealers 
voluntarily bought it. That’s 100% acceptance! And not only did 70 
dealers buy it—19 NEW dealers were so sold, they got on the Bendix 


Bandwagon, too! 


Their faith and ours was amply rewarded. In only two weeks, 
based on a two-month norm, Bendix Range sales were UP over 100% 


in Toledo! 


The Toledo test worked so well, 
we're making this offer available to 
Bendix Dealers everywhere! 

Now YOU can offer this $32.25- 
value Revereware Hostess Set as a 
bonus with every one of the top 4 
Bendix Electric Ranges you sell! 

it’s the most ideal electric range 
bonus ever offered, and here's why: 

1. Reverewareisknownand wanted, 
thanks both to its own appeal, and pow- 
erful national advertising behind it. 

2. Women know (and any chef will 
agree) they can cook better in copper- 
clad cookware. Because Revereware 
conducts heat better, they save on elec- 
tricity, too. 


3. It's perfect for demonstrating the 
new Circalite Push-Button Bendix Ranges 
—especially Fast Heat Units, flat top 
units, divided top (suggestion: Turn 
Revereware handles in to show how 
they're kept out of children's reach.) 

4. Revereware is so attractive, 
thousands of women hang it on the wall 
when not in use, as kitchen decoration. 
They love its looks! 

On every score this Bendix-Revere- 
ware Bonus offer is a real traffic builder 
and a powerful sales closer. Displaying 
the Revereware and showing it to a 
prospect leads into an effective demon- 
stration of the Bendix Circalite Push- 
Button Range. 


NOW YOUR CHANCE TO GET IN ON 
THESE PROFITS, TOO! 


You'll see. What happened in 
Toledo can happen right in your own 
store, and the quicker you act, the 
sooner this sensational bonus will 
begin selling for YOU! 


To get order blanks, display ma- 
terial, ad mats, and further informa- 
tion, see your Bendix Distributor 
right now, or send in this coupon 
immediately! 


and ... there’s a BENDIX REFRIGERATOR BONUS 
offer just as hot as this! ASK ABOUT IT! 
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Please send me what I need to get started on the Bendix Range- 
Revereware Bonus offer right away. 


uae 


I am now a Bendix Dealer 


I am not yet a Bendix Dealer 


r--------- 





Sell any 
of the 
Top 4 
Bendix 
Ranges... 


Offer this 
Revere 
Hostess Set 
As a Bonus! 


2% Quart Whistling Tea- 


kettle — Retail $ 435 


price 


2 Quart covered saucepan— 


Retail $585 


price 


\ 


1% Quart covered 
saucepon— 


sr” 952s 


10-inch French Chef skillet— 


Retail $ 775 


price 


Bien, 


Complete “breakfast 
unit" (8 inch French 
Chef skillet with 4-cup 
egg-poacher inset} — 


Retail $ g45 


price 


aw, oy 
seecee aes eee 


Mr. Parker Ericksen, Director of Sales 
Bendix Home Appliances, Department EM-7 
3300 West Sample Street 

South Bend, Indiana 


ae 


~ 
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Look what Frosty's doing 


To boost your 
de-trost-it sales 

















Molin 
ae 


¥ ... he's giving away $36,000 worth 
of Ciro’s Danger perfume to your sales 
people 


Frosty, an engaging little fellow, can help you 
make bigger “de-frost-it” profits. You see, Frosty 
is the central character in a new cartoon book 
“Frosty the ailing refrigerator.” As your sales 
personnel follow Frosty’s adventures they'll dis- 
cover the fast, easy way to sell the Paragon ‘‘de- 
frost-it’— the economical attachment that makes 
any electric refrigerator self-defrosting. Then, 
by filling out and mailing a simple questionnaire on the contents of 
the book, they will receive absolutely free, a full dram of this na- 
tionally famous perfume ...reserved for retail sales personnel only. 


‘VY WANN 


Danger by CIRO the 
same famous creation 
for which perfume 
lovers pay up to $30 





¥ .. he's helping you get 
top results from these big 
promotions 


Three more traffic building pro- 
motions for this year! The first, 
for Mother's Day and June Brides 
is already swinging into high. 
Sensational Fall and Christmas 
promotions still to come. Mate- 
rials include: counter display, 
window banners, decals, stuffers, 
tags, literature and mats. 





¥ ...he’s setting the stage so you'll get full benefits of 
48 million sales message national advertising program 


*NOW, PARAGON GIVES YOU two “‘de-frost-it"’ models, to enable you to sell 
every customer , . . to fit any refrigerator location. Have your sales people 
received their copy of “Frosty the ailing refrigerator? Are you ready to cash 


in on big “‘de-frost-it'’ profits? Ask your jobber or write for details, 


Sold only through authorized retailers. 


PARAGON ELECTRIC COMPANY 


1638 Twelfth Street Two Rivers, Wisconsin 
WORLD'S LARGEST EXCLUSIVE MANUFACTURER OF TIME CONTROLS 
©1953 
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for it, it wasn’t the answer to their 
ummer comfort. 


Not Suitable. “Most of the callers 


| were living in apartments or renting,” 


he added, “and didn’t have suitable 


| electrical connections to install an air 


conditioner. A couple last week were 
sure they wanted an air conditioner. 
When they explained how large the 
place was, it was evident they needed 
at least a 3% ton unit. But with the 


electrical problem, I was able to 


| quickly sell a low cost window fan, 


and they were satisfied.” 

Another reason why the East Cleve- 
land dealer is eager for window fans 
instead of air conditioning, is that 
prospects don’t try to chisel on price. 
“They trv like heck on a $400 unit, 
but when you quickly start talking 
about a $40 unit, thev buy, and buy 
at list price.” 


No Display. Even if the East Cleve- 
land retailer wanted to sell air con- 
ditioners, he couldn’t display them at 
his store. “Where we need to display 
them, it is prohibitive because of elec- 
trical connections. It would cost me 
over $100 to install a 220 volt line 
there. I can’t use 110 volts as the 
units draw so much on the line that 
the motors and fuses burn up.” 


Delivery Problem. One distributor 
has been plagued with another prob- 
lem of seasonal selling. Early in the 
spring dealers bought fans, all sizes, 
and in time for delivery. But a Cleve 
land department store ran an ad in 
late May for a large oscillating fan. 
hey had an inventory of about 50 
fans. In less than three davs time, 
they had sold well over 100. They 
asked the distributor to fork over 
the rest of their order and they keep 
getting calls . . . “When is my fan 
going to be delivered?” Even two 
weeks after the ad, the store was 
still pulling sales. 

Other dealers have pressed the dis- 
tributor for units. They keep threat- 
ening the promotion manager that if 
they don’t get their fans this week, 
they'll cancel their order. ‘““The prob- 
lem they’re worried about,” a distrib- 
utor executive said, “is the same one 
they had last season. They were 
caught short, and don’t want it to 
happen again.” 


Rental Project. Another method of 
approaching the air conditioning mar- 
ket, being tried in Cleveland with 
some success, involves rental of either 
air conditioners or package air condi- 


|} toners. 


Sample charges range from $6.50 
per month for a one-third horsepower 
window unit, which normally retails 
t about $270, to $11.50 per month 
for a one horsepower unit retailing at 
about $510. 

The firm cites in an actual alter- 
nate sales or rental proposal made to 
a Cleveland customer to illustrate 
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the tax relief possible through rental. 
A group of three large and three 
small air conditioners was offered on 
outright sale at $8,735 or on a rental 
basis under a five year contract at 
$184 per month. Total payments un 
der the latter plan come to $11,040. 

They give the following reasoning 
to support the contention the rental 
basis is more advantageous from a tax 
standpoint: 

On the purchase option, the $8,735 
cost would be amortized over ten 
years, or at a rate of $873.50 per year. 
On the basis of a 50 percent Federal 
tax rate on earnings of the purchasing 
corporation, this means half the an 
nual charge or $436.75 represents 
money that otherwise would go for 
taxes. This tax relief over five years 
comes to $2,183.75. Subtracting the 
latter amount from the purchase price 
leaves $6,551.25 out-of-pocket cost. 

On the other hand, monthly 
rental charges on a five-year contract 
come to $2,208 per year, and $11,040 
for five years. Again, on the basis 
of a 50 percent corporate federal tax, 
out-of-pocket cost for the five years 
is approximately $5,520. 

This gives an advantage of $1,031.25 
in this specific case to the renter by 
the end of the five-year period. It 
is simply taxes. 


The South 








By AMASA B. WINDHAM 


Sales in Florida Continue at 
Amazing Pace . . . Refrigera- 
tor Volume High. . . Air Con- 
ditioning Demand Fantastic 


2 RING over the appliance, 
radio and television picture in 
the South, your eye automatically 
stops at Florida. Dealers in the 
peninsula state are on a slap-happy 
selling binge that is little short of 
amazing. 

Our contacts in Miami, ‘Tampa 
and Jacksonville tell us that even 
during the heat and mosquito 
month of May, sales of air-condi- 
tioning, water pumps, dishwashers, 
television, ranges, refrigerators, dry- 


(Continued on page 12) 
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Youngstown Kitchens Electric Simk, 48° wick 





spray available at extra cost. No man, woman or other 


Jet-Tower 


Youn sown 





hritchens SET-TOWER DISHWASHER 
Spearheads Kitchen Sales! 


Unequaled washing ability! 


That's the reason the Youngstown Kitchens Jet-Tower 
Dishwasher is spearheading kitchen sales 


And that’s why the Jet-Tower Dishwasher is leading 
the way to recognition of the automatic dishwasher as 
“standard home equipment.” That’s why it’s leading 
the dishwasher parade to the day when the automatic 
dishwasher will be as much a modern home requirement 
as the automatic refrigerator and washing machine 


With the introduction by Youngstown Kitchens of 
the exclusive Jet-Tower principle, plus positive Hydro 
Electric Control, the automatic dishwasher achieved 
theretofore unknown dishwashing efficiency 


This new principle using filtered, booster-heated 
water . . . leads the way with real washability, un 


equaled by others 

Today, the Youngstown Kitchens Dishwasher is a 
magnet in thousands of appliance stores for millions of 
women interested in a modern kitchen. Every sale cre 
ates a new prospect for future Youngstown Kitchen sales 

The dramatic action of the Jet-Tower Dishwasher 
will add powerful demonstration to your kitchen selling 

give it more punch and persuasion. For full particu 
lars write 


MULLINS MANUFACTURING CORPORATION 
WARREN, OHIO 


Youngstown Kitchens are sold throughout the World 





YOUNGSTOWN KITCHENS 





lin JET-TOWER DISHWASHER © 


washing. full sink facilities. Food Waste Disposer and rinse 


sk baa won RIE ten with Positive Hydro-Electric Control 


Hvdro-Electric Control 








No other dishwasher can claim the Jet-Tower. Vigorous. top-to 
ate wtior Ke this ts possible only with Youngs 
town Kite + Jet-Tower dishwasher 


DYoungutoun Fi 


Booster heater, thermostatically controlled and fully insu- Hydro-Electric Control uses water weight, water pressure, and 
lated, keeps water piping hot—hotter than your hands electricity for perfectly timed Jet-Tower action. Tnsures 
could stand—gets dishes hygienically clean efficient service for years to come 


OWER DISHWASHER 
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Te You, Belden's Golden 
Anniversary Means 


——_- performance 
that can come only 
from a “know-how” 
that has grown 
through actual serv- 
ice since the early 
days of the electri- 

cal industry. 
—an ability to co- 
operate in pio- 
neering new 
wires to meet or 
anticipate in- 
dustry’s grow- 

ing needs. 

In the years 
that follow 
This Belden 
Program Is 
—TO BE 
CONTINUED 





\ 


... Make a Ditterence 


This all-rubber mixer cord dem- 
onstrates the plus values built into 
Belden electrical cords. They are man- 
ufactured to standards that far sur- 
pass the minimum requirements set 


up by the Underwriters’ Laboratories. 





They give you a plus in protection 
against fire or personal injury, a plus 
in appearance, and a plus in sales and 


profits. Ask your Belden Jobber. 


Belden Manufacturing Co. 
4663 W. Van Buren St. 
Chicago 44, Illinois 





belden 
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ers and other laundry equipment 
were booming like a Salvation Army 
drum. The Florida Power & Light 
Co., points out that overall appli- 
ance sales in its territory during 
the first quarter of 1952, ran.about 
75 percent ahead of last year, while 
wholesalers in Jacksonville estimate 
that business during the second 
quarter will hold the pace. 

One Jacksonville dealer called 
attention particularly to the great 
increase in sales of dishwashers and 
garbage disposal units. It seems 
that Florida dealers have suddenly 
realized that these are “good profit 
items” and are not too difficult to 
sell. Consequently, they have gone 
out after the business in a big way. 
A Miami dealer estimates that his 
sale of dishwashers is up 100 per- 
cent over last year. 


Other States Reap Too. While 
Florida is still the leader in the 
selling parade, other states were 
also enjoying excellent business. In 
Atlanta, Nashville and Charlotte, 
automatic washers were reported 
moving steadily and at a better rate 
than 1952 sales. In Birmingham 
sales were “at least as good as last 
year.” Memphis sources estimated 
that the sale of both automatic and 
conventional washers was off slightly 
during May but reported a contin- 
ued high volume sale of ironers and 
dryers. 

A heavy upsurge in refrigerator 
sales was reported during the month 
from Memphis. One wholesaler in 
the Bluff City commented that “it 
seems like old times, before satura- 
tion set in.” Refrigerator sales in 
Miami were approximately 35 per- 
cent over last year, while Birming- 
ham, Atlanta and New Orleans 
dealers tabbed refrigerator sales as 
“pretty good” or “satisfactory.” 

Last month we reported on the 
fantastic sale of air-conditioning 
units all over the South. It’s even 
higher this month, if such a thing 
is possible. In any event, at the 
rate they’re going, a shortage is 
certainly probable by mid-August. 
In Birmingham the sale of air- 
conditioning units is up an esti- 
mated 25 percent over last year; in 
Atlanta, about 20 percent; in New 
Orleans about 15 percent; in Jack- 
sonville some 75 percent and in 
Miami, a staggering 200 percent. 
hese figures, while based on the 
estimates of reliable wholesalers 
and retailers, are conservative. 


Freezers And Ranges Move. 
Home freezers and electric ranges 
are moving at a steady pace every- 
where. Chattanooga and Nashville 
dealers are selling around 500 
ranges a month, equal to or better 
than a comparable period of 1951 
and 1952. But the evidence indi- 
cates that retailers could do a con- 
siderably better job on home freez- 
(Continued on page 16) 
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Mew Arvin Redog 


EVERY TYPE, EVERY COLOR, EVERY PRICE 





LOOK AT THESE 


You can't BRAND-SPANKING-NEW 
ARVIN TABLE MODELS 





miss 4 sale 
with Arvin! 


WIDE CHOICE IN ALL MODELS! 





Arvin was first with decorator colors in the radio Sleepytimer, Jr.— 

field! Arvin leads in value and variety —57 actual Clock ee — Sin aes ana 740T 
choices, counting all of the color variations in In coral, ivory, ie ' Hs i shatterproof cabinet 
AC/DC, straight AC, FM/AM, clock-radios, 3- |. Set senewond. ependable i yma aay: Cherry, cit- 
way portables, and battery portables! Whatever Senees's token same ing or «hig tenth 
any customer wants, you've got it in the amaz- uum rectifier; Seen Gamenme: — has delighted over 3 
ingly complete Arvin line! 4" Alnico speaker. . . $2995 ing mS eg 4 tubes includ- 


-.. $1495 
SUPREME VALUE AT EVERY PRICE! 


There’s a real value achievement in every Arvin 
radio—made possible only by Arvin’s long ex- 
perience in engineering and production-line 
manufacturing. Only a real leader in table model 
radios could possibly offer such values. With 
Arvin, you're offering the most for the money, 
in every price bracket. Arvin puts you in the 
driver's seat! Collegian— Model 741T 
Lucite dial; built-in antenna 
Plastic cabinet, lucite dial, 4 





Top achievement in its class 


GENEROUS SELLING SUPPORT! tubes including rectifier Eye-catching style with crys 
‘ Ba -In i " ai, 9 Mimiature t . 
National advertising, free newspaper mats, copy for distances: 4° Alo upase quding rectifier, ptm 
for radio spot announcements, and elaborate, ps Bay coral, ivory, cherry, ivory eyo seme In coral, 
colorful, hard-hitting point-of-sale display ma- » Green and tan. $1695 Walnut finish.” $1@98 


terial are all part of the Arvin Radio program. 
Arvin goes all-out to help you build more sales! 
Climb on the Arvin bandwagon and watch your 
radio profits pile up! 


CONTACT YOUR ARVIN 
DISTRIBUTOR NOW FOR 














HEAVY FALL RADIO PROFITS! Peete ges a ile Se mage 

dial; 6 tubes ater dig ae, In ivory, green, tan, rose- 

fier; extra-sensitive Arvin wood and ebony. 8-tube 

speen Fone 5" Alnico pre AC en dual an- 

rosewood and ebony. $3495 yo ty either FM or AM. 

Alnico spea ‘ : 95 
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°Bé Valieties to choose trom 


ANY CUSTOMER CAN WANT! 


“ 





AND WHAT A STAND-OUT 
NEW LINE OF PORTABLES 


PLUS THESE PROVED 
PROFIT BUILDERS WITH 
ESTABLISHED DEMAND! 











ELECTRICAL 





Personal Pal—Model 747P 
Battery portable that tells time 


In maroon, jade and tan, the 
newest in battery portables! 
Mechanical clock; 4 minia- 
ture tubes; Arvin Magneten- 
na; Alnico speaker. Batteries 
load from front.... $2695* 


Gadabout— Model 746P 
Same set without clock 


Styled for instant gift appeal. 
Gold-tone metal grill opens 
for easy loading; 4 miniature 
tubes, new long-life batteries; 
Arvin Magnetenna. In ma- 
roon, jade and tan.. $2195° 





Troubadour— Model 652P 
Top value 3-way portable 


Styled in rich ruby plastic 
with Cloth-o-Gold midriff, 
this set has the same famous 
chassis as Arvin Vacationer 
which sold at $39.95! Uses 
AC, DC or batteries. $2995° 





Caballero— Model 654P 
3-way portable, mirror dial 


Arvin’s finest 3-way portable. 
Suntan plastic with reptile 
grain trim, mirror dial, and 
clear plastic folding handle. 
Also in ebony and jade. The 
portable buy!..... $3.495° 


*All portables priced less botteries. 


Companion—Model 652P 
3-way portable, gift favorite 
Exquisite variegated jade 
plastic with Cloth-o-Gold 
midriff; jade handle and dial. 
5 tubes plus selenium recti- 
fier, Arvin Magnetenna; 4” 
Alnico speaker... $3995° 





Sleepytimer— Model 657T 
America's loveliest clock-radio 


Music for dozing off, music 
for waking, follow-up buzzer 
alarm, ae outlet, 5 

uding rectifier; Ar- 
vin Magnetenna. Coral, 
ivory, green, tan, rosewood. 


$3995 


tubes inc 


lovely—Model 451T 
Edge-lighted lucite dial 


In ivory, ebony, green, san- 
dalwood. A proved gift-fav- 
orite wherever shown! 5 tubes 
including rectifier; Magna- 
Bass amplifier; lucite dial and 
crystal knobs... .. $2495 


Cosmopolitan— Model 651T 
Styled for gracious giving 


In iwaey ebony, green and 
tan, with distinctive gift styl- 
ing and Velvet Voice tone 
system. 5 tubes including rec- 
tifier; loop antenna; heavy- 
duty speaker .. .. $3Q95 





Stradivara— Model 751TM 
Mahogany cabinet; AC circuit 
A superb instrument with 
tone q cg yw 
cabinet and 9 x 6 oval speak- 
er. 5 tubes, straight AC cir- 


cuit; pee jack. Blonde fin- 
ish, $54.95; mahogany $5 995 


Radio business is booming! 


1952 was great; 1953 is even better! 


Radio business is going great guns! In the 
first quarter of 1953, home radios are up 
26% over 1952, portables are up 49% and 
clock-radios are up 87%! With Arvin 
radios, you have the most comprehensive 


line, the greatest line for color, the out- 
standing line for value! Right now is the 
time to start planning for your full share 
of the juicy radio profits which will be har- 
vested this fall! Get Arvin, and get going! 


Radio & Television Division 


Arvin Industries, Inc. 
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HEATING ELEMENT 


It’s completely safe, economical and efficient. Hot 
resistor wires are insulated and embedded within 
a finned aluminum casting. No glowing coils; no 
ceramics to break. Electromode’s sealed-in element 
eliminates any danger of fire, shock or burn. 





World's Leading Exclusive Manufacturer 
Of ALL-ELECTRIC HEATERS For 


HOME - INDUSTRY - FARM 


—< cee 


AUTOMATIC PORTABLE 


SALES APPEAL greater than ever—now 
that this popular small room Portable Heat- 
et is available with built-in thermostat. Has 
all the quality features of big models. 





NOW the patented cast-aluminum heating 
element is guaranteed for 5 years against 
any defect in material or workmanship. 


ot ce oe 







FLOOR DISPLAY 


FREE—big, colorful Display (EC-139). 
Holds 4 popular model Electromode Heat- 
ers. This valuable sales aid free to dealers 
with the purchase of the heaters. 


ELECTROMODE 


CORPORATION ry SEND FOR COMPLETE CATALOG 


ON PORTABLE, BUILT-IN-WALL 
AND UNIT HEATER MODELS 


45 CROUCH STREET ROCHESTER 3, NEW YORK 
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ers in both of these cities. In fact, 
there is a belt which extends from 
the Carolina east coast westward 
through Tennessee to the Missis- 
sippi River, where freezers are sim- 
ply not being sold to any great ex- 
tent. In direct contrast, dealers in 
cities along the Gulf Coast have 
always mopped up with this item. 

Television is still riding the buy- 
ing wave. Dealers in Memphis, At- 
lanta, Birmingham and New Or- 
leans all report continued heavy 
sales and high competition. Miami 
again was the big leader, running 
an estimated 100 percent over last 
year’s sales. A veteran Miami whole- 
saler told this reporter: “It is my 
frank opinion that recent develop- 
ments in UHF, color and other 
technicalities have little or noth- 
ing to do with TV sales. People 
simply have money and they want 
television sets. This big buying 
boom is as simple as that.” This 
reporter is inclined to think he is 
at least 80 percent right. 


Inventories No Worry. With 
appliances moving so fast, inven- 
tories do not seem to be a worry 
with dealers down in this area. A 
careful check in all sections of the 
South shows that inventories are 





being maintained on a 30 to 60 
day basis with shortages apparent 
in some lines. 

Major headaches are still a short- 
age of good salesmen and high 
rentals, with no apparent relief in 
sight on either count. A lot of vet- 
eran salesmen have changed jobs 
recently, going with different firms 
which offer the higest compensa- 
tion. Such men are extremely hard 
to replace unless the dealer or 
wholesaler tops the other firm’s 
offer to keep his salesmen from be- 
ing “proselyted.” The whole thing 
is pretty much of a rat race. 

Summer promotions by the util- 
ities are now under way with the 
power companies reporting fine to 
excellent results. One campaign 
deserving of special mention is 
Gulf States Utilities’ “four in one” 
promotion of brand name ranges, 
water heaters, home freezers and 
air-conditioners. Remarkable _ re- 
sults were being recorded by deal- 
ers in Beaumont, Lake Charles, 
Baton Rouge and other nearby 
areas. 

Tornadoes, floods and_ hot 
weather which have plagued the 
South constantly, seem to have had 
little or no effect on appliance buy- 
ing so far. 





The Far West 








By HOWARD J. EMERSON 
RAE EEE 


Sales climb out of March-April 
doldrums . . . Ranges and wash- 
ers lead the way . . . Distribu- 
tors liquidate TV inventions... 
Freezer sales above 1952 levels, 
despite decline in food plans 


“iw appliance-radio-TV business 
in the Far West showed an unex- 
pected upswing during the last week 
of May and the first week of June. 
Gains were not spectacular, but they 
were encouraging to an industry which 
had seen business settle into a state 
of doldrums from the middle of 
March on. 

Most significant feature of this up- 
swing for business as a whole is that 





home refrigerators are not included. 
They continue well below what has 
been considered a spring season nor- 
mal, But increases in sales of ranges, 
automatic washers and dryers are mak- 
ing up in dollar volume what most 
dealers expected to get from refriger- 
ators. 

Biggest increase in sales over 1952 
level is reported in San Francisco, 
where in April the following gains 
were made: electric ranges, up 40 per- 
cent; refrigerators, up 10 percent; au- 
tomatic washers, up 33 percent; dish- 
washers, up 32 percent; dryers, up 26 
percent. This was local, however, for 
in adjacent areas of Marin and San 
Mateo counties no such gains were 
made, and across the bay in Oakland, 
Berkeley and other communities, se- 
vere declines were reported. 

In the Los Angeles area, appliance 
sales are remaining steady, showing 
somewhat less pickup June first than 
in other sections of the Far West. In 
San Diego, white goods sales “are 
satisfactory” but still running below 
the 1952 level with refrigeration very 
slow. The middle of April was the 
low point reported from San Diego, 
with a gradual increase in sales from 
then on. Lower farm incomes in the 
interior valleys of California are not 
yet considered a factor in appliance 
sales—while there has been a small de- 
cline in sales there, it has not been 
more than in the industrial areas. 


Hand-to-Mouth. In the established 
TV sections here, most dealer inven- 
tories are in a very healthy shape. 


(Continued on Page 26) 
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powerful new / 7 
television sets with 4 











Here's new 


More detail— amazing depth and clarity. The ‘‘Magic 
Monitor” screens out static, steps up power —automat- 






a 


Veit Meee 4 
Peeoeeee ee eeaeeaee rere et eeeet: 


ically. The picture is vivid, accurate, over the entire 


17-inch Brent, finished in maroon or grained surface of the screen. 
blond, Special Model 17S8350. 


More stations—with television’s tremendous new 
expansion. This means more prospects for you 
more sales! And with Rotomatic Tuning, they’ll be 
easter to sell. 


« SK one krob CLICK tinting 



















17-inch Bristol, finished in grained mahogany 
or grained blond, Special Model 175351. 
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21-inch Blake, finished in maroon or grained 
blond, Special Model 215354. 


21-inch Talbot, finished in grained mahogany 
or grained blond, Special Model 215362. 


17-inch Denham, finished in grained mahog- 
any or grained blond, Special Model 175360. 





17-inch Highland, finished in mahogany or 
limed oak, Super Model 17T361. 


21-inch Bentley, finished in grained mahog- 
any or grained blond, Super Model 21T356U, 
with Rotomatic UHF-VHF Tuning only. 


ver y year more 


17-inch Hayes, finished in grained mahogany 
or grained blond, Super Model 17T352U, with 
Rotomatic UHF-VHF Tuning only. 














RCA Victor Television with 


Less to do! 


Less dialing—with Rotomatic Tuning every station 
is pre-tuned. Turn one knob—CLICK!—there’s your 
station . . . sharp, clear, steady. It’s so automatic a 













child can tune any channel as easily as an adult. 


Less adjusting—exclusive “‘Magic Monitor” circuit 
system automatically brings in and holds the finest 





sound and picture. “Golden Throat” tone system gives 
“in person”’ listening. 
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21-inch Latham, finished in natural walnut or 
limed oak, Super Model 217365. 
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21-inch Preston, finished in mahogany or 
limed oak, Super Model 211372. 


21-inch Hillsdale, finished in mahogany or 
limed oak, Super Model 211363. 


21-inch Hayward, finished in mahogany or ? 2 
limed oak, Super Model 217364. - or 
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21-inch Powell, finished in maple, red cherry, 
or mahogany, Super Model 211373. 


21-inch Chadwick, finished in mahogany or 
walnut, Super Model 211375. 





21-inch Sutton, finished in limed oak or nat- 
ural walnut, Super Model 211374. m 


people buy RCAVICTOR than any oll 











RCA Victor Television with 


Less to do! 


Less dialing—with Rotomatic Tuning every station 
is pre-tuned. Turn one knob—CLICK!—there’s your 


station . . . sharp, clear, steady. It’s so automatic a 
















child can tune any channel as easily as an adult. 


Less adjusting— exclusive ‘““Magic Monitor’’ circuit 
system automatically brings in and holds the finest 





sound and picture. “‘Golden Throat”’ tone system gives 
“in person” listening. 
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21-inch Latham, finished in natural walnut or 
limed oak, Super Model 21T365. 
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21-inch Preston, finished in mahogany or 


limed oak, Super Model 211372. * 


21-in 


21-inch Hillsdale, finished in mahogany or 
limed oak, Super Model 2171363. 










21-inch Hayward, finished in mahogany or 


[] LP) limed oak, Super Model 211364. 


21-inch Chadwick, finished in mahogany or 
walnut, Super Model 211375. 





21-inch Powell, finished in maple, red cherry, 
or mahogany, Super Model 211373. 






21-inch Sutton, finished in limed oak or nat- 21-in 
vral walnut, Super Model 211374. map! 


people buy RCAVICTOR than any oth 
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21-inch Talmadge, finished in mahogany or 
i limed oak, Deluxe Model 21D368. 
\ . P : 
21-inch Dunbar, finished in mahogany or 21-inch Caldwell, finished in mahogany or 
limed oak, Deluxe Model 21D358. 


limed oak, Deluxe Model 21D376. 
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21-inch Newport, finished in natural walnut 
or limed oak, Deluxe Model 21D378. 


21-inch Vincennes, finished in mahogany, | 


21-inch Bradbury, finished in mahogany or 
or natural cherry, Deluxe Model 21D377. 


walnut, Deluxe Model 21D379. 
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deat 27-inch Copeland, finished in grained mahog- 
4 any or walnut, Deluxe Model 27D383. 


21-inch Beaumont, finished in red cherry, 27-inch Longchamps, finished in maple, or in 
maple or mahogany, Deluxe Model 21D380. 


genuine mahogany, Deluxe Model 27D384. 
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Rotomatic Tuning is the combination of two great 
RCA Victor exclusives: a powerful Rotomatic tuner 
plus the famous “‘Magic Monitor” circuit system. 
Nothing could be simpler to sell! Just turn one knob 
and—CLICK! . sharp, clear, 
steady, perfectly pinpointed and locked into position. 

And RCA Victor gives you a choice of Rotomatic 


a +. 


A powerful, 
accurate 
ROTOMATIC TUNER 


there’s the station. . 





And heres how to sell it 


Zell your Customers 

ite MEW 

Explain that Rotomatic Tuning is 
the latest in a long series of “‘firsts”’ 
developed by RCA Victor, the com 
pany that pioneered both VHF and 


UHF television rece ption Point out 


the new styles and finishes too 


ip 


Yow them iS 
ACCUPATE 


Let your customers tune an RCA 


Victor set, Let them see for them 





selves how each station comes in 


sh irp clear, steady it a click! 


> 
Heres what it is__._ 





The automatic 
MAGIC MONITOR 
circuit system 









tuners. For VHF, the Rotomatic VHF tuner is the 
finest of its kind. For UHF, the advanced Rotomatic 
UHF-VHF tuner does more 
than any other ever built. An optional extra, it is 


and does it better 


available on all models except the lower-priced Spe- 
cial Series, which feature Rotomatic Tuning for VHF, 
with manual tuning for UHF optional at extra cost. 


Rides al 





ROTOMATIC TUNING 
—more to see... 
less to do! 
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Frove to them 
Hk POWERFUL 





Show them how RCA Victor's 

extra power makes a difference in 
' And 
remind them that every year more 
people buy RCA Victor than any 
other teley ision 


reception that they can see 





further proof 
that RCA Victor reception is tops! 






Demonstrate that 
i AUTOMATIC 


Point out how the “Magi 
Monitor” 


matica 


circuit system auto 
vy brings in—and ho/ds 
the best sound with the 
clearest picture That’s one 
more reason why Rotomati« 
‘Tuning means more to see and 
ess to do for your customers 


more to se// and less to do for you! 


Cet CLHIKNE with 





RCA Victor_ America’s most complete television line! 
MOst COMpPICte 


RCA Victor is America’s best advertised television 





Here’s the most spectacular 
advertising campaign you’ve 
ever had behind you! 


Television’s behind you! The Goldbergs and 
other nation-wide shows will sell for you! 


Radio’s behind you! RCA Victor’s brand new 
Tony Martin musical show will deliver customers 
to your store during the summer months! 





Magazines... the ones your customers read, will 
feature Rotomatic Tuning in big-space ads soon! 


Newspapers in your area will carry strong- 
selling RCA Victor advertising . . . for you! 


Point-of-purchase sales aids and plenty of 
hard-hitting promotion pieces are ready to help 
you to help yourself to the big profits in fast-selling 
RCA Victor Television with Rotomatic Tuning! 





Billboards and car cards .. . double-barreled 
sales-impact for you! 





Millions of dollars in the next 

six months—that’s the kind of 
advertising support we’re giving you! 
Only because RCA Victor television leads all 


others in sales is it possible to invest so much 
money in advertising in the months just ahead .. . 


’ And 
1r more Every advertising medium — newspapers, maga- 
owes zines, billboards, car cards, radio, television, direct 


mail, point-of-purchase materials, co-operative 
advertising—is being put behind this great new 
RCA Victor television line. So now’s the time to 
order new RCA Victor television. Call your RCA 
Victor Distributor today! 


is tops! 
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RCA Victor is America’s best serviced television! 





RCA Victor—and only RCA Victor—‘‘backs you up” with 
a nation-wide factory-controlled Service Company, whose 
facilities you can use as little or as much as you please. 

And only RCA Victor offers you Rotomatic tuners to 
give you extra sales in every area... VHF and UHF! Only 
RCA Victor offers you the really full line you need for 
easy “‘sell-ups.”’ Only RCA Victor offers you such complete 
advertising support. For all these reasons 


Cal your RCA Vietor Dictributor-ToDAY| A A 
very year more people buy RCA VICTOR than any other television 
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RCA Victor is America’s best advertised television 





Here’s the most spectacular 
advertising campaign you’ve 
ever had behind you! 


Television’s behind you! The Goldbergs and 
other nation-wide shows will sell for you! 


Radio’s behind you! RCA Victor’s brand new 
Tony Martin musical show will deliver customers 





to your store during the summer months! 


Magazines... the ones your customers read, will 
feature Rotomatic Tuning in big-space ads soon! 


Newspapers in your area will carry strong- 
selling RCA Victor advertising ... for you! 


Point-of-purchase sales aids and plenty of 
hard-hitting promotion pieces are ready to help 
you to help yourself to the big profits in fast-selling 
RCA Victor Television with Rotomatic Tuning! 





Billboards and car cards ... double-barreled 
sales-impact for you! 





Millions of dollars in the next 
six months—that’s the kind of 
advertising support we’re giving you! 


Only because RCA Victor television leads all 
others in sales is it possible to invest so much 
money in advertising in the months just ahead . . . 


Every advertising medium — newspapers, maga- 
zines, billboards, car cards, radio, television, direct 
mail, point-of-purchase materials, co-operative 
advertising—is being put behind this great new 
RCA Victor television line. So now’s the time to 
order new RCA Victor television. Call your RCA 
Victor Distributor today! 





RCA Victor is America’s best serviced television! 





RCA Victor—and only RCA Victor—‘‘backs you up” with 
a nation-wide factory-controlled Service Company, whose 
facilities you can use as little or as much as you please. 

And only RCA Victor offers you Rotomatic tuners to 
give you extra sales in every area... VHF and UHF! Only 
RCA Victor offers you the really full line you need for 
easy “‘sell-ups.’’ Only RCA Victor offers you such complete 
advertising support. For all these reasons 


Cll your RCA Victor Dictributor-TonAy | *8 A. 


very year more people buy RCA VICTOR than any other television 
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Sales Come Easier, 


Sales Come Quicker, 


— When You 


Whether it’s an electric or gas refrigerator, chances 
are one or more of the following aluminum features 
can be used to strengthen your sales story. 


Aluminum evaporator units speed heat transfer—refrig- 
erators get colder faster, defrost quicker. 


Aluminum ice cube trays provide faster freezing—will 
never rust. 


Aluminum shelves are light yet strong, easy to keep clean, 
color anodized for sparkling beauty. 


Aluminum crisper pans are non-toxic, won’t chip or crack. 


Aluminum door trays are strong, attractive in either natural 
or color anodized finishes. 


Aluminum butter-keepers retain no odors, impart no taste- 
taint. 


Aluminum liners won't chip—wipe clean in a jiffy. 


REYNOLDS 


ALUMI 


NUM MAKES 


1953 


THE 











Merchandise the Aluminum Advantages 
in Refrigerators 

















PFER EH CSE 








Remember: 


Manufacturers are using more and 
more aluminum in all appliances 
because aluminum makes products 
better . . . makes them easier to 
sell ... reduces dealer service 
problems, And, national magazine 
and network TV and radio adver- 
tising by Reynolds Metals Com- 
pany is constantly reminding your 
customers to look for aluminum 
in the appliances they buy. Put 
this support to work for you by 
talking up aluminum advantages 
right at the point of sale, where 
your profits are made, Call your 
local Reynolds office or write 
Reynolds Metals Company, 2510 
So. Third Street, Louisville 1, Ky. 


ALUMINUM 
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TROPIC -AIBRE 
Electric Sheets 
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McGraw Electric Company presents the 


MOST COMPLETE LINE OF ELECTRIC 








WER 





MARKETED WITH THE 
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See /BOP1C-AIREL 
psig 


.  klectric Blankets 


Double-Bed, Single Control, 
Double-Bed, Dual Control, 







$44.95 retail 


$53.95 retail 
Single-Bed, Single Control, $42.95 retail 
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Double-Bed, Single Control, $31.95 retail; 
Double-Bed, Dual Control, $39.95 retail 







(Can easily be used on single beds) 


TROPIC-AIRE, INC. 
Subsidiary of McGraw Electric Co. 
Elgin, lll. © 1953 
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BEDCOVERINGS IN THE INDUSTRY! 





RETAILER IN MIND! 


@ Space-saving counter dis- 
play! Locks securely to 
blanket box. Use it ona 
single package or on a stack 
of them. Colorful, compelling! 


2 01:1 SROPIC-AUIDE 
gives you ALL these sales aids! | 


FREE OF EXTRA CHARGE 3 


; @ Visual self-selling manual! Complete 
ap sales story on blankets and sheets. Easel- 
; hacked. Helps customers “‘sell” them- 

selves. 

@ Fact folder and swatch card! Has sales 
features and actual fabric samples of each 
blanket and sheet. Shows complete color 
line. Permits feeling texture. 

@ Consumer leaflets! In beautiful full color. 
Perfect for counter use or in mailings. 

























Ample imprint space. One featuring 






blankets, another on sheets. 
@ Complete cut and mat service! Complete 
ads as well as all component parts for 


















making your own ads, The hand 
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Steap bike 4 
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Order NOW! 


Cash in on Bridal-Gift Sales! 


% ye a ¥ ~ 
- < {-[ro % ' ‘ ‘ , 7 eh 
W Py u hh e. : ee: nneamacmenantiones “ay 7 ; Government marriage statistics for 
'T O fe _, emcee oA . +2 =e 1952 show these figures, First- 
* aus 1 <2, Yi , quarter marriages—19.7%, 2nd 
quarter—27.4%, 3rd quarter — 


~ ve ° ~ * ’ - , 1 | 
1° [is] ee ee ’ \ 27.2%, 4th quarter 29.1 0. Every 
QO s day is a bridal-gift day. It pays to 


, ¢ 
Stouage 4 eagued lw ns 
z SS ; promote on that basis! 
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space you give it and the small in-  ' ; “ eS 


vestment in stock you make. A. gel (/o 


New, modern design! Pays big 
dividends for the small amount of 


— 


complete electric bedcovering de- 
partment in a space only two feet 
square! A “silent salesman” if you re oe y 
cet "as vy S. C. Rexinger, Sales Manager, Electric Housewares 
Toastmaster Products Divy., McGraw Electric Co., Elgin, Ill. 
(-] Promotion Package No. 1; 
a Ze Promotion Package No. 2. 

rep. - Please have the nearest TROPIC-AIRE distributor get in 
- touch with me. 


| 
j 
a | Name 
\ | Address se . 
vin ceneccailliinch aah pT ees,” eens . 
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ever saw one. Holds complete line 
of six blankets as well as two sheets 
and controls. Shipped flat, easy to I am interested in 


assemble. 
YOURS AT NO 
ADDITIONAL COST! 


’ 
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CHAMBERS 


CABINETS 
for BUILT-IN 
COOKING UNITS 


4g THERMADOR 


@ Another example of LYon’s leadership in design and 
completeness of line. If you’re interested in more features 
that sell more kitchens at a bigger profit, write for the 
complete story. There may be a LYON dealership avail- 
able in your territory. 


METAL PRODUCTS, INCORPORATED 
General Offices: 721 Monroe Avenue, Aurora, Illinois 

Factories: AURORA, ILLINOIS * YORK, PENNSYLVANIA 
Sold Nationally through Direct Factory Dealers | 








LYON 


A PARTIAL LIST 


OF LYON STANDARD PRODUCTS 
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THE NATIONAL APPLIANCE-RADIO-TV PICTURE 





They are in that shape, says one dis- 
tributor “because the so-and-so’s have 
been buying hand to mouth since Jan- 
uary.”” Most observers feel that the 
average dealer will have no trouble 
clearing his floor for the flood of new 
models expected to start coming in 
July. Dealers who didn’t guess quite 
right are beginning to put on pressure 
to clear their stocks to a satisfactory 
level—with large trade-in offers much 
more common and _ successful than 
straight price cutting. Some of the 
distributors are not in as good shape 
as their dealers however, and at least 
in northern California, some distribu- 
tors are going to have to clear their 
warehouses at any cost during the 
next two months. One distributor is 
offering an extra 5 percent plus a flat 
$40 off on any sets the dealer will 
take. The industry in San Francisco 
is talking about the distributor who 
has 4,000 sets in stock approximatel; 
a month before shipments of new 
models will begin. On one model, a 
17-in. table model, he has made a 
special to dealers at $110 each—they 
cost the distributor $135. 


TV on Consignment. Interesting 
trends in TV merchandising are un 
derway here. In Los Angeles there is 
a flurry of consignment of TV stock 
to dealers in place of the previous 
practice of giving long dating when 
the distributor wanted to get excess 
stock out of his warehouse. The rea- 
son—recent folding up of a very large 
appliance TV chain which left dis- 
tributors in the position of waiting for 
whatever the Board of Trade could 
salvage from the disposal of the very 
large stocks which the chain had on 
long dating. Of course, the distributor 
retains title to all stock put out on 
consignment and thus avoids getting 
involved in liquidation proceedings. 


Wait and Save. The condition of 
northern California distributor stock 
which is sending wholesalers’ sales- 
men out each morning with a new 
“deal” has convinced several of the 
best dealers that the davs of buving 
more than a sample stock of ‘TV are 
over. Said one of the largest inde 
pendents, “ I'm going to keep 
just enough to make a good display 
on the floor. While I may pay more 
for that stock, I’ll make out better in 
the end bv taking the deals that come 
along. Some of the stock I have out 
back I could buy today for 20 per- 
cent less than I paid 30 davs ago.” 

In Los Angeles the industry is wit 
nessing a situation in which the dis 
count houses are getting their “come 
uppance’’. Some dealers are discount- 
ing the discount houses. This is how 
it works: A prospect comes into a 
dealer, sees an appliance she likes, say 
a $299 refrigerator. She tells the dealer 
truthfully that she can get it for “cost 
plus 10 percent” elsewhere. If the 
dealer can’t convince her that his 
service, etc., warrant her purchase at 
list, .he. advises her:.‘“‘Welly if vow want 
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to get it that way, why pay the extra 
10 percent. I'll let you have one at 
my cost, if you'll pick it up and pay 
cash for it just as you would do at 
the discount house.” The dealer shows 
her his sheet from the distributor with 
the 1-5 unit price of, say, $220, and 
then makes out his own order to the 
distributor for one unit, cash, will call. 
Ihe customer gets just what she saw 
and at the price she saw. A few days 
later the distributor sends the dealer 
a check for about $20 which repre- 
sents the difference between the one 
unit price and the price which that 
dealer's 25 or over price gives him. 
The return can be more when the 
dealer and distributor use “rigged” 
price sheets. 


Repossessions Revised. Some con- 
cern was expressed here in the Far 
West by the statement in this column 
in May that freezer repossession were 
running about 26 percent. Some deal- 
ers assumed from that report that the 
freezer business is too dangerous to 
touch. A little explanation will clear 
that up. During the first three months 
of 1953 the very high repossession rate 
was the direct result of the selling of 
food freezer plans by specialtv con- 
cerns during the summer and fall of 
1952. About 20 percent of the repos- 
sions in that period were freezers that 
had been sold by the suede shoe boys 
working for concerns that passed out 
of existence by Christmas. The aver- 
age appliance dealer, even when he 
had gone into food freezer plan sell 
ing, never had repossessions reaching 
anvwhere near that figure. 

In order to clear up what may have 
been misleading, a check has been 
made with distributors and financial 
institutions in San Francisco. Their 
reports show that freezer repossessions 
are averaging 6 percent where no spe- 
cialty food plan concern is involved. 
One distributor has 160 dealers sell- 
ing. freezer, many of these dealers op- 
crating a factory sponsored food plan 
as part of their selling program. 
Among these independent, full line 
appliance dealers, there was the grand 
total of 3 repossessions in May, or 14 
percent of the freezers sold. 


No-Plan Freezers Sales. Although 
the late and not lamented food plan 
specialty operators left such a bad 
taste in the public’s mouth that most 
dealers hesitate to mention that they 
have a food plan available, the sales 
of home freezers in the Far West are 
going at a good pace at appliance 
dealer level. Surprisingly, freezer sales 
in San Francisco, home of scores of 
hot shot food plans a year ago, is run- 
ning now above the 1952 level with 
only about three well-established and 
very ethical food plan specialists left 
from the mob that once existed. 

In San Diego, where the food plans 
never took hold as strongly as they 
did a hundred miles north in the LA 
area. freezer sales are down about 20 
percent below the 1952 level. End 
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HERE’S THE ANNOUNCEMENT OF THE 


as Presented at 


AN v Atlantic City, N. J. to 


7,500 of the Leading 
Appliance Dealers of America 


It’s the greatest engineering story... the 
greatest profit story in the history of the 
INDUSTRY ! Again, Philco sets the pace as 


Philco leadership sets the stage for a 


ONE MILLION SET YEAR! 


| 
Turn the Page and Read the News: 
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New 1954 PHILCO 


World’s First Television Combination with 


Migh Kidelity Picture 
” High Fidelity Sound 


Soa first glance will tell you that here is something 


really new, but only a personal demonstration can reveal 





to you the full significance of the advances in this TV 
combination with FM-AM radio-phonograph. For the first 
time, it brings a High Fidelity picture p/us High Fidelity 
sound for television, radio and records. With a new 
“Acoustic Lens’, the entire room is flooded with sound 
so that the realism of the concert hall surrounds you. 
Nothing remotely like it has ever been on the market 


before... Philco leadership brings it to you for 1954. 


Z PHILCO 


C HF-200 > 


GOLDEN GRID TELEVISION 


For its High Fideliry TV combination, as well as for other sets, 
Philco now announces a new television power plant—the HF-200 
High Fidelity Golden Grid Chassis. Nothing matches it for 
discance or freedom from interference. Nothing equals its Deep 
Dimension picture for true-to-life realism! Again in every loca- 


tion, it sets a goal of reception power for others to strive to reach, 





The Greatest 
Advance in 
: a TV Chassis 
ace an = mcm ince the Miracle 
| MEW FOR 1954-—the Phico 6106 MEW FOR 1954—the wiles ringe EW FOR t9se—ine Picosos QF’ Television! 





with giane-siz@ 24-inch picture of fine furniture television in the world's first High Fidelity 
With HF-200 Chassis, it sets a new industry, including the Philco 21-inch table model with exclusive 
standard imwitwing enjoyment 4308 with 21” screen, shown above DEEP DIMENSION picture. 
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Television Triumphs | 
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PHILCO 4304 


Famous Golden Grid TV 


at New Low Prices?! 


choice of cabinetry Philco offers for 1954. Whatever your 


NEW PHILCO TV-190 POWER PLANT 


customers demand in styling or finishes, there's a Philco 





table model or console, unmatched for sales appeal and 


It’s news that will sweep the country ! Another new Philco 
power plant—the TV-190 with Golden Grid tuner—is 
here for 1954 in a wide range of models. At new low prices 
for Golden Grid television, these newest Philco value 
triumphs will again create the greatest public demand 
in TV history 


Three examples are shown above, and typify the wide 


New UHF 
PRISMATIC 


Station Selector 


Another Philco “first”... when 
y« stand at the set to tune, dial 
lights up in your line of vision Yet 
when you return to your seat, like 
magic the lighted dial disappears from 
It will be the most talked about 
television feature of the year! 


value. Even more, every Philco set even at lowest price 
comes to you with True Simplified Tuning—no hidden 
controls ...no hard-to-reach switches that are difficult 
to adjust. 

Clear your decks and be ready to introduce the most 
sensational TV line of all time—Philco for 1954. Every 


model is available with BUILT-IN ALL-CHANNEL UHF. 





ONLY PHILCO HAS IT! 
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Anniversery in keaic.... PAILCO Zooms RADIO into 


BIG BUSINESS FOR 1954! 


Yes, for its Silver Anniversary in Radio, Philco brings its dealers the 














greatest, most profitable line in 25 years of pioneering and leadership ! 
Spearheaded by the Greatest Radio-Phonograph of All Time . . . backed 
by the vast resources of Philco engineering and merchandising genius, 
this new line puts the High Unit of Sale back into the radio business 
and pays off in Big Profits for Philco dealers from coast-to-coast! 





World’s First Radio- 
Phonograph to Achieve 


FULL 
DIMENSION 


in Reproduction of Sound 


There has never been anything like 
it in appearance or performance! 
Philco ‘‘Phonorama”™ ushers in a 
whole new era in enjoyment of 
records, FM radio and AM radio... 
achieving, for the first ume, High 
Fidelity sound in Full Dimension ! 
You must see it, you must hear 
it to fully appreciate its un- 
precedented sales opportunities. 





It’s Big Business in '54 with 





a Philco Radio-Phonograph Famous Philco 


Special Service Band Bakes 
‘7 ] Soars to New Heights of Popularity ba 94209 


a See 


for Every Market 


| 


| ] 






































A Value Leader Top Performance ui 
for Modern Living in Limited Space MIGHTIEST 
» tee HILCC ee 3 
TY Ince 4 Personal’’IN RADIO HISTORY! 
| 
The short-wave service that’s setting Unmatched for performance and sales 
| sales records everywhere—more appeal in its field—this mighty midget 
' .. 3 potent than ever for ‘54! New fea- has more advanced features than any 
padabeis For Outstanding tures, new designs give you what other ‘‘personal”’ radio! It’s the new, 
th TE ta iled . Patlenmance it a to ty - this great power-packed Philco 650 that delivers 
Philco-pioneered radio service! ‘ J 
———— Peak Reception 10 Times Longer 
High Fideli : 
Gia a" “ “ag than other “Personal” radios 
a *Trade Mark 











L 
RAE NOW is the time to surge ahead to BIG PROFITS with PHILCO! 
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“SPEED QUEEN” 


tomatic Washer is packed with ad 

tf experience in washing machine 

w the Taal ololale laa of ol -Tel-talelel ells 

ke that of over 150 other leading elec 
{ 


Be sure < fold eletalslelelis eli aselasale lala in 


ry c 
irate! Blaliiciaial Wiirir q Systems 


If the appliances you sell are Unilectric wired, 
you can capitalize on this important sales feature 


ymecreic Wine SYSTEMS 


Manufactured by 
UNITED MANUFACTURING & SERVICE COMPANY 


419 SOUTH 6th STREET © MILWAUKEE 4, WISCONSIN 
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IF THERE IS NO GIBSON DEALER IN YOUR 
SHOPPING AREA WIRE US FOR THE NAME 
OF YOUR GIBSON DISTRIBUTOR. 























The new GIBSON The new GIBSON 
REFRIGERATOR with exclusive FOOD FREEZER with exclusive 
SWING-OUT SERVERS and TILT-OUT BIN and 
AUTOMATIC DEFROSTING STAY-PACKT SHELVES 
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still time to join the Gibson 


#. 





July 3ist is the final day of the 
big Gibson promotion now going on. 
Which still leaves you time to really 
get going on those Gibson appliances 
..and get to go along on the free 
sales-vacation trips for dealers and 
dealer salesmen! 





The new GIBSON 
ELECTRIC RANGE with exclusive 
UPS-A-DAISY deep-well cooker 

and 2 DO-ALL ovens 
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dealer vacationers! 





Now’s the time to push Gibson Room 
Air Conditioners with draft-free com- 
fort and smooth, silent, dependable 
operation. And you can push the other 
Gibson appliances, too... electric 
ranges for cooler summer cooking 

.. the refrigerator and food freezers. 





The new GIBSON 
ROOM AIR CONDITIONER 
with "'Draft-Free”’ comfort 


1953 


Get going on selling.. 


Gibson 


Gibson Refrigerator Company, Greenville, Michigan 
In Canada — Gibson Refrigerator Company Limited, Montreal, Quebec 


But get in touch with your Gibson dis- 
tributor right away. Get all the details. 
There could be a free trip to Havana 
or Bermuda waiting for you...maybe 
a trip to Europe, South America, or 
Hawaii, too...in this special Gibson 


promotion ending July 31st! 


go on the trip with 
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NOW READY FOR SHIPMENT 


Amazing New Detergent 
for Electric Diehwachere 


ENDS WATER SPOTTING! 


J, 




























“FINISH” DETERGENT TURNS 
COMPLAINTS INTO COMPLIMENTS 


“YOU'VE GOT IT” — that’s the comment we hear over 
and over as dishwasher manufacturers, distributors, deal- 
ers and service men see the spectacular results of “Finish” 
in a dishwashing demonstration. That enthusiasm goes 
double for housewives, especially those who have had 
water spotting troubles. 





When you see how glasses glisten, dishes gleam and 
silverware sparkles after a “Finish” dishwashing, you'll 
agree that “Finish” is a boon to automatic dishwasher 
sales. Service calls are reduced to a minimum. New dish- 
washer owners become salesmen for you and will re- 
turn to your store time after time to buy “Finish.” 





Try tinish and see what we tnedn / 


Economics Laboratory, Inc., Guardian Building, St. Paul 1, Minn. 


Gentlemen: We want to try “Finish.” Send us without cost or obligation a full 
size 1 Ib. 4 oz. package. 


Store Name 


Recommended 
Address .... : and approved by 
EEE cchdicesitngtetticleen State . ; 
eee American Kitchens, Apex, Crosley, 
Distributor General Electric, Hotpoint, James, 
By Kitchen Aid, Westinghouse, Youngstown 





ECONOMICS LABORATORY, INC., ST. PAUL 1, MINNESOTA 
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Nowhen 


electric blankets 


offer VOU... 


Year after year Northern is gaining greater recog- 
nition as “the line that builds greater jobber-dealer 
profits’—offers dealers these five additional im- 
portant advantages: 


a Northern produced its first electric blanket in 1912 and today 
continues as one of the very few basic manufacturers of electric 
bed coverings. 


Northern makes only electric bed coverings and heating pads 
and devotes its entire efforts to the development and sale of 
these products. 


f Am LI uf ‘ 


gt Northern offers a straight replacement policy and was the first 











modern to minimize repair headaches. 
° Northern makes it possible for you to make more money per 
self selling A blanket! We welcome a check of competitive price structures. 
package 


fy Northern is one of the very few in the electric bed covering field 
to offer all popular colors and models. You lose no sales! 





backed by 
individualized 


| ific, 
oer nandising prosram 


merchan 


magazines will carry 





. os 

These leading story to YOU! ys ‘ 

the Norther *” will be backed by Electric Sheets 
pects this 10 crful sales liters Te * 

direct mail, — loys and effective = meet the growing demand 

int-of-sale OT aterial: . a : Northern sheets offer all the desing advan- 

sales nage ~ Northern ® profit | tages of electric blankets at less cost. Single or 
distribu ir all adds uP to Northern! dual controls. Slightly warmer in foot area. 
dete OU this year, Ideal for traveling. Li —— »+. com 
for Easy to wash. Made of percale . . . Rose, Bl 


— or White. 


pp Northers Electric Company 


41 Years Experience Making Electric Blankets and Electric Heating Pads 
5224 North Kedzie Avenue « Chicago 25, Illinois 
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K's a Sales Click! 


KLENZ-AIRE 


ELECTRONIC OZONE DEODORIZER 
Destroys Odors — Smoke — Mustiness 


The Outstanding—quickly recog- 


7 


ehh Oe & heed : 


nized features of this smartly styled 


new odor banisher have brought 


: 


le a ee el 


nationwide response from alert 


rs 
~ 
Sy 
> 
I: 
a, 
rege 
Lon 


5 
~ 
> 
> os 


oo 


merchandisers everywhere . . . appli- 


er 


ster 


ance dealers 





wholesalers depart- 


+t 
wee 


ment store executives. 
KLENZ-AIRE in its colorful “‘tell-all” display carton is 
now appearing on more and more counters in leading stores 
everywhere. IT’S NEW MODERN ELEC- 
TRONIC . AND , 


THE MARKET IS ENDLESS 
Homes - Institutions - Industrials - Offices - Stores 
Thoroughly field-tested . . . made and guaranteed by expe- 
. . KLENZ-AIRE moves 


fast .. . one sale creates another through satisfied customers. 


ATTENTION 


Distributors 


rienced appliance craftsmen 





KLENZ-AIRE is packed individually in a 
sales-building “eye-catching” display carton. 
Literature and mats available. 


LIST PRICE: 








Some territories Model 101 Single Lamp $ 6.95 
open... Write, Model 102 Twin Lamp 9.95 
Wire or Phone Model 103 Three Lamp 12.95 





The ‘‘Insect Season”’ is Here! 


sell FLY-BYE 


ELECTRIC INSECT VAPORIZER 





to commercial, institutional, industrial 

LIST $ 95 prospects. It's automatic . . . service free... 

PRICE q noiseless . . . odorless .. . kills flies, mos- 
——o quitoes . . . other flying insects. 


FIVE COLORS FOR DECOR HARMONY 
(Silver * Green * Ivory « Blue * Maroon) 


ATTRACTIVE DISCOUNTS! ... WRITE, WIRE OR PHONE 


GENERAL MANUFACTURING & DISTRIBUTING CO. 


100 West Taylor Street, Quincy, Michigan, U.S.A. 
Manufacturers of SPEED-O-MATIC Electric Water Heaters & Softeners 
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Credit Squeeze 


By the McGraw-Hill Dept. of Economics 


HE problems of U.S. Treasury 


officials may seem remote to the 
appliance dealer struggling to main- 
tain sales. But there’s a direct connec- 
tion. In the weeks and months ahead, 
dealers are likely to find that decisions 
made in Washington are reducing the 
flow of consumer credit which has 
helped sales so much this year. 
Recent figures indicate that about 
40% of appliance sales are based on 
installment credit. This percentage has 
been on the rise. Before Korea the 
figure was 30%. Most of this credit 
comes originally from the national 
banking Banks lend the 
money to dealers who carry install 
ment accounts, or to finance com- 
panies which help the customer. 
Banks also make direct loans to con- 
sumers. Bank loans of all three types 
rose steadily to support the rise in 
total installment credit from $14.5 
billion to $19.3 billion in the year 
ending with March, 1953. 


system. 


BANKERS HAVE PROBLEMS, TOO 


Banks no longer have such huge 
amounts of money to lend. And they 
are finding it difficult to replenish their 
supply of loanable funds. This recent 
development is cause for real con- 
cern to both banks and to appliance 
dealers. 

Here are the details: Banks are re 
quired by law to keep a certain amount 
of money on hand to back up their 
deposits. They keep this money-- 
required reserves is the legal term—on 
deposit at a Federal Reserve Bank. 
Bank deposits at the Federal Reserve 
in excess of required reserves are avail- 
able as backing for additional loans. 
The latest statistics indicate that the 
total amount of excess reserves for all 
banks is less than $300 million. That 
seems like a puny sum compared to 
the $19 billion of outstanding install 


ment credit. But look back a vear and 
you find that those excess reserves wer¢ 
still very slight—not much above $500 
million. Yet over the past vear install 
ment credit increased by almost $5 
billion. 

How did the banks finance this 
credit expansion if excess reserves were 
so modest? Simple—they merely sold 
part of their substantial holding of 
government bonds and used the pro 
ceeds to grant loans. The big prob 
lem today is that banks can’t cash 
their bonds without taking substantial 
losses. They hold Treasury obligations 
to the tune of $71 billion. But bond 
prices have fallen. 

The fall in bond prices resulted 
from the new “tight money” policy 
of Treasury officials. Secretary Hum 
phreys and his associates are trying to 
restore the soundness of the dollar by 
making it more valuable. ‘They are per 
mitting interest rates to rise on the 
theory that if the cost of borrowing 
goes up money will be harder to get 
and, therefore, more valuable. 

As a result of this new policy, the 
government now pays 2.1% interest 
when it borrows money for 90 days 
is Opposed to a short-term rate of 
1.6% in April, 1952. On money bor 
rowed for long periods, the govern 
ment now pays 2.97%, as opposed to 
2.64% a year ago. As interest rates 
rise, bond prices fall. So a bond 
bought some while back by a bank for 
sav, $500 when the yield was 2.64% 
is now worth only $444 

In the past, the Federal Reserve 
Banks were always ready to buy bonds 
from the banks at face value. But 
a policy change two years ago freed 
the Federal Reserve Banks from the 
responsibility of “supporting” the gov 
ernment bond market So it’s mn 
wonder that the banks hesitate to sell 

(Continued on page 38) 











“UH-UH-EASY AROUND THE FLOWER BED—LOOK OUT FOR THE JUNIPER—CAREFUL 
OF JUNIOR'S TOYS—SLOW DOWN—EASY NOW—” 





Me he 
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Itsa 
— SIGN 
DEPENDABILITY 





when you display 
this sign 





in your store ! 


If You Don’t Repair Appliances Yourself, 
Let Authorized G-E Small Appliance Service 
Outlet Do It For You. 

To give customers good service—to be really de- 
pendable—simply send the G-E appliance to be re- 
paired to your nearest authorized Service Outlet. 

Trained G-E small appliance servicemen do all 
the work. You get fast service and are charged only 


labor and parts at nominal cost. It’s easy. 


You can increase sales and your customers keep 
their confidence in you. 


MAKE YOUR STORE THE LOCAL HEADQUARTERS 
FOR G-E SMALL APPLIANCE SERVICE! 





z TOASTERS GRILLS HEATING PADS 
MIXERS CLOCKS COFFEE MAKERS 
IRONS FANS VACUUM CLEANERS 











HERE’S HOW THE SERVICE PLAN WORKS: 


1. Send the appliance to be repaired to a G-E Service Center or G-E fac- 
tory-authorized Service Station 
2. In a minimum of time, the appliance will be returned to you repaired. 


3. You deliver the repaired appliance to your customer and profit from 
customer satisfaction. 


SMALL APPLIANCE DIVISION 


GENERAL @@ ELECTRIC 
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We provide 
service 


on all GE 


small appliances 


EXPERT WORKMANSHIP BY 
TRAINED G-E SERVICE MEN 






4 -* ; AL i} 
. / . < aw, = oo MAN 


rower | 


i 
| | 
\ 
} 





cenenar @ erectare 











S27 






SEND FOR THIS 
FREE BOOKLET TODAY! 


Complete details on how to become 
a part of this service plan 


— 


Small Appliance Division—Dept. PS-1 
General Electric Company 
1285 Boston Avenue, Bridgeport 2, Connecticut 





Please send me your free booklet, “DEALER’sS 
PROFIT FROM CUSTOMER SERVICE.” 


—_— ee) |) 
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IT’S EASY TO SELL 








OILIFTER 


~ 


Sell freedom from fuel handling! 25) 


Every space heater customer is a sure 
prospect for the clean, easy fuel han- 
dling he’ll get with this new model A-P 
Oilifter. Yes, here’s a dependable, fully 
automatic oil supplier that saves time, 
steps and drudgery. 

The A-P Oilifter pumps fuel from a 
submerged tank up to a furnace or from 
a basement or ground-level tank to a 
heater on the fies. second or third 
floor, up to 25 feet. 

Model 356 features increased capac- 

ity, mechanical safety-float pro- 

4 tection, automatic safety cutout 
) switch, integral strainer and high- 

ly efficient pump. Requires no 
overflow pipe. 





Sell freedom from burner failure due to dirty oil! 


Here's a type of “insurance” you 
can sell every oil heating customer 
— the new Model 243 SY A-P Trap- 
it, You sell insurance against the 
danger of burner failure due to dirt, 
moisture and other impurities in 
oil . . . insurance against flame 
failure. erratic fuel flow, 

oil leakage and _ slug- 

$ O8) gish operation .. . and 
insurance against cost- 


Ae ly service calls. Easy-to- 


clean, lifetime strainer. 


A-P CONTROLS CORPORATION 


Strainer = 
element a % 
cleans fuel 
oil quickly 
and 
completely & 


2 N. 32 { eet, \ we ee 5, isco = 
Ap) DEPENDABLE Coutrols 400 N nd Street, Milwaukee 45, Wisconsin 


For Air @ Oil @ Gases @ Refrigerants 


In Canada, A-P Controls Corp., Ltd., Cooksville, Ontario 











Economic Currents 


mms CONTINUED FROM PAGE 36 qx 


their bonds. Most banks feel it’s 


| better to hold the bonds until they 


and TRAP- TS 


mature in the years ahead. 

The banks sometimes build up 
their supply of loanable funds by 
borrowing from the Federal Reserve 
Bank in much the way that a con- 
sumer might borrow from an ordinary 
bank. But the cost of borrowing 
from the Federal Reserve has recently 
gone up from 1.75% to 2.00%. And 
a high interest rate is just as dis- 
couraging to a bank as it would be 
to an ordinary consumer. 

Finally, the demand for credit by 
consumers is still very strong. The 
latest banking figures indicate that 
more than 70% of automobile sales 
are based on installment credit. And 
car sales are high. Automobile pro- 
duction is currently proceeding at an 
annual rate of almost 7 million cars. 
The more money pumped into auto- 
mobile credit, the less the banks have 
to finance appliance sales and other 
consumer purchases. 


BIG SWITCH 


It was not many months ago that 
economists were holding academic 
debates: “Is the Present Level of 
Consumer Debt a Burden on the 
Economy?” At that time, the ma- 
jority opinion was that the present 
danger was slight, but the debt could 
become troublesome if income and 


| employment were to fall sharply. No 


one expected trouble anytime soon. 

Now many businessmen see signs 
that the new “tight money” policy 
will slow down the pace of business 
activity—but quick. If banks curtail 
installment credit for appliance pur- 
chases, that means dealers will have 
to try harder than ever to win over 
the cash customer. 

Thus, if credit stays tight, the 
recent boom will lose much of its 
glitter. But there’s still a solid basis 
for strong, if not booming, business. 
Personal income in the second half 
of 1953 will run almost as high as 
in recent months. Even without the 
extra credit, that will support a good 
level of sales by comparison with 
previous years. End 





PART 2 


ELECTRICAL MERCH- 
ANDISING’S Special Re- 
port to the Trade on Dish- 
washers will be concluded 
in next month’s issue with 
articles on The Distribu- 
tor’s Job, Arguments that 
Sell Dishwashers, and suc- 
cessful dealer selling tech- 
niques. 











PAGE 38 





JULY, 


1953—ELECTRICAL MERCHANDISING 





“a HORSEPOWER sense! 


Can you state the H.P. 
needed for these jobs ? 


Y\ 





CHECK ( )iehp. ()Yehp. () hp. () hp. 


Right you are. . . the vast majority of refrigerators contain one-eighth h.p. motors. 
But did you know that more refrigerators are powered by Delco Motors than by 
any other make? It’s a fact. Manufacturers appreciate Delco dependability! 














CHECK (hp. ( )Yehp. ()Yohp ( )34-hp. 


Right again! Most washing machines use one-third h.p. motors... and more 
and more manufacturers of washing machines are installing Delco Motors in 
their products. Delco’s dynamically balanced rotor, and Delco’s steel-backed 
babbitt bearing with cored oil wells mean long trouble-free service—always. 








CHECK (14 -hp. ()Va-hp. ()14-hp. ()Yo-hp. ( )34-hp. 


Correct . . . it depends on the size of blower required. So remember: Delco motors 
for blowers are available in all standard h.p. ratings... and Delco motors 
are favorites with furnace makers, due to their efficient, ultra-quiet operation. 


DELCO 


The best running mate 
i your product can have! 


DELCO PRODUCTS 


/ 
| Division of General Motors Corporation * Dayton, Ohio 
D ) SALES OFFICES: Atlanta - Chicago - Cincinnati - Cleveland 
LEER Dallas - Detroit - Hartford - PhHladelphia - St. Louis - San Francisco 
» 
k a a 
A, | 
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NEW lower prices to 


B 
oth models of Fast Selling Nationally known Emerson 


Cc e 


Millic 
»ns of Americ: 
aa Aaaepegan 1ericans know Emerson-Electri h 
the quali : c as the 
ity fan fi 
eld. O 
ready acc - One reason f 
ceptance or the 
Ri ©P ay and consumer preferenc 
son-Electric Heaters —_— 


Order 
your stoc ; 
Papas »ck of Emerson-Electric heat 
var. Avoid deli saters earl 
elivery dis; , y 
Sappointment 
when the 


first chill 
y fall days start 
to sell heaters. Wri 
s. Write today 


for Folder No. H-352 


T 
HE EMERSON ELECTRIC MFG, CO 


St. Lovis 21, Mo. 
















AVAILABLE IN 
METALESCENT 
BRONZE FINISH, 
AS SHOWN, AND 
ALSO IN 

IVORY FINISH 


SEE YOUR 
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MERSON “= ELECTRIC 























$929°> 


Includes Federal Excise Tax 





Look at these Important Sales Features! 


feet of nickel-chrome 
in 













Four radiant heater elements, formed of 174% 

alloy wire coiled around star shaped ceramic rods, are place 

front of Patented, chrome-plated HEATRAY-REFLEC *TORS. 

* Chrome-plated channel-shaped HEATRAY-REFLECTORS pro- 
vide 114 square inches of heating surface. 

Eight inch, quiet fan blade, mounted on slow-speed Emerson- 

Flectric fan-duty motor. 

Permits easy access for cleaning. 


APPLIANCES 





% Snap-on guard. 











+ Long-life rotary, off-and-on, 125 volt, 15+ 
ampere switch, adopted after exhaustive tests 
assuring trouble-free service, operates bot 
fan and heating elements. Six-foot heater €X- 
tension cord and plug. 
Adjustable “eile” provides finger-tip control 
of warm air stream 20 degrees below to 20 
degrees above horizontal. 

















Convenient carrying handle on heater housing. 






Motor oiling tubes extend to surface of back 
guard for easy servicing. 

Four rubber base pads prevent marring of fin- 
ished surfaces. 











ve Listed by Underwriters’ Laboratories, Inc. 





EMERSON-ELECTRIC DISTRIBUTOR 
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stimulate heater sales 


-Electric Heaters reduced for 1953 MR. CHILL Says: 


I'll help you sell plenty 
of Emerson-Electric 
|| Heaters at these low 


‘ prices... 
they are real 


quality products 








————___ 





O 
WIDE ANGLE 
RADIANT HEATER 


—— 











MR. CHILL—Your Heater Salesman 


Again this winter Mr. Chill will be on the job for you... lurk- 
ing in cold corners in everyone's home. All you have to do is 
tell your customers how to get rid of him... by using Emerson- 
Electric heaters. The usual fine Emerson-Electric quality is now 


available at prices that mean fast turnover... and quick profits 


for you! 





Includes Federg| Excise Tax F m E 3 SA L E Ss H E LPS 















. 
This “Full-Size” H . wart |), EMER acting " Mat Service 
eater is Packed with pee WT Weare Build sales with newspaper ads. Our 
* Two radi: ! Value! 5 ee : Rad : chilly little friend is featured, of 
adiant heater element SS \— j lation course! Available in one or two- 
chrome alloy wire coiled , Ss, formed of 22 feet of n; Ve) | een column sizes. Individual heater mats 
©d around round ceramic OF nickel. ae A or glossy photo prints are available. 
6 Bright-plated HEATRAY . C rods, = é 
inches of reflector sels: EFLECTOR Provides 167 Consumer Folders 
i ; wpa Displays Who do you find on the cover of 
x W ide-angle radiatic > Tie-in with the entire Mr. Chill pro- these popular folders? Why, Mr. 
heat reflec hieh anaes on. Placement of heating ele motion. Each is tailored to the heat- Chill! You can use these folders as 
distance of yep radiates heat to an ments and large er on which it fits- radiant type or mailers, as inserts or handouts. Im- 
eet from the heater area 7 feet wide, at a combination radiant and fan type. printed with your name and address. 





N“ 
Your Emerson-Electric Distributor will be glad 
to see that you are supplied. 


Equipped wi 

* quipped With Six-foot he 
> > " . 
extension cord and plug ps 
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AVAILABLE IN 
IVORY FINISH 
AS SHOWN, AND 
ALSO IN 
METALESCENT 
BRONZE FINISH 
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OR WRITE FOR COMPLETE INFORMATION TODAY 
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We Leave It To You...Compare And Decide 
Which Dishwasher Will Sell Best For You: 


Read these points — then compare with the dishwashers you now handle. Details of other 


dishwashers also in this issue. Compare with them too. 







































































Selling Features JAMES | wastce WASHER WASHER WASHER WASHER 
Washing action removes even dried egg yolk YES 
Built-in Automatic water softener YES 
180° Sterile-dry”* rinse YES 
Sterilizes baby bottles YES 
No hand pre-rinsing YES 
No installation worries (no plumber, carpenter or electrician) YES 
Washes with “Wall of Water’* instead of “spray” YES 
Only 17'2" wide YES 
Holds table setting for 8 people YES 
Mobile, sells even to renters YES 
Builds own water pressure YES 
Easy to demonstrate in store or home YES 
Uses only 4'2 gallons of water YES 
Washes sitcky pots and pans clean YES 
Water temperature thermostatically controlled YES 
Glasses and silverware dry sparkling clean YES 
Glass top YES 
Loads at table YES 
Lowest priced, yet largest capacity YES 
. Completely safe for delicate crystal, china YES 
Micro-filter to keep water clean YES 
; Stainless Steel interior YES 
; Easy to load, no racks to remove YES 
Four-color pages in LIFE YES 










































Watch for big James Ads 
telling the dishwasher industry's 
most convincing story. 


“JAME 


ADVERTISED IN 


LIFE 





Do It!” 





Abilene, Tex.: Sun Electric Co 

Akron, 0.: Strong, Carlisle & Hammond Co. 
Albany, N. Y.: Roskin Brothers, Inc. 
Baltimore, Md.: Higgins Distributing Co. 
Birmingham, Ala.: Birmingham Elec. Battery Co. 
Boston, Mass.: Northeastern Distributors, inc 
Buffalo, N. Y.: Fay-San Distributors, Inc. 
Butte, Mont.: Treasure State Gas & Elec. Co. 
Chicago, lil.: Cribben & Sexton Co. 

Cleveland, 0.: Strong, Carlisie & Hammond Co. 
Dallas, Tex.: Radio City Distributing Co. 
Denver, Colo.: Larson Distributing Co. 

Des Moines, lowa: Brown-Camp Hardware Co. 
Detroit, Mich.: Daybert Distributing Co. 

East Orange, N. J.: Gross Distributing Corp 

El Paso, Tex.: Albert Mathias & Co. 

Flint, Mich.: State Distributing of Flint, Inc 
Gettysburg, Pa.: M. A. Hartley & Co. 

Grand Rapids, Mich.: Herpolsheimers 
Honolulu, Hawaii: Electrical Distributors, Ltd. 
indianapolis, ind.: Associated Distributors, Inc 
Kansas City, Mo.: Wholesale Equipment Corp. 
Little Rock, Ark.: Peerless Sales Co. 

Los Angeles, Calif.: Ray Thomas Co. 


Call, wire or write your nearest JAMES distributor now: 


Memphis, Tenn.: Wellford Distributors, Ime. 
Miami, Fla.: Aufford-Kelly Co 

Middletown, N. Y.: Roskin Brothers, Inc. 
Milwaukee, Wis.: Taylor Electric Co 
Minneapolis, Minn.: Century-Elcon 

Monroe, La.: United Elec. Serv. Inc. 

New York, N. Y.: American Stee! Export Co. 
New York, N. Y.: Dale Distributing Co. 
Norfolk, Va.: Price's, Inc. 

Oklahoma City, Okla.: Modern Parts Distributors, Inc. 
Philadeiphia, Pa.: Stuart F. Louchheim Co 
Phoenix, Ariz.: Electrical Equip. Co. of Arizona 
Pittsburgh, Pa.: McCutcheon Distributing Co. 
Portiand, Ore.: Harper-Meggee, inc. 
Portsmouth, Va.: Price's, Inc. 

Providence, R. |I.: R. U. Lynch, Inc. 

Sait Lake City, Utah: ZCMi Wholesale Distributors, Inc 
San Antonio, Tex.: Joe Thiele, inc. 

San Diego, Calif.: Electric Supplies Dist. Co. 
San Francisco, Calif.: Thompson & Holmes, Ltd 
Seattle, Wash.: Harper-Meggee, Inc. 

Spokane, Wash.: Harper-Meggee, Inc. 

St. Lowis, Mo.: Ray Roberts, inc 

Washington, D. C.: Southern Wholesalers, inc 


Americas largest selling automatic mobile dishwasher 


© JAMES”, ‘Wall of Water’’ and ‘Sterile-dry”’ are trademarks of James Mfg. Co., Inc., Independence, Kansas ©1953—EM73 
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_ Today’s fastest-selling 
clock radios... 






mi | 


Western Auto CBS Columbia 
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Olympic TV 





Sears Roebuck 





feature 


SES FIRS 
TIMERS 


... are you selling them ? 





If you are, no one needs to tell you why Sessions-equipped 
clock radios and TV Receivers are America’s fastest-selling 
brands — you'll know! But if you don’t know — and haven't 
sold them . . . consider these important facts now. 

Consider price, first. Sessions Switch Timers cost less 
than other dependable makes. This means you sell 
Sessions-equipped clock radios at a price that auto- 
matically promotes rapid turnover. That’s one ad- 
vantage. 

Advantage number two — design! Every Sessions 
Switch Timer— whether standard or custom-built— has 
a smooth, pleasing appearance that helps break down 
sales resistance. You can’t help but like them... 


essions 
Ro 


SWITCH TIMERS 
and CLOCK MOVEMENTS 





THE NAME TO WATCH FOR IN TIMED APPLIANCES 
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) Motorola 











— <a in ae ly 









Bendix 





and neither can customers! Combined with split-second 
accuracy and kitten-quiet timer operation, the price, 
design and dependable quality of Sessions-equipped clock 


radios have made them the 
most popular brands on the mar- 
ket. It will pay you to investigate. 

Ask your distributor for 
complete details on the value 
leaders in clock-radios — the 
brands equipped with Sessions 
Timers. The Sessions Clock 
Company, Timer Diy., Forest- 
ville, Conn. 
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101 Hotpoint Dealers Stage Promotion 
To Reach Best Customers In Neighborhood 


Ohio Appliance Dealers Use Family Circle’s Customer Concentration 


In 1'/2 Mile Radius For Local Tie-In Merchandising Promotion 





CINCINNATI, OHIO. N.T. Foster, manager of 
the major appliance sales division of General 
Electric Supply Co., here, has described a recent, 
giant merchandising promotion, using Family 
Circle magazine, as “the first time, we have been 
able to localize, to the point of sale, national 
advertising copy.” He added that the promotion 
reached a new segment of their local market. 
The promotion was based on Family Circle’s 
continuing research which shows that 72% of 
neighborhood appliance stores’ best customers 
are concentrated within 1% miles of the stores. 


em... tiewubelar res 
tae ae ee a 


# 





Window display of Phil Stewart's appliance store 

in Norwood, Ohio. Note careful placement of 

Family Circle display cards to attract maximum 

customer recognition. Store is located within one 

block of an Albers supermarket where Family 
Circle is sold 





In-store display of Stewart's appliance store 

incorporates copies of Family Circle magazine 

along with “as advertised in” display cards on 
three models of Hotpoint ranges. 
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At the same time, these studies indicate that 
75% of the families who buy Family Circle in 
nearby supermarkets live within the same area. 

Through window and store displays, merchan- 
dising aids and direct mail, the Ohio dealers 
tied in their Hotpoint products with a Hotpoint 
advertisement in Family Circle. 

General Electric Supply Co. ran a two-color 
page opposite the Hotpoint advertisement, list- 
ing the 101 dealers in the promotion. 

This dealer listing appeared in the edition of 
Family Circle that is sold through Albers super- 
markets in Ohio. Thus, from the Family Circle 
advertisement, these dealers actually reached 
their best customer prospects, the families liv- 
ing within a 1% mile radius around the appli- 
ance stores. 

Concrete evidence of this fact was brought 
out during the promotion. Several dealers stated 
housewives mentioned they saw the store’s list- 
ing in their copy of Family Circle. In at least 
one instance, a housewife-customer came in with 
her Family Circle opened to the Hotpoint adver- 
tisement where she had circled the dealer’s 
name. 

C. W. Leverone, the Hotpoint sales counselor, 
described the promotion as one which “...has 


brought the national advertising right into the 
dealers’ back yard, which is something they, and 
myself, like because it produces sales.” 





Geo. Kreb and Sons Appliance Store, Hamilton, 

Ohio, tied-in its entrance-door window with the 

Hotpoint advertising to attract Family Circle 
reader-customers of Albers Supermarket. 


JULY, 





This inside-store display at Geo. Kreb and Sons 

identifies both Hotpoint ranges and refrigerators 

as advertised in Family Circle, to cash-in further 
on Family Circle’s power at the point of sale. 





Central Sales Co., Hamilton, Ohio, uses Family 
Circle magazine covers to complete their tie-in 
window display. “As seen in” card, mounted with 
Hotpoint advertisement, has dealer’s name circled. 





Speed Queen Schedules 
August Ad In Family Circle 


4,000,000 housewife-shoppers will study Speed 
Queen Corporation’s advertisement, featuring 
automatic washers, appearing in all editions of 
the August issue of Family Circle. 

Speed Queen has been a regular Family Circle 
advertiser for nearly four years. J. S. Morris, 
Advertising Manager, explains, “Family Circle 
chain stores provide an automatic selectivity of 
the market Speed Queen most desires to reach.” 

Dixie Products, Inc. will be a sectional adver- 
tiser for Dixie Ranges in the August issue of 
Family Circle, sold in Dixie Home, Hill, Wein 
garten, and Winn & Lovett supermarkets. 





Family Circle Is Sold 
in All These Grocery Chains 
and Supermarkets Exclusively: 


* ALBERS * AMERICAN * BOHACK * 
* BUTT - DIXIE HOME* 
* FIRST NATIONAL + GRAND UNION - 
* HILL + JEWEL - KROGER + 
* RED OWL + SAFEWAY 
* WEINGARTEN + WINN AND LOVETT + 
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Stage Your Own 
Promotion To Reach 
Family Circle Families 
In Your Neighborhood 


You can order Family Circle’s free 
merchandising display cards for 
your own window and in-store 
point-of-sale promotion. These 
will let the Family Circle families, 
concentrated in your neighbor- 
hood, know you carry the appli- 
ances they see advertised in 
Family Circle. 



















DISPLAY 
CARDS 
FOR 
COUNTERS 
AND 
WINDOWS 
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Cincinnati Dealers See How Family Circle Magazine 
Concentrates Customers in Appliance Store Neighborhoods 








GGG JUST FILL IN AND MAIL COUPON a a 


Merchandising Dept., Family Circle, 25 West 45th St., New York 36, N.¥. 


Please send me the following free display cards with appli- 
ance advertisements from the August issue of Family Circle: 
No. of 


() SPEED QUEEN NEW AUTOMATIC WASHER cards 





(Gt RE B50 oko oceci cas 


Nome iioatune 





| ee 


Address 








i ciinicasesiaicathenpitesinciraiathiciceniiitepitasetcnienilabigcceesaN ND cece Ni tat taal lal 





Speed Queen has advertised its 
products in Family Circle for 
nearly four years, knowing it is 
reaching appliance-buying 
families concentrated around its 
neighborhood appliance dealers. 
This %-page advertisement 
appears in the August issue of 
Family Circle, 








Appliance Advertiser in 
Sectional Editions Of 
August Family Circle 


Dixie Ranges are advertised in 
the editions of Family Circle sold 
in Dixie Home, Hill, Weingarten, 
and Winn & Lovett supermarkets. 





Three Times As Many 
Appliance Advertisers 
Use Family Circle 


During the first six months of 
1953, three times as many appli- 
ance manufacturers advertised 
their products in Family Circle 
as in the same period for 1952. 
They were: 
CALORIC RANGES 
DISHMASTER DISHWASHERS 
DOMESTIC SEWING MACHINES 
GENERAL MILLS IRON 
HAMILTON BEACH MIXERS 
HOTPOINT REFRIGERATORS AND RANGES 
LEWYT VACUUM CLEANERS 
REGINA POLISHER AND SCRUBBER 
SERVEL REFRIGERATORS 
SPEED QUEEN WASHERS AND ORYERS 
UNIVERSAL JET 99 VACUUM CLEANERS 
WAGNER WARE SKILLETS 
WEAR-EVER ALUMINUM 
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Neighborhood appliance dealers in the Greater Cincinnati area attend a dinner given by General 
Electric Supply Company, local Hotpoint distributor, to plan merchandising promotion in coopera- 
tion with Family Circle magazine. Here, dealers are about to see a slide film showing Family Circle’s 
research findings on customer concentration, used as the basis for the Ohio promotion. Dealers in 
Dayton, Ohio also saw the Family Circle film at a similar dinner during preliminary planning for 
the promotion and presentation of Hotpoint’s 1953 appliance line. 


1953 


AMERICAN GAS ASSOCIATION 
CHROMCRAFT FURNITURE 
DIXIE RANGES 
ENTERPRISE RANGES 
MAGIC CHEF RANGES 
O'KEEFE & MERRITT RANGES 
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PORCELAIN” 


PRICED LIKE ORDINARY 
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JUST ASK THE 
ecco 











@ You make no mistake when you ask your customer about her 

needs before you try to sell her any particular type of vacuum cleaner. 
If she is one of the millions of women who have homes with 

large rooms, fully carpeted or with deep-pile rugs, she'll be quick to tell 

you she wants an easy-rolling upright. She knows from experience 





that nothing cleans her rugs and carpets so well as an upright with 
a motor-driven brush. To get rid of destructive, deep-down dirt 
and grit, these floor coverings need to be cleaned on a 
“cushion of air,” through the combined action of powerful suction and 
high-speed vibration which only an upright with a motor-driven 
brush can produce. “Above-the-floor” cleaning is secondary with 
her, and she'll do it with attachments for her upright. 

If, on the other hand, she is one of the millions who live in 
compact modern homes and apartments with smaller rooms and 
few — if any — rugs or carpets, she'll tell you she wants 
the over-all ease and convenience of a tank-type cleaner for use 
both “on-the-floor” and “above-the-floor.” 

And don’t forget that discussing “needs” will lead to many a double 
sale. For there are many women whose cleaning needs 
are such that they will want the particular advantages of both 
types — the upright and the tank. 

Whatever her needs, you've got the right answer when you sell 
Royal. There’s a type and model in the Royal line to 
meet every purse and purpose. 




















ROYAL VACUUM CLEANER € 
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International Harvester 


Ei Maker of the World’s Leading Freezers presents the new 
Fe U nt 
Exclusive Dri-Wall construction—eliminates “‘sweating”’ 





Freezers 


No freezers ever held so much food in so little floor space 
14-cu. ft. model takes less floor area than most 8-cu. ft. refrigerators 


What an opportunity for IH Dealers! These two great, new IH upright models that are true freezers in every sense of 
Upright Freezers put the International Harvester the word—built from the ground up to out-perform 
brand ahead of all competition—with features that all others. That’s why IH dealers are looking forward 
can’t be matched by anyone else! Here—at last—are to their greatest freezer season ! 


MODEL L-9-V 

Model L-9-V has 8.7-cu. ft, holds 305 pounds 

All shelves in main compartment have freezing coils. 
Pantry-Dor with 3 shelves. 

2 storage drawers at bottom hold 20 |bs. each 


Height 59%”, Depth 287*”’,* Width 292”. 


International Harvester Company 


180 North Michigan Avenue, Chicago 1, Illinois 
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At last! Upright freezers 
that are true freezers 
as only 1H builds them! 


These new upright models are not converted refriger- 
ators—as so many uprights are. These have been espe- 
cially designed and built to be freezers—the finest up- 
right freezers on the market! They work anywhere! 











MODEL L-14-V 


Model L-14-V has 14-cu. ft. capacity, 
holds 490 pounds. 


3 shelves with freezing coils—one adjustable shelf. 





Frozen Fruit Juice Dispenser on 3 sheives. 


Key lock door handle. 





3 storage drawers at bottom hold 20 Ibs. each. 


Height 682”, Depth 28%4”,* Width 2934”, 


*ixcl g 





Both Models Have... 


Beautiful Spring Fresh green interior. Large 
fast-freezing areas . . . Outside walls that won't 
“sweat”... Quiet, fan-less operation ... Pre- 
Set temperature control... Finest glass fiber 
insulation ... Outside warning light .. . Inside 


Full-Vue light . . . Adjustable floor levelers. 





Famous “Tight-Wad*” compressor unit with 


5-year warranty. 
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“Commercial Credit Plan fulfills 


pers its entry into the appliance 
field back in 1932, the Southern 
Bearings and Parts Co., Inc., has 
offered its dealers 

1. nationally promoted lines 

2. fair treatment 


3. good sery ice 


In 1936 to meet large scale finane- 
ing needs and to continue this 3-point 
program, the company began to use 
Commerciat Creprir PLAN, In explain- 
ing his selection of the COMMERCIAL 
Crepit PLAN and its functions in the 
industry, Mr. Beeson said: 


“The CommerciIAL Crepir PLAN 


More appliance dealers use Commercial Credit | _ <.2%*,'0 Prins! sites of he United 
financing than any other national plan 


very important function in 


appliance industry” 


says Mr. CLarence E. BEgEson, President 
of Southern Bearings and Parts Co., Inc., promi- 
nent Norge, Dumont, Ironrite and Vornado 
Distributor of Charlotte, N. C. 








simplifies our financing arrangements . . 
makes it easy for us to help the dealer 
maintain adequate inventory and floor 
displays. Results to date have been both 
Suct essful and satisfactory de 


—- 
a 2 






More and more appliance dealers 
from coast to coast are choosing the eS 
CoMMERCIAL Crepit PLAN for their “ 
day-to-day financing needs. We'd like COMMERCIAL 
to show you how this plan can build 
more good will, sales and profits for Cc 
you. Phone or write your nearest REDIT 
ComMERCIAL Crepit office. Ask for a CORPORATION 
copy of our message, “Buy and Sell 
with Sound Financing.” A service offered through subsidiaries of 


Commercial Credit Company, Baltimore 
. +» Capital and Surplus over $1 25,000,000 


States and Canada. 
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ELECTRICAL 






Substitution Chart 


FOR TELEVISION 
picTURE TUBES 


sevice DEALERS 


son 
yuees we A Orvert sussTiTuT oe we 


you Wits OSCOVER 


All are complete 


Get yours today. 





: Morwtue 


Miniature Guide includes 250 Crystal Diode Guide de- TV Picture-Tube Guide lists 
types, 111 basing diagrams. scribes 92 types. Includes 7 164 types, 19 basing dia 
indicates similar larger pro- dimensional diagrams. Indi- grams for all magnetically 
totypes. cates typical application for deflected picture tubes. 


each type 


New... Free DECAL 


Not just an identification. But a colorful decal 
that sells for you! Sells your magic ability to 
recapture new-set sparkle. Let this decal pull 
customers to you. Get it today from your CBS- 
Hytron distributor. 





Include all 


GOT TH ESE HELPFUL GUIDES? types, regardless of make. Give 


oll pertinent data. Are free 







How to make 


PICTURE-TUBE 


SUBSTITUTIONS 
EASILY 


New CBS-Hytron Substitution Chart for Television Picture 
Tubes helps you pick logical substitutions easily, quickly. It’s a 
cinch to use this complete, up-to-date Chart. An Index of types 
leads you to proper Substitution Group listing all readily inter- 
changeable types. You pick an available type . . . with the least 
number of necessary service adjustments. That's it. No other 
references required. You save time . . . money. You need this 
indispensable CBS-Hytron TV Substitution Chart. Get it from 
your CBS-Hytron distributor. Or write direct today. 


} 
WHAT'S IN IT FEATURES 


General Introduction outlines scope and 


* All necessory dota given for all 
purpose. 


electromagnetically deflected types, 


~ 


Introductory Notes give details on tabulation. regardless of make 
3. Typical Substitution shows how to use Chart * Directly interchangeable type, in- 
4+ index indicates Substitution Group for each dicated. 
ype. | * Other populor substitutes and re- 
5+ Substitution Groups narrow choice to logical | quired service changes high-lighted 
substitutions. } and explained. 
®+ Basing and Outline Drawings give basing and * Substitution, not conversion, em- 
dimensional data. phasized. 


Now 3 
CBS-HYTRON TEST ADAPTERS 


exer 





7-Pin Min., 8-Pin Octal, 9-Pin Min., 
: $1.45 Net $2.25 Net $1.75 Net 


BY POPULAR DEIAAND, You can now buy CBS-Hytron 
Test Adapters in all three popular sizes: 7-pin miniature, 
' 8-pin octal, 9-pin miniature. 


You can now test all sockets dynamically . . . “‘topside.”’ 
Without wrestling with heavy chassis. Without disturb- 
ing wiring or parts. Just plug tubes into Test Adapters 
and Adapters into sockets. Presto, socket connections 
are topside . . . ready for your test prod. You check volt- 
age, resistance, gain, intermittents, oscillation. Trace 
‘ signals, etc. All the e-a-s-y topside way. Order all three 
Test Adapters from your CBS-Hytron distributor today. 


CBS-HYTRON Main Office: Danvers, Massachusetts 








A Division of Columbia Broadcasting System, Inc. 


RECEIVING ... TRANSMITTING . . . SPEC!AL-PURPOSE AND TV PICTURE TUBES « GERMANIUM DIODES AND TRANSISTORS 
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Pesci eatin” os 





Top Brands 


of Portable 





eee wees oe Sarees 


not this... but this... 


Because it's all electric Even the 8-section Con- 
(no water—no steam) co model weighs only 
the ConcoPortalec- 29 Ibs., with a smooth, 
tric Radiator is round carrying handle 
REALLY —perfect balance—for 

portablel really easy carrying. 
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NOW...A COMPLETE CONCO LINE 


three sizes - two colors 


Here is the radiator line that has everything — color, size range, 


capacity, portability, and smart design. 


But most of all Conco offers greater value 





formance of leading competitive lines yet priced to retail from 


20% to 30% less. 


Conco has literally taken the “water” out of 
radiator design and radiator prices, to give you 
a really big volume, long profit line. Order 
your stock today through your electrical job- 


ber or write us for full details and prices. 


See them on display at booths 625 & 627 National 
Housewares Show at Atlantic City, N. J., July 12-18. 


t 



























































Electric Radiators 


CONCO RADIATOR FEATURES 


Retail Price 
Capacity — Watts 
BTU/Hr. 
Equivalent Sq. Ft. of Steam Radiation 
Weight 
Heating Up Time 
Water Required 
Handle 
Rack 


Size. Height x Width x Length 
Colors: Hammerloid Finish 


Underwriter’s Laboratories Approved 
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5 Section 
Radiator 
$29.95 
850 
2900 
12.10 
25 Lb. 
5 Min. 
None 
Yes 
Yes 
Devices None Needed 
23x7x12'hr 
Gray or Green 
Yes 
Current AC or DC 


8 Section 
Radiator 
$34.95 
1320 
4500 
18.75 
29 Lb. 

5 Min. 
None 
Yes 
Yes 
None Needed 
23x7x19 
Gray or Green 
Yes 
AC or DC 


10 Section 
Radiator 
$39.95 
1600 
5450 
22.7 
32 Lb. 

5 Min. 
None 
Yes 
Yes 
None Needed 
23x7x23% 
Gray or Green 
Yes 
AC or DC 







8 Section Model 





Conco is ALL-ELECTRIC. Why? Because conver- 
sion of electrical energy to heat energy is 100%, 
efficient. Steam cannot increase that efficiency. 
And Conco’s patented design makes the use of 
steam absolutely unnecessary The element has 
been designed so it cannot become overheated, 
and design of panel sections not only permits 
convection currents of air to pass over the out- 
side surfaces of the radiator but also permits 
some air to circulate through the radiator in 
direct contact with the heating element. 

















5 Section Model 
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Designed 
to Handle 


Home reyeye 
ay and all aj aa 


Here’s Escort’s new Model DF-66 Appliance Truck—de- 


signed to eliminate all of the problems of appliance movers 














uilt inte the new who must move everything from oversize home freezer 


ae”? ete ree te pinoy 





Crawler Tread, Consider these 5 features—(1) 2 sets of 6’ wheels, 
which enables even this |-o-n-g 
model to craw! up and down stairs (2) the famous roller-bearing Crawler Tread, (3) 2 web- 


ond ever eaeremions. straps for holding appliances firmly in place, (4) extra long 


oils height—66", (5) Felt-padded cross-bars and toe plate. 


Just lay Model DF-66 down flat, for 


moving over level stretches. The HANDLES BULKY OBJECTS EASILY ~ 


extra two large 6” wheels make it 
easy to roll this truck, with its full Escort's Model DF-66 is the easiest-handled 


lead, quickly and easily anywhere! appliance truck in the world! Makes handling 
easier, reduces manpower and chance for 


S$ damage. Ask for Escort’s Model DF-66. 
ris To make sharp 


turns, merely step 


down a the — WRITE for full information and de- 
f oor eed + nd 4 ey Hae scriptive folder about Escort’s Model 
and Model DF-66 turns on a dime DF-66 and other appliance trucks. 
—without effort! 







Pa 





STEVENS APPLIANCE TRUCK CO. 


NORTON ROAD P. O. BOX 897 AUGUSTA, GA. 
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The new (FS4F- 


CROSLEY TV 


ges you the best bait 


set ijt jacana 


Zxclusive 
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And here’s the advertising punch 
CROSLEY puts behind the ’54 line 


YOUR HIT PARADE 0s :0r-camnc 


MUSICAL PROGRAM. Every Saturday night all year, the all-star Hit 
Paraders will sing Crosley right into a national buy-word. And Dave 
Garroway will introduce the '54 line on his popular ““Today.”’ 


FIRST 3-PAGE FOLD-OVER TV AD EVER TO APPEAR IN THE SATURDAY 
EVENING POST, COLLIER'S, LOOK. Dramatic 3-pager unfolds right out to 
grab the reader. These exciting ads will be followed by spreads and color 
pages in the Post, Look, Collier’s, Ebony, and other leading magazines 


AND SMASH ADS IN 154 KEY-CITY NEWSPAPERS ALL OVER THE COUNTRY. 
Wherever there’s a market for television sets, Crosley will be there. 
Localized big-page newspaper ads will make folks want Crosley, come to 
you for a demonstration 






@ MAJOR PROMOTION IN HOLIDAY, @ OUTDOOR BULBOARDS 
THE NEW YORKER, SUNSET, IN MORE THAN 

HOUSE BEAUTIFUL, AND 80 MARKETS 

HOUSE AND GARDEN 
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® BUILT-IN UHF RECEPTION ® ALL RICH WOOD CABINETS 
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ahiepagpers @ SUPER PICTURE POWER 
® FULL-YEAR WARRANTY ON PICTURE TUBE « 
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MASTERPIECE OF SIMPLICITY. 2 
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You cah see it BETTER 





AUTHENTIC CHIPPENDALE STYLING; 

BEAUTIFUL 54 TV! One of the most effective pieces 
er designed. Genvin 

screen. Model F-21CDMH. Also in modern comb-g 


@ mahogony veneer, 2 
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WHAT'S IN IT FOR YOU? 


1. Your time. Your time is money— hard, cold cash. You save it when you 
offer a customer a known name like Crosley 

2. Again, your time. You waste bushels of it when you take the long, hard 
way of trving to convince a man that a set he never heard of is “‘all right 


3. Like you, your customer has pride solid pride of ownership. When some 

ne asks him what make of TV set he owns, he's proud to say, “I've got one of 
th e new Picture-Sentry Crosleys (Crosley has 30 years experience in elec 
tron 


4. Your customer knows Crosley is a reliable outfit that's been in business a 


ong time, ts in business and will still be in business when his little baby is old 


enough to vote’ He's sure when he buys a Crosley he can always get service 
Vays get part he knows his set will never become an orphan ry 
5. Pre-sold prospects pre-sold not only by magazine, newspaper, radi 


} 


d outdoor advertising, but pre-sold by top-ranking network TV show 


pre-sold customers are what Crosley delivers to its dealers' 





6. Bigger profits. Priced to sell in big volume with increased margins to 
ilers. Get the good news from your distributor 


Picture-Sentry that 
... roll-over... flutter. 
you true-to-life pictures. 


MAGNIFICENT 
CUSTOM CONSOLE 


The smart design of this 
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‘rosley features that'll ALP YOU SALZ / 


2D CABINETS ‘ ® ILLUMINATED DIAL ON CUSTOM SETS 
POWER 
® WHEN AND IF COLOR COMES 
ICTURE WINDOW i 4 ¢ ‘ 
ND TONE CONTROLS IN FRONT tole being d ed t 





COMPLETE FAMILY ENTERTAINMENT 
CENTER. 2) -inch television, 3-speed automatic 
ecord changer, powerful FM-AM radio. Hand 


polished cabinet is genuine mahogany veneer 


Model F-21 PDMH. Also in comb-grain white ook 





Model F-21PDBH 





BIG-SCREEN TV THAT WON'T FILL UP A 
ROOM. Lustrous mahogany-finished cabinet will fit 


even a smal 


> at no sacrifice of big-picture 
enjoyment. Model F-21TOLH. Also in comb-groir 
white ook, Model F.21TOLBH 
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screer abinet finished in hand-rubbed mahogany 


Center dial for all 7 JHF channels. Mode! F-2!1 TOM 


SALES PROMOTION DEPT., CROSLEY DIVISION OF AVCO 


Cincinnati 25, Ohio 


Also in comb-grain white oak, Model F-21TOB 


Please send with no obligation 


Full-line folder showing Crosiey’s ‘54 line 


A distributor to call and talk over the way Crosley works 


Street 





BIG, BIGGER, BIGGEST! 27 inch scree ane of 
t-in the very biggest on the market today. Picture unpor 
te eled for ty, det teodiness binet finished 
fe h 4 be h y Model F MH. Als 

t white oak, Mode BH 














Thiee gratetul people say: 


" We're HERE a 
because you were THERE I" 


Each one of these people is alive today because some- 
one gave blood. 





If you've given blood before, you know how easy it is 
—how quick and painless. And you know what a 


Communist machine-gun fire dropped him in 


combat. But whole blood kept him alive, saw . ve , ' 
itt tnianh the feasted, tte thet. ven fer wonderful feeling it is when you realize that what you've 
his life. done may give another person his life. 


Now you are asked to give blood . . . again and again. 
And you can do it safely every 3 months. 


Because America’s need for blood has increased 
enormously—for our armed forces, for accident and 
disaster victims at home, for new disease-fighting serums. 


Many a life hangs in the balance! Will you help? 
Call your Red Cross, Armed Forces or Community 
Blood Donor Center today! 


BUSINESS EXECUTIVES 
CHECK THESE QUESTIONS 


If you can answer “yes” to most of them, you—and your company— 
are doing a needed job for the National Blood Program. 





’ HAVE YOU GIVEN YOUR EM HAS YOUR MANAGEMENT EN- 
She’ sen expose ) ti > >r 

She'd been ext a to 5 A new serum, PLOYEES TIME OFF TO MAKE C) borseo THE LOCAL BLOOD 
Gamma Globulin, made from blood, helped BLOOD DONATIONS DONOR PROGRAM 


ward off the dread disease. She thanks you 

f } lif HAS YOUR COMPANY GIVEN HAVE YOU INFORMED EM- 

or ner tire. ANY RECOGNITION TO PLOYEES OF YOURCOMPANY’S 
DONORS PLAN OF CO-OPERATION? 
DO YOU HAVE A BLOOD WAS THIS INFORMATION 
DONOR HONOR ROLLIN YOUR GIVEN THROUGH PLANT BUL- 
COMPANY LETIN OR HOUSE MAGAZINE? 
HAVE YOU ARRANGED TO HAVE HAVE YOU CONDUCTED A 
A BLOODMOBILE MAKE REGU DONOR PLEDGE CAMPAIGN IN 


LAR VISITS YOUR COMPANY? 


HAVE YOU SET UP A LIST OF 
VOLUNTEERS SO THAT EFFI 
CIENT PLANS CAN BE MADE 
FOR SCHEDULING DONORS 


Remember, as long as a single pint of blood may mean the difference 
between life and death for any American... the need for blood is urgent! 






NATIONAL BLOOD PROGRAM 
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PORCELAIN 


ENAMEL | 
THE ONLY 
FINISH WITH 
LIFETIME BEAUTY 


DURABILITY 






AND 

















Here is a modern finish you can sell with en- 
thusiasm and conviction! It gives you outstanding 
sales clinchers based on practical advantages that 
every housewife wants. Its beauty, its lifetime 
durability, its imperviousness to rust, heat, fire, 
scratching and staining, plus its ease of cleaning 
are a combination of features that no other 
finish can equal! 

Porcelain Enamel can provide these, because 
it, alone, is a truly mineral coating, fused to red 
hot steel at a temperature of 1500° F. The label 
reproduced here identifies genuine Porcelain 
Enamel and tells your customers the high quality 


features of this superb finish. 


This message sponsored by the Frit Division of the 


PORCELAIN ENAMEL INSTITUTE, INC. 
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THIS LABEL ... on a range, refrigerator, washer or 
other appliance identifies for your cus- 
tomer Genuine Porcelain Enamel, made 
in accordance with the high standards 
of the Porcelain Enamel Institute, Inc. 


1346 Connecticut Avenue, N.W. - Washington 6, D.C. 
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Better Products 


SALES DOUBLED IN '52* 
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-MULTI-SPEED LIQUIDIZER 


14 appliances in 1. . . only the “KEM-~ Multi-Speed Liquidizer chops, 
grates, shreds, purees, blends, liquefies, pulverizes, whips . . . prepares 
baby food . . . makes delicious milk shakes and malts . . . magically mixes 
batters, dressings and spreads . . . even shaves ice! 


Exclusive graduated speed control is labeled for every one of the 14 
operations . . . right on the base of the new “KEM~ Liquidizer. 


Washes itself, too . . . just put in soap and water, turn the switch. . . 
swo-o-osh, it's clean! 

Stainless steel blades . . . extra strong . . . extra large. 

Nationally advertised . . . full color ads in Living for Young Homemakers, 
House Beautiful, Brides and Modern Bride . . . plus large space ads in 


Better Homes and Gardens and American Home .. . TV in major markets. 


“per Electrical Merchandising survey 
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SUCCESSOR TO THE DEEP FRYER 


~ avomaticttcric CHEFSTER 


® 7 appliances in 1 . . . not only deep fries, but cooks a complete meal : 
automatically . . . and serves as a baker, steamer, warmer, blancher .. . 
just what you've always needed for a buffet-chafing dish . . . grand for P 


making popcorn! (Makes more than 3 quarts with commercial speed 
and efficiency.) Large family size capacity. 

® Comes with fry basket, baking and steaming rack, measuring cup, 48 P 
page recipe book and detachable cord at no extra cost. 

® Handy light indicator switch signals selected temperature. 

® Exclusive Thermo pan... . easy as a dish to clean. 

® Nationally advertised . . . full color ads in Living for Young Homemakers, . 
House Beautiful, Brides and Modern Bride . . . plus large space ads in 
Better Homes and Gardens and American Home .. . TV in major markets. 


a- 
he 


Nationally Advertised in Full Color... TV in Major Markets .8 D 


NAPP {¥) MONARCH 


Better Products for Better Living ST. LOUIS 16, MO., U.S. A. 





BEST-SELLER ITEMS WITH SUPER 


SALES-CLINCHER PROMOTIONS 
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HEATS AN ENTIRE ROOM! 
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FIN radiation automatic electric 


ROOM HEATER 


At last .. . here's a heater that really heats an entire room (12 x 15 x 9) 
without any other assistance. 

140 feet of heating radiator surface is packed into this efficient unit . . . 
giving 35 times more heating surface than standard rod-type heating 
elements. 

Automatically controls room temperature from 40 degrees to 90 degrees 
F. regardless of changing outside temperature. Exclusive new sensitive 
thermostat holds room temperature accurately. It is not, as with inferior 
types, affected by the heat of the heater itself! 

Portable . . . weighs less than 22 pounds . . . only 22” wide, 52" deep, 
19” high. Plug into any adequate 110 volt circuit . . . Underwriters’ 
approved. 

Nationally advertised in Living for Young Homemakers, American Home, 
Better Homes and Gardens and House Beautiful. 


FH 





PORTABLE... WITH BIG-MIXER’ 
POWER AND BLADES 





7  REDI MIXER 


© Here it is! The new lightweight wonder that beats, whips, mixes, stirs, 
folds and blends . . . with the handy 3 speed Thumb Tip control that 
gives the right speed and the right selection of power for every need. 


® Special “-KeM~ contour beaters give greater volume . . . more thorough . 
mixing in less time. Special bottom bearing prevents rotary blades from 
scraping against bottom of bowl. 


© “KeM~ Redi Mixer conveniently tilts back to drain into bowl . . . no drip- 
ping or danger of tipping. 


* Special spring-steel ejector releases beaters in a jiffy for easy cleaning. 


Weighs only 3.4 pounds . . . for sure, one-hand control. 





terete canoes 


Bie =e en 


Direct Mail... ere epee — wabe Helps 












“GIVE YOUR CUSTOMERS 4 
24 MONTHS TO PAY... 


GET ALL YOUR MONEY 
TODAY!” 





Se gee” ER Te Sieger 


... that’s the Bendix TV Finance Plan! 


Here’s a finance plan that takes the gamble 
out of TV selling for the next two years. 
Bendix has it, exclusively! 


@ No reserve . . . no recourse! 

@ Gives you full sale price immediately. 

@ Allows you to operate with a// of your working capital. 
@ No reserve deposit required from you by banks. 

@ You can accept paper for 24 month payment. 


@ The Bendix TV Finance Plan gives dealers complete pro- 


tection against loss. S 


® Bendix guarantees you and the bank against loss by 
repossession. 


® Pick up the phone and call your nearest Bendix TV Dis- 
BACKED BY 
tributor! Get all the details today. aS 

GUARANTEES 


Bendix Television and Radio | 


BALTIMORE 4, MARYLAND 
A DIVISION OF BENDIX AVIATION CORPORATION 
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Big statement? Big gains prove it! Every 
year, five straight years, the record 
shows Admiral getting a bigger, fatter 
share of the nation’s refrigerator busi- 
ness. This year’s prospects are bigger 
still. Brighter than ever. Four complete- 
ly new Admiral product lines . . . more 
Admiral sales... greater Admiral vol- 
ume...and the hugest profits yet for 
every Admiral dealer. Watch! 





——n a Chest-type g-| Room Moisture 
Upright a, | Home —4 Conditioners 
"== "4] Home Freezers = | Freezers and Dehumidifiers 
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APPLIANCES ! 


\\ EET | Conditioners 
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CONTACT YOUR ADMIRAL DISTRIBUTOR 
NOW FOR COMPLETE DETAILS! 


More, More, MORE proof that 


Admiral 


is the fastest rising power in all the appliance industry 


ADMIRAL CORPORATION * 3800 W. CORTLAND STREET * CHICAGO 47, ILLINOIS 


Flash 
___| Defrosting 
=] Refrigerators 


Fiex-O-Heat 
a=\ Electric 
Ranges 


| Room Air 
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To a dealer, there’s no proof like 

profit to measure merchandising suc- 
cess. By this yardstick, judge Preway — the fastest- power-house heaters 
growing line of space heaters on the market — now in small home sizes 
the third largest producer in the country. 

Smallest cabinets in the in- 
And this year, Preway gives you gas heat to team dustry but highest in B.T.U. 
, aa ; in put 

with oil, so that you can meet the interests of every ° 


aa « ‘esti dee shee cae Sl ee otal Lifetime burner guarantee 
customer with the right circulator, with the right plus 20-year warranty on 


features, at the right price. So line up with Preway. heater unit 
Lead business your way with this money-making Many automatic conven- 
; > , ience features 
line that has everything to keep you out ahead 
: ; Wrap-it-up, I'll-take-it price 


of competition. Phone, wire or write today for tag 


full information. 


PRREWAY wwe. Wisconsin Ropids, Wis. 


Heretofore Known as PRENTISS WABERS PRODUCTS CO. 














Floor 
and 
Central 
Heating 
Oil- 
<= Burning 
| Furnaces 


A short line of six great 
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Du Mont 
SUTTON 
17-inch glare 
free picture 
from Du Mont 
Selfocus*® tube. 
Contemporary 
table model in 
mahogany or 
walnut hues. 
Built-in UHF 
VHF antenna. 
82-channel tun- 
ing optional 
Matching base 
at slight extra 

cost. 








DuMont 


This Full-Profit Line invites 


.for power! performance! quality! 





value! at every price! 


GREAT NEWS FOR YOU FROM DU MONT ENGINEERING! From the beginning, Du Mont 
engineers have pioneered in the industry’s great advances. Now here—like a bugle call to greater 
profits for you—are complete quality features, to be compared with every make at every point in 
every set at every price! 





Du Mont de Luxe 
CHATHAM 
17-inch Du Mont Selfocus* 
tube with glare-free picture. 
Contemporary table model. 
Matching base at slight extra 
cost, as illustrated, 82-chan- 
nel tuning optional. Built-in 


UHF-VHE antenna, 





Du Mont de Luxe 
WARWICK 


American Contemporary sty!- 
ing. Mahogany or limed oak 
finish, with matching base at 
slight extra cost. Glare-free 
icture from 2!-inch DuMont 
Selfocus* tube. Phono jack. 
Built-in UHF-VHF antenna, 


82-channel tuning optional, 


The Selective Du Mont Dealer Franchise offers you— 
* NEW STRONGER SALES FEATURES!—sce the Complete* Comparison on this page. Read 


it and cheer! 


* NEW STRONGER NATIONAL ADVERTISING !—pre-selling complete Du Mont quality to 


your best customers month by month in top magazines and newspapers! 


* RIGHT PRICES FOR ALL YOUR CUSTOMERS!—and better values in every set, with 
Du Mont quality control from end to end of the line! 


* MORE ATTRACTIVE DEALER DISCOUNTS!—yours in a shorter, more profitable line 


that reduces your inventory and saves your display space! 
D pr KK 
ALL your customers can afford ou ONT: J, MY” 
(= 17-inch Du Mont ) 


QUALITY TELEVISIO (= table model 


First with the Finest in Television... Past, Present and Future! 








Du Mont WALTON 


21-inch big-screen picture 
on Du Mont Selfocus* 
tube. Contemporary all- 





> 


Pf Da Mont de Luxe 


Other sets not illustrated: 


Du Mont de Laxe RIDGEWOOD "41" 
Du Mont Custom ROYAL SOVEREIGN 


Du Mont BEVERLY 


Du Mont de Luxe LYNWOOD 
Swedish Modern cabinet in ma- 
hogany and limed oak finishes. 
21-inch Du Mont Selfocus* 
tube. Acoustically matched 
tone. 82-channel tuning op- 
tional. Built-in UHF-VHF an- 
tenna, 


Du Mont de Luxe BRADFORD 
English traditional cabinet, ma- 
hogany finish, caster-equipped. 
21-inch Du Mont Selfocus* 
tube. Continuous tone control 
—bass-to-treble. Phono jack. 
Built-in UHF-VHF antenna, 
optional 82-channel tuning. 


HARTFORD 
21-inch Du Mont Selfocus* 
tube. Swedish Modern design 
in limed oak or mahogany 
finish. Optional 82-channel 
tuning, built-in UHF-VHF 
antenna. Rich, clear tone. 


wood table model in 
mahogany or limed oak. 
Matching base at slight 
extra cost. Built-in UHF- 
VHF antenna. 82-channel 
tuning optional. 


* THE SELECTIVE DUMONT DEALER FRANCHISE 
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levision 
COMPLETE* COMPARISON 


> 4 NEW CLEAR-PICTURE POWER 
New Du Mont high-resolution pic- 
ture tubes and high picture 
power give a fuller tone range 
—from blacker blacks to whiter 


















a DU MONT SELFOCUS* TUBE 
First with automatic focus—now 
again improved to give you a 
new standard of excellence! 





whites! Exclusive in Du Mont / OPTIONAL 
Telesets* at every price! * of 82-CHANNEL 
TUNING 


























Du Mont engi- 
neering now 


82-Channel Tuning 





CUSTOM-CRAFTED gives you the 
CABINETS most sensitive 
MEZZANINE FLOOR Du Mont is famous for finer ' J _-—~ UHF-VHF tun- 
USE design, richer finish, better — f —— ing in television, 
THE PALMER HO construction and costlier ; ’ optional in your 
woods at every price! new Du Mont 
Telesets*! 
INDUSTRY * QUALITY PRODUCTION 
CONTROLS FRINGE 
Du Mont multiple tests and ob AREA 
controls of materials, parts EXCELLENCE 


and production assure de- 
pendable quality and 
minimum service expense 
over the years. 


Du Mont's ex- 
clusive elec- 
tronic yardstick, 
™. the DuMONI- 
TOR*, avtomati- 
cally adjusts the 
picture signal 
for the best 
possible recep- 
tion anywhere. 


TRADE SHOW 


CHICAGO 
JULY 13 TO 16 


He CTHRIFTIER OWNERSHIP 


Your customers save too! — 
on lasting Du Mont quality 
.+. On cooler, thriftier set 
operation... on minimum 
servicing! 


o TRUER TONE 


Higher tone 
fidelity from 
Precision -engi- 
neered circuits, 
extra powerful 
speakers and 
choice woods. 
Continuous 
bass-to-treble 
tone control! 


Du Mont de Luxe WINDSOR 
21-inch Du Mont Selfocus* tube. Remov- 
able safety glass. Fine 18th Century cabinet 
on casters, hand-rubbed mahogany finish. 
Phono jack, Finest 82-channel tuning op- 
tional, Built-in UHF-VHF antenna, 














Du Mont 
de Luxe 
WAKEFIELD “41” 
21-inch Du Mont 
Selfocus* tube. 
American Con- 








= eal Pomepany  o4 








temporary cabinet 
in mahogany or 
limed oak finish. 
82-channel tuning 
optional; built-in 


HF-VHF antenna. 


Du Mont de Luxe ESSEX 5 
Georgian console with & 
mahogany finish. 21-inch j 
Du Mont Selfocus* tube. 
Glare-free big screen pic- 


ture. Built-in UHF-VHF an- 


Du Mont Custom SOMERSET II 
2l-inch Du Mont Selfocus* tube 
in Sheraton console. Mahogany or 
blond finish, hand-rubbed. Built-in 
drawer for record player. Built-in 
UHF-VHF antenna, 82-channel 
tuning optional, 















Du Mont Custom HANOVER II 
Harmonious Sheraton console with 
inlaid panels, mahogany or blond 
finish, 21-inch Du Mont Selfocus* 
tube, Matched tone elements. 82- 
channel tuning optional. Built-in 


UHF-VHF antenna, Built-in 


Du Mont Custom NEWBURY A | 


Modern styling. Mahogany or limed 
oak finishes, 21-inch Du Mont 
Selfocus* tube, Built-in drawer for 
record player. Built-in UHF-VHF 
antenna. 82-channel tuning op- 
tional, 







drawer for record player. WRITE, WIRE OR PHONE YOUR DU MONT 
DISTRIBUTOR FOR FULL DETAILS, OR WRITE 
TO: Allen B. Du Mont Laboratories, inc., Tele- 
vision Receiver Division, East Paterson, New 
Jersey. Canodion Affiliate: Canadian Avia- 
tion Electronics lid., Montreal, Caneda, 





tenna. 82-channel tuning 
optional, Beautiful tone. 


IS MORE VALUABLE THAN EVER! 
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**Prices oP a year picture tube War- 
ranty, Federal Excise Tax. Prices slightly 


higher in the South and West and subject to 
*Trade Mark change. 
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THESE FEDDERS FACTS GIVE YOU 
2 101 COMPETITIVE EDGE! 





Amazing 1953 Fedders Room 
Air Conditioner has industry’s most 
envied and talked-about feature! 


It's the Built-In Weather 


trol ever offered on a room air conditioner! Gives “the 


sjureau...most advanced con- 


weather you want with the touch of a button!” 


how they can quickly ventilate a 
stale, 


Real Demonstration Fire! 


room or remove amoky air 


worth a mil 
with a feature like the 
Built-In Weather Bureau to demon 


\ demonstration | 
cooling 


Villions Know It! 


with or without 
lion words 


strate! Raise the top panel of the Millions of people have read 
sleek Fedders unit and flick! ibout push button weather in 
you ve got the genth ooling you Fedders LIFE and POST ads. The 
want for a refreshing night leep new Fedders Demonstration Center 
Flick! You've got powerful coolin starring the Built-In Weather 
just right for a ple sant allernoon sureau I ' ilesman in itself 
watching TV when it’s blazing hot Ask your Fedders distributor about 
outside, You can show prospects it today! 


V-COILS—POWERFUL 
FEDDERS SALES FEATURE 


How can the sleek, compact example of how you benefit from 


Fedders unit give your customers Fedders long experience in design 


: “cis ing systems 
greater cooling capacity than big ing precision cooling systems for 
bulkier 


Fedders exclusive V-type Evapora 


/ fine automobiles and refrigerators! 
wer, units? The secret is 
Fedders can put greater cooling 
power at your fingertips because 


but don't kee p it a seere t! 
Here's a good 


tor coil the V-coil has more square inches 


Tell your prospects ot cooling surtace, 


Fedders Twin Filters 
Catch More Harmful 
Dust. Soot. Pollen! 

Is HEALTH an appeal that sells 


merchandise? You bet your life it 
is but Fedders 


only 


seems to be the 
conditioner maker 
who realizes it! “How Healthy Are 
Your Lungs?” we've asked millions 
of LIFE, Saturday 


ning Post and other magazines 


room air 


ol readers kive 
showing them these eye stopping 


dirty” city-dweller’s 


pictures ot 
(left) 
lungs (right) 


lungs ind “clean” farmers 





ee Bi. ee | 


on 


Farmer’s 
lungs 


City-dweller’s 
lungs 


What's the pay« 
the 


yind } edder ive 


1wice filtering area of othe 


Fedders 


catches more dust, dirt, soot, pollens 


room air conditioners 
ind other harmful irritants before 
they reach the user's lungs! 

Fedders dealers 
sales clincher when they slide out 
glass Fedders twit 
and tell this 


have a dramatic 


those big 


filters 


pua 


story! 


Over 600.000 people 
keep cool with 
Fedders Units! 


No doubt about it, Fedders is the 


world’s largest manufacturer of 


room air conditioners. There’s an 


other 2 to 1 competitive advantage 
for you in this story, too: over 
fifty-seven years ot heat transfet 


experience goes into the precision 


engineered Fedders units. It was 
kedders that made the radiator for 
the fabulous Thomas Flyer — win 
ner of the Round-the-World Race in 
1908. Chances are you've got a 
bFedders radiator in your car today 

the most engineering-minded 
auto maker in the U. 5. depends 
on Fedders engineering. So can 


' 
your customers 


Sleep Cool, Live Cool with Fedders 
for as Little as *3 A Week! 


What's the greatest room unit Fedders dealers can offer real 
sales pitch of 53? The industry electrically retrigerated air cond 
suys it's Fedders “Take A 5-Year tioning packed with Fedders 
Vacation from heat and humidity engineering experience factory 


for as little as $3 a week in 


April 20th’s LIFE! 


warranted for 5 years...at a price 


that matches all competition 
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So heres 


another 2 to 1 com 


petitive edge for Fedders dealers 


quality plus price. Hit it hard! For 


comple te details write Fedders 
(uigan Corp., Dept. EM-7, Buffalo 
New York 


Fedders delivers full money's 
s 4 >» : y >} f 
worth of cooling power! 
When a customer buys a room air conditioner, he’s 
paying for cooling power. Sell Fedders, and you can tell 


the most powerful cooling story in the industry! You can 
tell how the tough, wary buyers for hotels and motels 


| often find that a Fedders *4-ton capacity unit out-performs 


a competitive l-ton unit...that a Fedders '4-ton capacity 
unit often will deliver more cooling than other 14-ton 
models! Secret of Fedders unit’s outstanding perform- 
ance is the exclusive V-type twin evaporators. In the %4-ton 
model, they actually give the cooling power of fifteen 
refrigerators...for less than the price of one! How’s that 
for a steel trap clincher? 











The sleek handsome new *4-ton Deluxe Fedders. Striking original chas- 
sisdesign by famous Vel Boldtadds pou er fully tok edders sales SUCE ess! 


Industry's Most Complete Line 


You can meet any room and oflice air conditioning need when 


you sell the Fedders line... most complete in the industry! Handsome 


window units, most featuring 


Green color, come in 4, ', 


the cool, eye-catching new Breeze 
l-ton models. Lustrous, hand- 


| and 1's-ton models. 


5 P 
‘ and 


crafted consoles come in M4, 


Compact Fedders 
Unit installed Fast! 
No Muss or Fuss! 


Fedders Digs Up Sales! 

Just as Fedders gives its dealers 
the most complete line, Fedders 
also backs up its dealers with the 


most powerful campaign in national 


Here's where Fedders advanced magazines...which included the 
design pays off again in customer | biggest room air conditioner ad ever 
satisfaction ...in less work and run (April 20th LIFE)... Fedders 


fewer headaches for you! 
Plenty of $3$$$$ Here! 

There's a potful of profits in free 
trial installations. Use the Fedders 
Free Trial Installation Kit that 
lets you exploit this rich market. 
Ask your Fedders distributor for 
full details! 


tells its exclusive story to every 
type of professional and commer 
cial prospect. Coupon returns show 
high readership and sales conver- 
| sions among doctors, dentists, mor- 
| ticians, hotel and motel owners! It’s 
another 2 to | competitive edge for 


the all new 1953 
FEDDERS 


JULY, 
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STYLED 


FOR 


SALES 








PHONOGRAPHS AND 








RECORD CHANGERS 


PROFITABLE EXCLUSIVE 
NEW MODERN 


MODELS STYLING 


af V-M TRI-O-MATIC 990 PORTABLE PHONO- 
GraPH. 4” x 6” folded horn speaker in lid! 
Two replaceable sapphire needles in ‘flip 
under” cartridge! Automatically plays all 
size, speed, records! Measures only 136 
x 12%” x 844"! Warm Rose and Gray Tweed 
leatherette case! $69.95 list’. 


A V-M TRI-O- SPEED 121 PORTABLE PHONOGRAPH 
The JEWEL CASE . . . World's smallest, 
lightest 3-speed amplified phono! Measures 
10%6” x 8” x 5%”! Weighs only 7 ths.! 
Tough new Styron 475 case in Satin Red 
or Green! Plays all speed, ALL SIZE records 
Custom-balanced 4” speaker! Plenty of un 
distorted power! $29.95 list*. 


Ej V-MTRI-O-MATIC 986 PORTABLE PHONOGRAPH 
Featuring new adjustable tone chamber (to 
balance the 5” x 7” speaker to room's 
acoustics). Two color styles—Warm Rose 
and Gray Tweed, or Rich Brown! Has Siesta 
Switch and Lazy-Lite (rejects records with 
lid closed)! V-M 45 Spindle included. Plays 
all size, speed records automatically or 
manually ! $86.50 list*. 


4 er TRI-O-MATIC 972 TABLE MODEL 
PHONOGRAPH. Siesta Switch feature shuts 
off amplifier too, as well as lamp plug in 


SPARKLING SALES 
NEW CLOSING 
COLORS FEATURES 





base! Balanced 4” x 6” speaker for faithful 
tone reproduction. New, beautiful Clem- 
Rose finish. Has two-needle tone arm. Plays 
all size, speed records automatically or 
manually! $59.95 list*. 


SF M TRI-O-SPEED 120 RECORD PLAYER 
ATTACHMENT. Smallest, lightest, in all the 
world! Plays all speed, ALL SIZE records! 
Handsome Rich Maroon case of tough, new 
Styron 475. Complete with cords and plugs! 
Measures 1056” x 8” x 544"! Weighs 5 Ibs, 
12 oz. $19.95 list*. 


6) V-M TRI-O-SPEED 151 PORTABLE PHONO. 
GRAPH. Choice of colors: 151G is Warm Rose 
and Gray Tweed, 151B is Rich Brown. 4” x6” 
speaker, 2-needle tone arm. Plays all size, 
all speed records manually. $49.95 list*, 


V-M TRI-O-MATIC 920 RECORD CHANGER 
ATTACHMENT. Deluxe automatic 3-speed 
changer attachment with Siesta Switch 
(shuts off everything, including amplifier 
and plug-in base! Mahogany wood-grain 
plastic base with Golden two-needle tone 
arm. Patented tri-o-matic spindle. $39.95 
list”. 


CONSUMER SPACE ADVERTISING SCHEDULE TOTAL CIRCULATION ~S7,922 




































































rae Saale August | September October oo December 
lbp, ~ SEVENTEEN % p. 
Gy Semen SPC eA (UES RZ, P cbior 
— SUNSET 1 col 1 col 1 col 
Sere __| Baw _ __| baw | Baw 
COLLEGE 10 10° 10° 
L_NEWSPAPERS Oj = B&W B&W B&W 
AMERICAN 1/5p 1/5p 1/2 p, 
WEEKLY BAW Baw 4 
LIVING FOR YOUNG 7) jz 
HOMEMAKERS ‘eolor 
TIE-IN WITH THIS V-M AD SCHEDULE CORONET te. 1 ». 
V-M Ads are timed right, aimed right to attract your HOUSEHOLD Lo. 3 
best record fan prospects! Tie your store promotions “ESQUIRE “Ti. 7 
and ads to V-M’s program for faster, easier profits! ms arian __ Baw 
Make these powerful V-M ads work for you! PARADE me 1/3 & ota 











WORLD'S LARGEST MANUFACTURER OF 


V-M CORPORATION PHONOGRAPHS AND RECORD CHANGERS 


BENTON HARBOR, MICHIGAN EXCLUSIVELY 


TODAY, ASK YOUR V-M DISTRIBUTOR FOR COMPLETE DETAILS 
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“ SHAMROCK 


ELECTRICAL SUPPLY CoO. INC 
rn a nh vd 


EVROLE 


ADVANCE- 
DESIGN 


TRUCKS 


More work per dollar 


. « - and here are 
4 powerful reasons why! 


MORE POWER AT LOWER COST! 


Watch costs go down when you put 
the new heavy-duty power of Chev- 
rolet’s advanced Loadmaster engine to 
work! The new high compression ratio 
of 7.1 to 1 in this great engine brings 
you more 


power and even greater 


economy than before. Chevrolet's 
Thriftmaster engine, too, in light- and 
medium-duty models offers exceptional 


economy ot operation, 


FACTORY-MATCHED TO THE JOB! 


Some jobs demand more power. Some 
demand stronger springs. But, whatever 
the requirements of your job, Chevrolet 
trucks are carefully factory-matched to 
the work to be done, with the right 
power—and the right units from tires 
to axle, springs to clutch—to handle 
that work at lowest cost. 


70 


MORE RUGGED THAN EVER! 


There is extra economy, too, in the 
exceptional stamina of Chevrolet trucks. 
You can expect new ruggedness and 
strength with heavier, more rigid frames 
and brawnier construction throughout. 
You can expect extra miles added to 
the life of your truck, plus a substantial 
reduction in the over-all cost of hauling. 
Chevrolet trucks are famed for their 


ability to stand up under tough jobs. 


LOWEST PRICED LINE! 


Chevrolet trucks are known for quali- 
ties and features matched by no other 
trucks. Yet, with all these advantages, 
the Chevrolet line lists for less than 
any other trucks of comparable size 
and specifications. See your Chevrolet 
dealer. Chevrolet Division of General 
Motors, Detroit 2, Michigan. 


sUCT, 





AE 
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CHEVROLET ADVANCE-DESIGN 
TRUCK FEATURES 


TWO GREAT VALVE-IN-HEAD ENGINES— 
the Loadmaster or the Thriftmaster—to 
give you greater power per gallon, lower 
cost per load. POWER-JET CARBURETOR— 
for smooth, quick acceleration response. 
DIAPHRAGM SPRING CLUTCH — for easy- 
action engagement. SYNCHRO-MESH 
TRANSMISSION—for fast, smooth shift- 
ing. HYPOID REAR AXLE—for dependa- 
bility and long life. TORQUE-ACTION 
BRAKES—on light-duty and medium-duty 
models and on front of heavy-duty models. 
TWIN-ACTION REAR BRAKES —on heavy-duty 
models. DUAL-SHOE PARKING BRAKE—for 
greater holding ability on heavy-duty 
models. CAB SEAT—with double deck 
springs for complete riding comfort. 
VENTIPANES —for improved cab ventila- 
tion. WIDE-BASE WHEELS—for increased 
tire mileage. BALL-GEAR STEERING —for 
easier handling. UNIT-DESIGNED BODIES — 
for greater load protection. ADVANCE- 
DESIGN STYLING—for increased comfort 
and modern appearance. 






' \ 
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in sales 


MERCHANDISING 








KitchenAid 


really washes dishes clean—lipstick, 
dried milk, egg yolk, grease—all these 
tough-to-wash elements come right off 
with the exclusive Hobart revolving 
power wash—so much better than 
splasher or deflector-type sprays, And 
KitchenAid needs only 
one wash cycle to do all 
tableware thoroughly! 















free-standing 





eal. 








aD 








KitchenAid 


has most thorough drying 
action! The only dishwasher 
with separately powered 
blower fan which circulates 
electrically heated air over 
and around a// tableware— 
dries everything spotlessly. 
Plate warmer feature a plus. 


and cabinet-sink 
models 


The World’s Largest Manufacturer of Food, Kitchen and Dishwashing Machines 
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KitchenAid 


saves water and detergent— 
no pre-rinsing needed! Exclu- 
sive dual strainer system 
filters wash and rinse water 
—prevents food waste being 
sprayed back on tableware. 


KitchenAid 





has greatest capacity—the first dishwasher 
with two independently sliding racks—the 
only dishwasher with an adjustable upper 
‘ rack! You easily load a full dinner service 
for 8 or more...can adjust the upper rack 
for tallest glasses or larger pots and pans. 
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Start with popular Power-Chef 
Look for styling. Look for fea 
tures. Compare price. The 

only complete Mixer-Grinde: 
Juicer at this competitive price 

So it is on through the line 
sales advantage after advantage 
in feature ajter feature 

for more sales, more profit 
with Dormeyer. ‘‘America’s 
Buy-Word in Better Appliances.’ 


Dormeyer ‘orporat ion, 


Kingsbury and Huron Streets, 


Chicago 10, Illinois 








We 


POWER-CHEF 


MIX-MAID 


MIX=-MAID Newest Dormeyer mixer!— 
and the only turntable mixer that is also a 
portable mixer which stands by itself. Com- 
pact, lightweight design. 9 full-powered 
speeds, fingertip beater release. Includes all 
juicer accessories. Guaranteed. $29.95 


POWER-CHEF = Grinder-jvicer-mixer— 
all three, and deluxe! Includes all accessories 
at no extra cost. Built-in power drive—no 
awkward adapters. 10-speed dial selector. 
Magic-Mix Arm, automatic beater release. 
Portable mixing head. Guaranteed. $46.50 


FRI-WELL 








BLENDER 


BLENDER Makes literally hundreds of 
treats — from ‘‘company"’ drinks to Baby's 
puree. Hurricane action — blades turn at 
22,000 r.p.m.!—liquefies, mixes, whips, shreds, 
grinds or pulverizes in seconds. Hi-Speed 
Motor never needs oiling. Guaranteed. $34.95 


FRI-WELL Deep-fries to a turn! Perfect, 
too, for cooking soups, stews and casseroles 
—even small-batch baking. Automatic thermo- 
stat means just-right results every time. Mono- 
tube heating cooks quickly, thoroughly. Safe, 
neat Drain-Away Faucet. Guaranteed. $29.95 








MEAL-MAKER 


TOASTMAKER 


TOASTMAKER Has extra-wide wells— 
even toasts rolls and muffins. Completely 
automatic—just set the Toast-Timer and the 
toast pops up, browned just the way you want 
it. Chek-It Lever—for two different shades of 
toast at one setting. Guaranteed. $19.95 


MEAL-MAKER Includes electric food 








BROIL-WELL 





COFFEE-WELL 


COFFEE-WELL Brand new! Set the 
Perfect-Perk Selector and Coffee-Well auto- 
matically brews 8 to 10 cups of coffee to the 
flavor you prefer. Signals when coffee is 
ready, then automatically keeps coffee hot 
until served. Guaranteed. $29.95 


BROIL-WELL Brand new! Broils and 











““DORMEY”’ 





ELECTRIC BLANKETS 


ELECTRIC BLANKETS Brand new! Set 
the Rest-Well Dial — Blanket automatically 
maintains warmth you choose. Misty pastels 
or decorator colors—Rouge Red, Cameo Pink, 
Lawn Green and Alice Blue, Guaranteed. Sin 
gle Control—$43.95. Dual Control—$49.95 





grinder and juicer at no extra cost. Both 
attach directly to the power drive. Dial selec- 
tor gives full power at all 10 speeds. Clik-Mix 
Arm. Mixing head detaches in seconds, for 
portable use. Guaranteed. $38.50 


grills to perfection, roasts and barbecues to 
a turn. Automatic revolving rotisserie for real 
old-fashioned spit-roasted barbecues. Infra- 
red heat cooks super-quick. Large warming- 
plate top. Guaranteed. $54.95 


"DORMEY” Handiest help inthe kitchen! 
This lightweight portable mixer has big-mixer 
features: dial selector with five full-powered 
speeds, full-size beaters with fingertip re- 
lease. Stands on end for neat, easy draining. 
Guaranteed. $19.95 








This world-famous performer 


SIENTION 
MY NAME /(N 
SHEBOYGAN / 


always gets a cordial welcome 


JUST MENTION FRIGIDAIRE in Sheboygan, 
Walla Walla, or anywhere you go, and people 
instantly know what you’re talking about 

Not only is Frigidaire one of the most 


famous trademarks of all time, but it is 





instantly recognized as a synonym for qual- 
ity, value and performance. 
The salesman finds that this consumer 


acceptance has tremendous selling value. It 














opens many doors that might otherwise be 


closed to him. He finds prospects need no 





Frigidaire, made only by General Motors, are the magic 
words that open most every door practically guarantee 


that the salesman will get a hearing for his selling message 
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assurances about the company behind the 
product. They are more receptive to his 
selling story. Thus the distance between 
presentation of product and dotted line is 
narrowed considerably. 

This consumer acceptance, which can also 
be translated into a definite pre-purchase 
preference for Frigidaire, is one of the most 
useful sales tools the Frigidaire dealer has. 
And one of the many reasons why he values 
the Frigidaire franchise so highly. 


Frigidaire means more business. . . 


more business for the dealer ‘= 


i 
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Special Report to the Trade 


Electrical 
Merchandising 


an ern 


Vol. 85 








DISHWASHERS 


E have all heard of “sleepers” in this business. But the real 
Sleeping Beauty is the electric dishwasher which is celebrating 
its 40th anniversary this year. 
What has been holding back the dishwasher? Why were less than 
200,000 sold last year when refrigerators, washers, freezers, cleaners, 
inges and TV sets were selling in the millions? When two newer 
devices—dryers and room air conditioners are headed for the million 
mark. The dishwasher is a fully automatic device, handsomely styled. 
vhich performs one of the most onerous of the housewife’s daily 
hore t is in the same price range as other major appliances, has less 
than 3% saturation, and suffers from no trade-in problem. 
Electrical Merchandising has sought to find the answers to this 


| 


roblem of dishwasher marketing. On the following pages, we have 
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examined the history of early models and the reasons they did not gain 
public acceptance. We have pointed out the mistakes that were made 
and the steps taken to remedy them. We have described fully the 
models currently on the market. We have analyzed the market. And 
we have brought together all of the sales arguments and the demonstra- 
tion techniques required to sell them. Next month we will present 
some documentary evidence of distributors and dealers who are doing 
1 job of dishwasher merchandising. 

We believe it is time the dishwasher took its rightful place as one of 
the great major appliances that make up our business, We have tried 
to present the full story here and in next month’s issue. It should be 
required reading for all specialty appliance merchandisers. The future 
of the dishwasher is up to you. 
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DISHWASHERS 








General ‘Electric and Hotpoint Evolution 


Bren 


In 1913, the Walker Bros. Co. brought out their 

first electric dishwasher. Similar in design and 

using the same washing principle as the hand- 

powered model, it was one of the first electrics 
be produced. 





The first combination sink-and-dish 
introduced by Walker Bros. Co. 
had a sink control drain valve and filled directly 
from the hot water faucet. The 1928 model was 
the first to employ an impeller. ’ 


aa, © The square-faced enamel cabinet made its bow 
in 1924. It in 1930. This was a portable model with top 
opening and front controls. Height was reduced 
ing. About 800 units were pro- 
duced. ‘ 





} 


J 


The 1915 Walker dishwasher was completely 
restyled. Capacity was increased and construc- 
tion sturdier, More important, a new washing 
principle was employed—a blade swept back and 
forth producing a “wave” of water. 


gra. 4, 


In 1932, the assets of the Walker Bros. Co. 
were acquired by General Electric and dish- 
washer manufacture was assigned to Hotpoint. 
Above is the first model to be introduced with 
the G.E. nameplate in 1932. 





By 1918, the Walker had a modern design, some 

what similar to clothes washers. It had electric 
motor drive and a valve on outside of tank to 
indicate water remaining and also a hose con- 
nection to sink to eliminate water-carrying. 








In 1936 the first Hotpoint dishwasher made its 
bow. The new model was the first to have front 
opening for ease and convenience. Front con- 
trols were ornamental and true modern design 
was introduced for the first time. 


The Electric Dishwasher is 40 Years Old... 


What's been holding its back? Well, a look at 
some of the early history suggests the answers: 
poor mechanical design, too many manual opera- 
tions for the housewife, too little advertising, pro- 
motion and specialty selling, plus the absence of 


modern detergents. Here’s a thumb-nail history... 


PAGE 76 


HILE the automatic electric 
VW dishwasher we are familiar with 
today must rightly be classified 


as a comparitively new, post-war de- 
it will help us in our thinking 
about its present stage of develop 
ment and future potential if we under- 
stand that it has undergone a long 
period of evolution. Many men and 
many companies have struggled to 
produce a machine that would success- 
fully wash dishes mechanically. Most 


vIce, 


of these attempts were unsuccessful 
ind the resulting machines reverted 


back to the dealer, causing both trade 
and public ill-will. A great many of 
the machines were imperfect mechani- 
cally; the better ones required so 
many manual operations on the part 
of the housewife that they could 
scarcely be called labor-saving, or con 


JULY, 


venience devices. In a period when 
modern detergents were still unknown, 
the dishwashers did not really get 
dishes clean, were not self-cleansing, 
and generally drove housewives back 
to hand methods. But all new prod- 
ucts undergo growing pains. The 
history of many devices in our in 
dustry is studded with examples of 
failure. Yet the evolutionary process 
has always functioned to produce 
better and better products. The dish- 
washer is no exception to the rule. 


Early Models 


Even before the era of electricity, 
attempts were made to wash dishes 


mechanically. As early as 1850, a 
patent (No. 7,365) was issued to J. 
Houghton of Ogden, N. Y., for a 
machine in which a paddle whee) 
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The Early 

Conover 
Dishwasher— 

Now Westinghouse 


Ancestors 
of the 


KitchenAid 
Dishwasher 


splashed water on the dishes. Again, 
in 1865, a patent (No. 51,000) was 
issued to one L. A. Alexander for a 
dishwashing machine employing the 
same print ipl as that found in many 
of today’s dishwashers: a propeller 
located in the conical bottom of a 
cylindrical tank was rotated by a hand 
crank and dashed soapy water over 
dishes set in a rack above. 

Again, in 1886, after considerable 
experimentation, a patent was issued 
to the predecessor company of the 
Hobart Mfg. Co. (producers of the 
present-day Kitchen-Aid dishwasher) 
for a hand-operated dishwashing ma- 
chine. In the first piece of literature 
describing this machine appears a 
lyrical testimonial from the user: “An 
invention destined to be of great good 
to the over-taxed women of our coun- 
try.” Hobart continued to experiment 
with different models and types from 
that day on, designing both commer- 
cial and household units. A com 
mercial unit was on display at the 
World’s Fair in Chicago in 1893. At 


any rate, by the vear 1900, over 30 


ELECTRICAL 


MERCHANDISING—JULY, 








cat pence poe Sree pg oa wane something like md 
rototypes was a front-opening model, produced 

the year 1933. ee company sold quite a yee but were somewhat sim 

never made money and was sold to Westinghouse about 1934. without automatic features. 





Although predecessor companies of Hobart Mfg. 
Co. took out a dishwasher patent in 1886, it 
was not until 1911 that this first domestic ma- 
chine was produced. It employed a revolving 
wash system. 


patents had been issued to various 
companies for mechanical dishwashers. 

It was in the early 1900's, however, 
when the grand-daddy of the present 
General Electric and Hotpoint dish- 
washers was born. Willard and Forest 
Walker of Syracuse, N. Y., interested 
themselves in the development of a 
dishwasher, and, by 1909, had a hand- 
powered model ready for market. It 
was only 16 inches in diameter, held 
few dishes and sold for $20, including 
a free trial. It was a “dasher’” type 
machine, using three plungers which 
forced the water from the bottom of 
the tub upward and over, dashing it 
onto the dishes. As the housewife 
turned the crank, the plungers would 
go upward. A cam shaft attached to 
the crank arm would release itself and 
the plungers would be pulled down- 
ward by a large spring. This surge 
downward would cause the water to 
rise upward and against the dishes. 
It was an ugly, sheet-metal affair with 
straight legs and a tendency to leak, 
but enough were sold to encourage 
the Walker brothers to continue. Sub- 
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era was 
drainboard. 
pump wash system and revolving wash pattern. 
Rinse system was by a rocker arm, 


t also employed the centrifuga! 


sequent models were equipped with 
pulleys for gas-engine drive; gear ratios 
were increased and, finally, in 1914, 
models were equipped with a fractional 
hp. electric motor. The electric dish- 
washer was born. 

However, the mere fact that an 
electric motor had been added to the 
dishwashing machine did not mean 
that it automatically became a_ per- 
fected, marketable piece of merchan- 
dise. It was still an ugly, clumsy, 
cumbersome product requiring many 
manual operations on the part of the 
housewife. Detergents were still to 
come and dishwashing results left 
much to be desired. In the 1914 
original electric models, the motor 
activated the gears which moved the 
plungers up and down, still “dashing” 
the water against the dishes. In the 
1915 model of the Walker a new 
principle of washing action was intro- 
duced. A long blade, the diameter of 
the tub, was swept back and forth 
producing a wave. This wave swept 
over the dishes and washed them, 
with a rack holding the dishes above 


The Conover dishwasher that sold in the 
soy nee ee ee ak 
ilar to today’s models, ie an 





a ce et genta 
racks and Tad tareet capacity wn po Be 
the company produced, 


the blade. This principle was_per- 
fected on the 1919 model which also 
had a valve on the outside of the tank 
to indicate the amount of water re- 
maining in the tub. Also, for the 
first time, a hose connection to the 
faucet eliminated the need for carry- 
ing water to and fro from the sink. 
These 1919 models, priced at around 
$125, sold about 300 units. 

The Walker brothers, of course, 
were not alone in the field. Hobart 
continued to design new models and 
in 1911 had a motor-powered model 
employing a revolving wash system. 
By 1912 they brought out still an- 
other machine “embodying all of the 
principles of the commercial and 
domestic dishwashing machines—the 
same skimming and overflow process 
of soiled wash water has been adhered 
to, together with the centrifugal pump 
wash system and revolving wash pat- 
tern. This machine was designed to 
occupy the drainboard of the kitchen 
sink; the drain emptied into the sink 
and the hot water connection was 
attached to the kitchen faucet. It was 


MORE > 
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Early Dishwasher Advertising 


No More Drudgery! Dish Washing Made Easy! 
OLDEST AND BEST. 


The Improved Iron City Dish Washer. 


WITH LATEST 
IMPROVEMENTS! 








ae 


Pe 
st WASHED my Operation 


This 1895 advertisement of the W. H. Baird Company, Pittsburgh, contained 
many lyrical testimonials to the wonderful qualities of the ‘‘Iron City’ dish 
washer. However despite its rock botom price of only $5, it was never a big 
seller 





/ Davinié Ppocks>- 





Do you know of a woman 


who wouldn't be glad 
to pay 5« 


a day to avoid dishwashing drudgery? 









The Electric Maid 
Company 
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Here's another advertisement, 


1920 issue of this 


manufactured in Davenport, lowa 


this one from the February, 


magazine, for the Electric Maid dishwasher 





powered by 
1914-15 models were 


bis Cc 2 
~ DISH W. and sold for $125 





with permanent plumbing, 





must move’—has been 
throughout the years 
present. 
there were 27 
Many 


ing marketed today. 


made an indifferent product. 
market, see 
and then fade out of the 
E.\LECTRICAI 


The Wolcott 


Manulactur wg 
Ca 


And this is one of many ads run by the = ‘"©5S through 193 


singing the praises of the ‘‘Mermaid”’ 


electric dishwasher. is Western Electric, 
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DISHWASHERS 


a 1/6 hp. motor. The 
similar in de 
sign, although improved and refined, 
. By the 20’s Hobart 
was producing free-standing models 
but the 
same basic dishwashing principle— 
“either the dishes or the wash-pattern 
retained 
' down to the 
By the end of World War I, 
different dishwashers 
on the market, none of which are be 
of the 
companies were under-capitalized, or 
They 
would get a few machines on the 
them revert to dealers, 
picture. 
MERCHANDISING’S own 
Mevrhond, Ci files of new products shows 44 sepa- 
rate manufacturers entering the busi- 
A complete list 
Wolcott Mfg. Co. of Hartford, Conn., Of them is elsewhere in this story. 
They include such well-known names 


Whirlpool, 
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Makes You a Profit 
~—*—9 “coming and going” 


Three times a day there are ct 
to be washed in the home | 4 
moet distasteful, moet ume + 
boawsehald job 
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- The MINIT 
Electric Dishwasher 


is piers dh sold by the oes 


0A a sane 
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Here's the Fool Proof Electric Dishwasher 4 
You' ve Been Waiting For a 
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KITCHEN SERVICE COMPANY ry :: 
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And here is an advertisement from the 
October, 1917 issue of this magazine for 
the ‘‘Minit’’ dishwasher, made by the 
Kitchen Service Co., Chicago 


Takes the Drudgery 





The 


Hand Operated Dishwasher 


4 


W buripee! Manufacturing Company 
620 Chest Phileas 


henchors Wire, wee o pitmae 


The Whirlpool Mfg. Co 


an electric model 


Wolcott Mfg. Co., Kohler, Fuller 
Brush, Black & Decker and Stand- 
ard Sanitary. Most of the machines 
made by these early companies bore 
a striking resemblance to conventional 
washing machines; they were cylin- 
drical and were not permanently 
plumbed in. In fact, they may be 
said to be the fore-runners of the 
present day portable dishwashers. Ex- 
ceptions were Kohler and Standard 
Sanitary which were built into the 
sink. Oldtimers in the business will 
recall some of the more _ familiar 
tradenames: “G.R.S.”, “Mermaid”, 
“Cinderella”, “Sterling”, ““Murdoch”, 
“Minit”, “Quaker”, “Happy Home”, 
“Maxim”, “Ford”, “Hydrola”, “Cres- 
cent”, “Kehoe”, “Planet”, etc. One 
of the better-known companies in the 
business in the early days, although 
antedating the Walker Bros. Co., was 
the Conover Mfg. Co., Chicago. 
(heir machine was first described in 
the pages of this magazine in July, 
1922 and subsequent models enjoyed 
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of Philadelphia 


dishwasher in the June, 


Western Electric Co. took the front cover 
of ELECTRICAL MERCHANDISING in 


September, 1919, to tell the trade about 


their electric dishwasher. 


Out of Dishwashing 


The 


Electric Dishwasher 


Whirlpool Manufacturing Company 


629 ( how 


advertised both a hand-operated and 
1920 issue of Electrical Merchandising 


considerable popularity. The company 
never prospered financially, however, 
and was subsequently sold to West- 
inghouse who brought out their own 
version of the dishwasher in 1934. 
Lewis James, inventor of the James 
mobile automatic dishwasher, made 
his first experimental model about 
1927. This dishwasher had many de- 
fects. One of the greatest drawbacks 
was that it used entirely too much 
water. In experimenting with it in 
her own kitchen at home, Mrs. James 
decided that she could wash clothes 
in it and after trying this idea, she 
found that it did an excellent job. 
For many years thereafter, the James 
Mfg. Co. manufactured a clothes 
washer which was originally started as 
a dishwasher. This clothes washer was 
hand operated and sold mainly in 
rural areas of the southeastern states. 
Up to 1948, James sold approximately 
350,000 clothes hand washers. How- 
ever in 1949, Mr. James again began 
(Continued on page 120 
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...But Today's Dishwasher Is A New Product 


Features include dual detergent dispensers, adjustable cycling control, plate- 








warmer provisions, high-wattage heating elements to maintain water tempera- 


tures during cycle; pre-rinses to spray loose food particles and empty cold water 


from pipes and built-in water heater tanks to insure proper water temperatures. 


A chart of 1953 Automatic Dishwasher Features 








































































































American x Cribben & | 
| Kitchens Apex Portable Cory Sexton Crosley G-E Hotpoint | James KitchenAid | Universal | Westinghouse} Youngstown 
- , - 
Requires Plumbing | yes yes - - ~ yes yes yes - | yes | yes—3 models yes 
"Portable - - yes yes yes - - - | yes ~ — | yes—1 model} = 
Type | Drawer-Type Drawer-Type’ Roll-Out Well | Drawer Type | | Drawer Type | Roll-Out Well 
Opening front top top top top front front front | top | front top | front top 
Loading front top top top top front top front =| = ftop S| front top top top 
sweep-flow plastic bakelite | sweep-flow f revolving arm | Jet Tewer 
Washing Action impeller impeller 5 hydrojets pump fluid brush impeller H impeller impeller | fluid brush | with 6 jets impeller | impeller with 58 jets 
manually | | 
Total Cycle Time 34-min. 30-min. 30-min. controlled 9.5 min# | _34-min, 45-min. 50-min. | 9.5-min.# 1 35-min. 30-min. | 37-min. 9%, min, 
Number of Washes 1-10 min. | 1-15 min. 1 1-5 min. | 2 (1-4 min.) | 110-min. | 1 5Y%-min. | 2 5-min, ea. | 2(14-min.) | 1 5-min. 1-15 min. | 1 5-min. 1 
3 (1-3 min.) (1 3-min.) | | | | 
Sprays & Rinses 2 sprays 1—5 min. 1 pre-rinse 1 spray 1 pre-rinse 2 sprays 2 pre-rinses 2 1-min. | pre-rinse }2 min, rinses| 1-5 min. | 2 rinses | 2 rinses 
2 rinses power rinse | 2 power rinses 1 rinse 2 overhead 2 rinses | 3 45-sec. power rinses 2 overhead | rinse i 
rinses rinses rinses I 
Drying Time 16-min. 10-min. air dried air dried | air dried 1é-min, | 28.5 min. | 30-min. | air dried | 23.5 min. | 10—min. |  22.5-min. air dried 
Capacity (Service for) 6 6 to 8 6 4 100 pieces 6 6 8 6 to 8 6108 6to8 | 6108 88 dishes 
55 pieces 
cutlery 
Total Water 
Consumption 6.3 gal. 3 gal. 4 gal. - 4.5 gal. 6.3 gal. 7 gal. 8 gal. 4.5 gal. 7 gal. 3gal. | 7 gal. 5.5 to 6 gal. 
indicator Light yes yes - ~ - yes yes - | = yes - | glows when - 
;* | | drying 
Detergent Application | cup in door poured into sprinkled on | sprinkled on | sprinkled on | cup in door cup dul | sprinkled | sprinkled on | poured into | wire mesh cup |placed in cup to 
center of dishes dishes dishes automatically | dispenser on dishes | door surfaces |impeller center | be washed 
impeller releases I | | | 
Heating Element 1000-watt; - - - - 1000-watt 750-watt-Calrod | 825-watt —- | 1000watts; | —  — |950-wattCorox| — 
entire cycle entire cycle —_— entire cycle Calrod drying cycle | comes on for | 
entire cycle only drying 
Plate Warmer yes - “ - ee yes yes yes - yes - Ls or. 
Built-in Water Tank ~ 2-gal. tank | 4-gal. tank ~ - - ~ - ~ - | 2 gal. tank | ~ 12.5 gal. tank 
1250 watt unit |1250-watt unit | 
Cycle Interruption adjustable— | adjustable, ~ manually - adjustable | adjustable to | adjustable - | automatically | adjustable, - - 
automatically may be operated repeat or skip | on some resumes where | may be 
resumes reduced ony operation models left off reduced 
operation a i 
Racks 2 vinyl 2 vinyl 2 2 4 2 vinyl Plastisol Plastic =| =| 4 | 2 stainless 2 vinyl 2 Plastisol | 2 metal rocks 
covered covered covered Roll-R-Racks | steel covered need net be 
|(1 revolving) (1 revolving) | removed for 
j | leading 
Models: 3 3 1 1 1 3 2 | 8 2 3 2 4 3 
Dishwasher-Sink Comb. 48-in. 48-in.* 48-in. 48-in. 14—48-in.t | (Deluxe 48-in. 48-in. 48-in. 48-in. 
Free-Standing 24-in. 24-in.* 24-in. 2—27-in.{ jand Premiere) 24-in. 24-in. 24-in. 27-in, 
Under-Counter 24-in. 24-in. 24-in. 24-in.## 2—27-in.t } 24-in. 24-in. 27-in. 
24-in. portable 
| *also available with look-in lids and illuminated tub tA model for standard plumbing connections and a QuiKonect pump model in each type. 
| **weighs 25 Ibs., and fits on drainboard 
| #Asterile-dry cycle can be added to these models which increases time from 10 to 20 min., also equipped with built-in water conditioner for last rinse. 
I | ##porcelain top for under-counter model is available to convert it to a free-standing model ASame as plumbed-in models with casters and hoses. 
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YOUNGSTOWN KITCHENS 1953 dishwashers are top 
opening and top loading models. They feature the Jet 
Tower hydro-brush washing action, and a built-in 242 
gal. porcelain-lined booster heater that heats and ther- 
mostatically holds the water at 175 degs. F. 

The Jet Tower, which is a square chrome tube pierced 
with holes, is located in the center of the tub and re- 
volves and sprays dishes with 58 jets of water from its 
own built-in water heater, Jet Tower turns slowly, from 
60 to 120 rpms, so that the water pressure built up in 
the pumping system can be used for shearing food par- 
ticles from dishes. Keeps speed down automatically with 
the result that it it does not revolve at a constant rate, 
but picks up and slows down speed alternately. 

The washing cycle includes one wash and two rinses. 
Total time 9% minutes, and uses 54% to 6 qts. in entire 
washing cycle. When cycle is over lid pops up automati 
cally and dishes dry by evaporation. 

An automatic control valve stops water when correct 


THE APEX 1953 Dish-A-Matic line includes  thre« 
automatic dishwashers that are plumbed in and a port 
able Roll-A-Way model 

All Apex models have built-in electric hot water tanks 

The installed models are top loading and top opening 
\ 2-gal Fiberglas insulated hot water tank has a 1250 
watt immersion type heating unit which is thermo 
statically controlled to maintain water at 180 degs. F 

“Whirl-scrub” washing and rinsing action is activated 
by a special plastic impeller. Impeller also forces air over 
clean dishes during drying period 

Automatic self-cleaning tub has no screens or strainers 
to clean. Instantaneous drain valve and flush drain action 
prevents food particles or scum from being deposited in 
tub 

Complete cycle of one wash and one rinse and a 
drying period, consumes a total of 3 gals. water, 1% 
gal. at 180 degs. for wash, and 1% gal. for rinse. Cycle 
lasts 30 minutes maximum. It can be reduced if desired 
by turning dial located on backsplash clockwise 

Illuminated crystal on left of dial plate indicates when 
machine is in operation. Safety lid lock prevents lid from 
being opened while machine is in wash or rinse period 
Lid opens automatically after the start of the dry cvcle 
When machine is not in operation lid can be opened by 
pressing lid button on control panel 

Has a capacity for a complete service for six to eight 
White vinyl covered racks are removable for loading 
Detergent is poured in center of impeller 

The 48-in. combination dishwasher-sink model has a 
porcelain enamel sink with chromeplated swinging spout 
and provision for the Apex Waste-O-Matic 


garbage 


CROSLEY 1953 automatic dishwashers are front open 
ing, front loading, drawer type models that feature a 
revolving upper rack which turns slowly with action of 
hot water spray. 

Upper and lower racks are of vinyl covered metal, 
individually mounted to slide freely on nylon bearings 
for easy loading and unloading. 

“Swirl-Clean” wash cycle begins with a spray rinse to 
clear pipes of cool water and remove remaining food 
particles. A 10-minute wash in 1 gal, water, a 3% gal. 
spray rinse and two 1¥2 minute power rinses each using 
1% gal. of water comprises the wash period. Drying takes 
16 minutes. Total operation takes 34 minutes, consum- 
ing approximately 6.3 gals. of water. 

A 1000-watt heating element surrounds impeller in 
bottom of tub and turns on at the start of cycle. It heats 
water and maintains temperatures through washing op- 
eration. During drying cycle impeller draws fresh air into 
tub over heating element. Impeller fan blows the warm 
air over dishes and out through an air vent on backsplash. 
For plate warming the element can be used separately 
by turning indicator control dial to the “dry” setting. 
A signal light glows through indicator dial when ma- 
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amount of water is in machine. In case of low water 
pressure, timer waits until correct amount is in tub. 

Chromeplated dish racks automatically position dishes 
for thorough washing. Racks can be loaded and unloaded 
without being removed from tub, altho upper rack is 
removable. Silverware basket fits on upper rack. 

Two screens at bottom of tub catch small food parti 
cles and keep them from being recirculated. Strainer can 
be cleaned without removing baskets. 

Service for 6 capacity, or up to 80 dishes and 55 
pieces of cutlery. ¥% h.p. motor, 3450 rpms. 

Detergent is placed in one of the cups to be washed. 
his cup is placed to the right of silver basket for best 
results. When no cups are being washed detergent is 
sprinkled on dishes in front, away from water inlet. 

Available in two models, a 27-in. free standing unit 
ind a 48-in. combination dishwasher-sink. Both models 
have acid-resisting enamel top and tub. Sink model has 
icid-resisting sink, chrome swinging mixing faucet, stain- 
less steel trim, and provision for garbage disposer 


disposer. A heat-proof glass “‘look-in” lid and an interior 
light are optional. 

The free standing 24-in. model is also available with 
or without look-in lid and interior light 

A customized drop-in model for installation in existing 
cabinets completes the Apex installed dishwasher line. 


Portable model 


Apex Dish-A-Matic Roll-A-Way portable has its own 
built-in water heater tank with 4-gal. capacity. Once tank 
is filled, the sink faucet is left free for other uses. 

Complete wash cycle includes one wash, two rinses 
and an air dry period using 4 gal. water. Wash action is 
produced by five motor-powered hydrojets. Five rotating, 
high-pressure nozzles, water-scrub dishes front and back, 
inside and out. A pre-heat selector switch water tempera 
ture control provides 160 degs. F. water at start of cycle, 
180 degs. F. for first rinse and 190 degs. F. for final 
rinse. Automatic safety float switch makes element in 
operative unless there is water in the tank. 

Automatic lid opens for quick drying. Safety switch 
stops water action if lid is raised during wash or rinse 
period, 

Stationary, rubber cushioned racks hold complete 
service for six. 

Other features include a Fiberglas look-in lid, illumi 
nated tub, baked white enamel cabinet, heavy duty 
centrifugal pump, high speed, %4 h.p. Apex motor push 
button starting and free swiveling rubber casters. Hoses 
drop out of sight when dishwasher is not in use. The 
Roll-A-Way can also be permanently installed 


chine is in operation. Machine may be stopped or started 
at will to permit interim loading or unloading without 
loss of washing solution, through use of automatic con- 
trol dial. It is also possible to rinse dishes without add- 
ing detergent or going through wash cycle, until a com 
plete load of dishes has been accumulated. 

Detergent cup attached to inner panel of door. 

Revolving rack turns for easy loading. Wire loops can 
be used for small juice glasses. A release button makes 
it possible to remove revolving rack whenever desired. 

Bottom rack rests on open door for loading. Large 
and small plates are alternated in plate ring, platters, 
skillets etc., go along sides and in corners. A square sil- 
verware basket fits in center of bottom rack. 

Holds all the dishes and silver necessary for serving 
6 people. 

Available in three units. A free-standing, 24-in. wide 
model with porcelain work surface top. An under- 
counter unit, 24-in. wide, without top for installing 
under a continuous top. And a combination dishwasher- 
sink, 48-in. wide with dishwasher on left side under a 
fluted drain board. Single-bow] sink has finger-tip faucet 
rinse and spray assembly. 
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AMERICAN KITCHENS “Roto-Tray” automatic dish 


washers are front opening, drawer-tvype, front-loading 
models. 

Featured in their line is a ““Roto-Tray” circular upper 
tray of vinyl-covered metal, which rotates about 20 times 
a minute during wash and rinse cycles. ‘The bottom tray, 
ilso vinyl covered, pulls out and rests on open door for 
easy loading. It has 20 divisions in center portion for 
plates, soup bowls, platters, etc. And a square silver 
basket fits in center of lower rack. Both upper and lower 
racks glide on nylon rollers lop “Roto-Tray” can be 
removed by releasing a lever on top of tray carriage. 

Impeller type wash cycle takes 34 minutes and con 

sumes 6.3 gals. water. It begins with a spray rinse to 
lear pipes of cool water and remove food particles, One 
10-minute wash uses 142 gals. water. A % gal. spray 
rinse and two 142 minute power rinses each using 1/% 
gals. water. ‘The drying period lasts 16 minutes 

Impeller in bottom of washer is surrounded by a 1000 
watt element. Both are protected by a wire guard Ele 


GENERAL ELECTRIC’s current automatic dishwashers 


are of the under-counter, drawer-type. The top-loading, 
well-type tub and mechanism assembly is mounted on 
a ball-bearing roller extension slide. It rolls out from 
under counter for easy loading and unloading. 

New synchronous cycle-timing control mechanism, 
operated by a fingertip dial, makes it possible to repeat, 
skip or interrupt any stage in automatic cycle. It permits 
double washing of heavy soiled pots and pans, or fast 
washing of lightly soiled glasses. It also permits rinsing 
dishes only, without use of detergent, for once-a-day 
dishwashing. A 750-watt Calrod element, which sur- 
rounds the impeller helps maintain water temperatures 
during wash and rinse periods and provides heat for the 
drying cycle. This unit can also be used separately for 
preheating plates for serving hot food. Fingertip dial 
rotates as dishwasher proceeds through automatic opera 
tion. When cycle is interrupted and later restarted, the 
machine continues from exact moment of cycle inter 
ruption. 

Red indicator light above dial glows when machine is 
in operation and goes out when cycle is completed 

Complete cycle takes approximately 45 minutes from 
“start” when motor and Calrod unit are turned on and 
water standing in supply lines is flushed out. It includes 
two 45-second power pre-rinses, a 5% minute wash 
period, three 4+5-second rinses and a 282 minute drying 
period. Approximately 7 gals. water is used 

Drawn steel tub, white porcelain-enameled inside and 
out, has two ivory plastisol coated steel wire racks. Lower 


THE JAMES portable, or mobile, automatic dishwasher 


features a magic metering switch that measures 6 quarts 
water for each three fills in the washing cycle then 
automatically turns water off. Where water pressure is 
low, the metering switch automatically waits until wash 
chamber is accurately filled before proceeding 

“Sweep-flow” fluid brush wash action sends a solid 
wall of water through tub 40 times a minute from left 
to right and front to back, scrubbing and brushing the 
dishes in a recirculating process 

A total of 44 gals. water is used in each 94 min. oper- 
ition. A micro-filter screen filters out food particles 
An automatic back-flush prevents clogging 

Wash cycle includes an overhead top-spray fill, a 
4-min. “Sweep-flow” wash, an overhead rinse, a second 
“Sweep-flow” 3-min. wash and an overhead spray rinse 

On the James Premiere models an additional preset 
Sterile-Dry-Cycle switch is available. The Sterile-Dry 
Cycle provides an added 24 min. power rinse. After 
the third overhead spray rinse the wash well is filled 
and an electric heater heats water to 200 degs., when a 
sterilizing cloud of steam spills over dishes “Sweep- 
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ment turns on at the start of the cycle and holds water 
temperatures during wash and power rinse. During dry 
cycle fresh air is drawn into tub over the heating ele 
ment by the impeller, It is fanned over dishes and out 
i vent located in center of backsplash. 

Unit may be used separately as a plate warmer by 
turning control dial to “dry” setting. Cycle can be inter 
rupted without losing wash solution, and picks up where 
it left off. It is alsu possible to rinse dishes without going 
through wash cycle. 

Detergent cup is embossed in inner panel of door 

Has a capacity of serving six people. 

Acid resistant titanium porcelain enamel tub, 

Available in three units. A 24-in, free standing model 
with porcelain work surface. A combination dishwasher 
sink, 48-in. wide has the dishwasher on the left side. 
Single-bowl sink has finger-tip faucet rinse and spray 
assembly. An under-counter, 24-in. model is also avail 
able without top for installation under a continuous 
work surface 


rack holds large items such as dinner plates, platters, pots; 
upper tray holds cups, saucers, small plates. A removable 
glassware tray fits in center of upper tray and a silverware 
basket fits in center of lower tray. 

Detergent cup, suitable for powdered or liquid deter- 
gent, is located inside tub at top front, and releases 
detergent automatically during the 5% minute wash 
period. 

A gasket fitted at top assures water-tight, cover-seal 
during operation. A molded phenolic 2-bladed impeller 
in tub bottom provides pulsating water action. Impeller 
is surrounded by a metering band which allows a uni- 
form water flow of 1.6 gal. per minute, or about 9 pints 
during each 45-second fill period. 

A control-timer unit with cam-operated switches con 
trols the main-drive 4% h.p. motor, water-inlet valve and 
drain pump. Unit includes a safety water-level switch 
which automatically shuts off power to motor and inlet 
valve should valve fail to close. At the same time, it 
energizes the drain pump, which empties water from 
dishwasher into drain system, 

Available in two models: UC-120, a 24-in. under- 
counter model, which can be installed under new or 
existing counter tops. A porcelain top is also available 
to make the UC-120 a free-standing model. 

SE-120, combined with a sink is 48-in. wide, has 
handy storage space and door towel rack under sink, an 
improved one-control faucet, and drain opening to 
accommodate a disposer. Acid-resistant porcelain sink 
and work surface. 


flow” starts up again and the dishes receive a 24-min, 
final power rinse in the 200 deg. water. Sterile-Dry 
Cycle adds from 10 to 20 minutes to the washing cycle. 

Lid automatically opens after last rinse for drying 

Stainless steel, insulated wash well holds service for 
6 to 8. A heat resistant, 7/32 in. plate glass top serves 
as a work surface 

Four dish racks include a bottom tray that straddles 
the “Sweep-flow” unit, and is divided near the middle 
one side for large plates, the other for small ones. A 
removable rack extends down the middle. Two flat 
racks rest on the upper sides of the tub. These racks 
fold out of the way or can be removed 

Silver is placed in two special places in bottom rack. 

Detergent is sprinkled over dishes and tub bottom. 

Two hoses, one for fill and one for drain together 
with a faucet adapter are supplied 

Available in two models Deluxe and Premiere 

Premiere has special aerator-type faucet connection 

Cycle can be manually interrupted. Automatically adds 
Calgon water softener to final rinse. 
Units can also be permanently installed 
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HOTPOINT. Outstanding feature of the 1953 Hotpoint 
automatic dishwasher line is a dual detergent dispenser 
that automatically dispenses correct amount of detergent 
into the two separate wash waters included in automatic 
cycle. 

Dispenser is controlled by gravity weight of water 
circulated in tub by impeller. Recessed in lower right 
hand corner of door, the dispenser is divided into two 
sections. Detergent is equally divided between the sec 
tions. Cover of dispenser is really two small tanks, open 
at top. One tank covers right section, and is swung in 
vertical position when detergent is added, then tipped 
back so that it covers the right section. The tank cover 
ing this part of dispenser has a small hole in bottom. 
During first wash the detergent in the uncovered left 
section is used. At the same time water from dishwasher 
fills both sides of cover, but slowly drains from hole 
on tank covering the right section. The half without the 
hole becomes water heavy and swings to a vertical 
position exposing right section exactly at time when 
water for second wash enters dishwasher. 

Other improvements included in the new line are a 
“phantom drain” that completely eliminates special 
valves and drain water controls; Roll-R-Racks that roll 
out over the door, independently of each other for easy 
loading. Each has white plastic coating. The upper rack 
may be reversed end for end to accommodate extra large 
plates and tall glasses, A removable silverplate basket 

plastic interior) fits either front corner of lower rack. 

A gasketless front opening door has an interlocking 
switch that interrupts the cycle when door is opened. 
Cycle will be resumed where left off when door is closed 
on all QOuiKonect models. On the MC-18, 19, 20 and 
21 models water will drain from tub when door is opened 
and it is necessary to advance control to “‘off” and start 
dishwasher again. 

A new food screen around water impeller prevents 
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CORY’s Matic Maid dishwasher is portable. It fits 
on the drainboard of any sink and weighs 25 Ibs. 

Two racks hold a service for four, or 61 pieces of 
china, glass and silver 

Wash and rinse is manually controlled. After deter- 
gent has been sprinkled on dishes the cover is placed 
over dishes. Motor shaft in cover is placed in contact 
with shaft of pump in tub and handles are matches up 
for proper cover fit. Hot water is run into tub until water 
level is at center of the water gauge. Motor is turned on 
and after a 5 minute wash the drain valve is opened to 
allow used water to run into sink. With drain open hot 
water is turned on again to permit hot, clean water to 
flush loose particles out of machine. After closing drain 
the machine is refilled with hot water rinse. After a 
5 minute rinse the motor is again turned off, drain 
opened and cover lifted off to permit dishes to air dry. 

l'wo hoses — one for fill and one for drain. 

Rubber fill hose is designed to fit on most faucets. 


CRIBBEN & SEXTON’s Universal “dishwasher-in-a 
range” incorporates the James Mobile automatic dish 
washer unit, (described more fully under James in this 
article) in a Universal gas range, without sacrificing 
floor or counter space 

Features of the dishwasher include portability, Sweep 
Flow wash action, water softener automatically added 
to final rinse, radiant heat drying, over 100 piece capac 
ity and stainless steel interior. ‘Two hoses attach to any 
hot water faucet, sink or drain 

Range features include an electric automatic clock 
with separate 4-hour timer, smoke-proof broiler pan and 
grid, Charco-grilled radiant screen for broiling, auto- 
matic gas ignition for oven and broiler, simmer-save 
burners, interior oven light, fluorescent lamp with fiuted 
glass shade and Fiberglas insulation. 
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recirculation of food particles and speeds up draining. 

Top rotary spray washes much of food soil down the 
drain before actual washing begins. This spray clears 
pipes of cold water and warms dishes in tub to have 
correct water temperature for wash and rinse cycles 

Bakelite impeller, centered in bottom of tub is de 
signed with two sets of blades. One set provides proper 
water distribution for best washability. When motor 
starts it rotates impeller at 1725 rpm, so that water is 
picked up from bottom of tub and cascaded up, around 
and into the dishes. Second set of blades provides forced 
air circulation during drying cycle. 

Water baffle underneath plate rack directs water to 
glasses, cups and saucers above and provides good wash 
ing action. 

An 825-watt Calrod unit surrounds impeller. Main- 
tains water temperature during wash and rinse periods 
and provides heat for drying period. May be used sepa 
rately for warming dishes, before serving. 

Washes up to 66 pieces of china plus silver service 
for eight 

Automatic dishwashing cycle takes approximately 50 
min, and uses a total of eight gals. of water. Operation 
cycle includes a 45-second spray, two 5-min. washes 
using 6 qts. water each time, and two one-minute rinses 
each in 6 qts. of water. After water drains out a 30 min 
ute drying period includes 20-minutes when impeller 
acting as fan circulates warm air radiated from Calrod 
unit. Final 10 minutes is drying with heat only. The 
drying cycle may be omitted, if desired 

The tub is finished in acid-and-stain r 
lain enamel; the motor a % h.p. motor 

Line includes four 48-in. combination two 27 
in. free-standing, and two 27-in. under-c models 
for standard plumbing connections or with pump 
(QuiKonect). Sink models have high backsplasher, 
Wonderflo faucet, and provision for garbage 
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UNIVERSAL’S 1953 Uni-Matic dishwashers are top 


opening and top loading. They feature a built-in electric 
hot water tank with 2-gal. capacity. A 1250-watt immer 
sion type unit thermostatically holds water temperature 
it 180 degs. F. for washing and rinsing. 

A plastic impeller provides a whirl-scrub wash and 
rinse action, and forces air over dishes during the drying 
period. 

Washing cycle consists of one wash and one rinse. 142 
gals. 180 deg. water is used for washing. Another 142 
gals. is used for rinsing. A total of 3 gals. water is con- 
sumed in a complete cycle, which lasts 30 minutes. The 
cycle can be reduced by turning dial on backsplash 
lock Wl 

An illuminated crystal on dial plate indicates when 
hine is in operation. Safety lid lock prevents lid 


Thiae 


WESTINGHOUSE 1953 line of 


dishw ishers ar 


Roll-Out WashWell 
of the front opening, top loading type 
The WashWell slides in and out like a drawer for easy 
top loading, at the 
work-surtace, 


same time maintaiming unbroken 
rhe line includes three models requiring installation 
plus a new portable 

Single operating control on front of tub is protected 
by a chrome visor-type cover. Control opens dishwasher, 
sets automatic timer in operation. Timer controls flow of 
water, operation of impeller, drain pump and Corox 
heating unit, and automatically shuts off when cycle is 
completed. 

Automatic four-part cycle includes a spray rinse to 
flush cold water from pipes and remove food particles 
from dishes, a five minute wash period during which 
detergent is dissolved and dishes are washed in 7 qts 
water; and two power rinses using 7 qts. water each 
Impeller stops during drain out after each period. Total 
wash and rinse time takes approximately 1442 minutes. 
After second rinse a 950-watt Corox element comes on 
for a 2242 minute drying period, during which heat from 
element is circulated around dishes by impeller. Signal 
light glows when element is on 


\ total of 7 gals. water is used for each complete 
cycle, which takes about 37 minutes. Holds complete 
service for eight 
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KITCHEN AID’s 1953 automatic dishwasher line fea- 


tures a front opening, front loading, drawer-type ma- 
chine with independent sliding racks. 

Employs the Hobart revolving wash and rinse action, 
which consists of a revolving wash arm with 6 jet open- 
ings. The two openings located at each end of the arm 
are set at an angle so that the water surging from the 
openings Causes the arm to revolve at approximately 60 
rpms. The other four openings are set horizontally and 
cause an overlap of the fan-shaped water pattern which 
provides a solid wall of working water. 

Wash and rinse water is contained in a 2% gal. sump. 
The water level of the sump is below level of front 
opening door, eliminating possibility of leakage through 
door. 

The pump, built as an integral part of the motor, 
forces the 2¥3 gal. wash water from the sump through 
the wash arm at the rate of 40 gals. a minute for a five 
minute wash, At the end of the wash cycle water is 
automatically drained out of wash chamber and sump. 
Sump is automatically refilled, and another 2% gal. of 
water is pumped through revolving wash arm for the 
first one minute rinse. After a second one minute rinse, 
in 1000-watt heating element outside wash chamber 
ind a small blower fan turns on automatically. Complete 
wash and rinse cycle takes 112 minutes. Automatic dry- 
ing takes 2342 minutes, A total of 7 gals. water is used 
for one complete washing period. Machine holds service 
for from six to eight peopl 


ELECTRICAL MERCHANDISING—JULY, 









from being opened during the wash and rinse cycle. Lid 
opens automatically at the beginning of the dry cycle. 
A button on control panel controls lid opening when ma- 
chine is not in operation. 

Self-cleaning tub has no screens or strainers to clean, 
Instantaneous drain valve, and a flush drain action pre- 
vents food particles from being deposited in tub. 

Holds a complete service for from six to eight. Ke- 
movable white vinyl covered racks. Lower rack holds 
large plates, platters, etc., upper rack holds cups, glasses 
and small pieces. 

Detergent is poured in center of impeller. 

Available in two models, a 24-in. free standing model, 
and a 48-in. combination dishwasher-sink with porcelain 
enamel sink, chromeplated swinging spout and provision 
for a garbage disposer. 


Washing and rinsing action is controlled by impeller 
with two die-cast aluminum blades. Impeller has 1/6 h.p. 
1725 rpm motor. Blades are pitched to spray water 
vigorously and evenly. Circular water diverter above im 
peller directs part of water to top rack. Centrifugal type 
drain pump with Neoprene blades has ¥3 h.p. motor. 
Single drain connection, easy to install. 

Top and bottom dish racks and silver basket covered 
with Plastisol. Wire mesh detergent cup. Top rack holds 
cups, saucers, glasses and stemware up to 7 im. tall. Bot 
tom rack is loaded by removing center section of top 
rack, Plates 11-in. diam., and large pots fit on this rack 

Tub and counter work surface of heavy gauge steel 
with acid resistant porcelain enamel 

Models include a 48-in. dishwasher-sink combination, 
a 24-in. free standing cabinet model, and a 24-in. under 
counter model for installation under existing counters. 

Portable model is exactly the same as the installed 
models except that it has hose connections to faucet 
and an electric cord stored in back. Free swinging casters 
with hard composition rollers make it easy to swing to 
sink for washing and roll out of the way when not in use 
It is also easily converted into a permanently installed 
model, by removing casters and making a few minor 
changes 

All models have white Dulux cabinet with new bowed 
front panel design. 
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Interlocking switch on door prevents machine from 
starting until door handle is in “locked’’ position. Cycle 
can be interrupted and action suspended to add a for- 
gotten item. Cycle automatically resumes at point where 
it was interrupted. Jewelled light glows when machine 
is in operation. 

Plates can be warmed independently by pressing switch 
and advancing manual control knob to “dry or plate 
warmer” position and closing door. 

The auxiliary manual control revolves slowly during 
operation. Calibrated dial indicator on manual control 
shows progress of operation at all times, Drying time 
can be increased or decreased by turning knob of 
manual control. 

Chromeplated racks, upper and lower, glide in and 
out independently for loading, and it’s not necessary to 
remove either rack or any part thereof to load machine. 
Upper rack is adjustable to two positions, Also included 
is a separate, removable, three-section silver basket. 

Detergent is sprinkled on inside surface of door. 

Self cleaning, strainer wash action screens food parti 
cles from wash water and washes them down drain at 
end of wash period. 

Available in two 24-in. units, KD-20 free standing 
model with porcelain enameled top and backsplash and 
KD-10, built-in model for under counter installation in 
existing cabinets. 

A 48-in. dishwasher-sink combination No. KD-30 is 


also available. 
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DISHWASHERS 








DETERGENTS 


Made Modern Dishwashers Possible 


After years of research they've been developed to the point where they both 


remove soil and prevent the formation of curds and film, but it is still important 


that dealers and their customers know 


and under varying local conditions 


HILE today’s electric dish 

VW washer has reached a high de 

gree of mechanical perfection 
in doing a job of removing food soil 
and bacteria from dishes, glassware and 
silverware, the dishwasher can do this 
job satisfactorily only when aided b 
two important ingredients—an efficient 
detergent and an adequat 
hot soft water. 

Two types of forces ar 
move soil in the automati 
(1) the mechanical force 
hot water against all surfac« 
the dishwasher with terrific impact 
this does the major soil removal job 
and (2) the phiysical-chemical action of 
a good non-sudsing detergent which 
hastens penetration and softening of 
dried-on foods, dissolves greases, and 
suspends both grease and food parti 


supply of 


used to re 
dishwasher 
which swirls 
; within 


cles into an emulsion which can be 
easily washed down the drain after the 


wash cycle. The efficient detergent 


Comparative Hard Water 


will also tie-up hard minerals (calcium 
ind magnesium), 

Finally, to insure sparkling clean ta 
bleware, free from film or discolora 
tion, an adequate supply of soft water 
it tub temperature of from 140 to 160 
I’. is needed. 


Early Detergents 


\ great deal of early dissatisfaction 
with automati can be 
traced to the fact that early detergents 


used in 


dishwashers 


dishwashing machines were 
alkalis trisodium 
phosphate, sodium silicate or sodium 
irbonate. Although these simple al 
kalis showed reasonably good soil re 
moval, they tended to form insoluble 
calcium or magnesium curds, even in 
moderately hard water. This resulted 
in a gradual accumulation of unsightly 
film on the machine as well as on the 
glasses and dishes. 

One of the original detergents used 


imple such as 


Areas of the United States 





NEARLY 85 PERCENT of the U. S. has water of over three grains hardness— 
is too hard for efficient household usage. 


which, without benefit of treatment, 
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which ones work best in what machines 


in household dishwashers was Soilax 
made by Economics Laboratory, Inc., 
St. Paul, Minn. It was adopted as a 
standard detergent for household dish 
washing by Walker Dishwasher Co. in 
1925. Conover and other companies 
soon followed. Soilax was originally a 
commercial dishwasher compound sold 
to restaurants, hospitals and institu 
tions starting in 1923. 

In 1932, when the industrial 
chemical Calgon (a water softener or 
conditioner) made by Calgon Inc., 
Pittsburgh, Pa., attracted the attention 
of the dishwasher industry, Dr. R. E. 
Hall, inventor, was approached by a 
group seeking a solution to the prob 
lem of sticky film which formed on 
glasses and dishes in hard water areas. 
A fellowship to study this problem was 
set up by Calgon, Inc., at the Mellon 
Institute, under Dr. Hall’s guidance, 
and two years later, in 1934, a new 
kind of detergent, a low-foaming pow- 
der, designed especially for automatic 
dishwashing, called Calgonite, was 
conceived. Sodium hexametaphos- 
phate (Calgon) was mixed with the 
simple alkalis to tie-up the hard min- 
erals, (calcium and magnesium) pre 
venting curds and precipitates from 
forming in hard waters. 

For some years thereafter Calgonite 
was the standard detergent recom- 
mended for home dishwashing ma 
chines. 

During these years continuous re- 
search resulted in improvements and 
refinements in the original Calgonite 


new 


formula, resulting in greater deter 
gency, lessened corrosiveness, and 
greater safety to overglaze china 


decorations. 

Research in other laboratories was 
also being carried on. At Economic 
Laboratory, research resulted in the use 
of a new water conditioning agent 
called sodium tripolyphosphate which 
prevented film formation in hard wa- 
ter and gave excellent detergency. It 
also gave a non-caking product. This 


JULY, 


packaged product was marketed for 
home dishwashers starting in 1937 
under the name Super Soilax Heavy 
Duty. An improved formula was in- 
troduced in 1946 and the product was 
renamed Electrasol. 

Chat, a liquid synthetic introduced 
by Antara Chemicals Div. of General 
Aniline & Film Corp. in 1945, is a 
radically different formula from the 
polyphosphate-alkali mixtures, Calgo- 
nite and Electrasol. Chat is the re- 
sult of research conducted at General 
Aniline & Film Corp., Easton, Penna. 
Ihe objective of the research was to 
find if possible a better corrective to 
filming caused by the redepositing of 
soil from wash and rinse waters. The 
basic ingredient in Chat is a synthetic, 
Igepon CN-42, a low-foaming organic 
agent that acts on the surfaces of the 
tableware. In some water areas Chat 
promotes fast drainage of water from 
dishes and glasses, and cuts down wa- 
ter spotting, and redepositing of soil. 

“All,” recommended by several 
manufacturers for use in their ma- 
chines is made by Detergents, Inc., 
Columbus, O. It is a highly regarded 
non-sudsing detergent for automatic 
laundry machines. It has considerable 
acceptance for home dishwashers. In 
the instruction booklets of four of 
the leading dishwasher manufactur- 
ers “All” is recommended for use in 
their machines. 

Calgonite and Electrasol are recom- 
mended by eight of the twelve auto 
matic dishwasher makers in the field 
today. (The other four name no par 
ticular detergent brand.) The newer 
Chat is gaining in acceptance, with 
ibout six dishwasher makers listing it 
long with Calgonite and Electrasol in 
their recommendations. 


What's New in Detergents 


Latest developments in dishwasher 
detergents are the chlorinated formu- 
lations such as Finish and Thanx. 

(Continued on page 124) 
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DISHWASHER SALES, 


1947-1952 


(Motor Driven) 





Number Sold Average Price 


Year Retail Value 
1952 175,000* * $300 $52,500,000 
1951 260,000 300 78,000,000 
1950 230,000 290 66,700,000 
1949 160,000 275 44,000,000 
1948 225,000 275 61,875,000 
1947 120,000 250 30,000,000 
** Revised 


SALES OF ELECTRIC DISHWASHERS, 1951-1952 


(in monthly percentages) 





Manufacturers Retail 
1951 1952 1951 1952 

January (2) 10.41% (2) 11.04% (7): 8.95% = (12) 6.05% 
February (4) 9.88 (7) 6.94 (2) 10.49 (11) 6.18 
March (1) 14.84 (11) 6.16 (3) 10.45 (9) 7.88 
April (3) 10.20 (6) 6.95 (5) 9.08 (8) 8.07 
May (6) 9.53 (12) 6.08 (9) 6.64 (7) 820 
June (7) 9.46 (10) 6.29 (11) (5.39 (10) 7.43 
july * (10) 5.44 (1) 12.07 (12) 4.90 (1) 11.04 
August (12) 3.26 (3) 10.88 (10) 6.19 (6) 8.21 
September (9) 5.45 (4) 10.47 (8) 7.44 (3) 9.65 
October (5) 9.80 (5) 9.65 (1) 11.68 (2) 9.83 
November (8) 7.05 (8) 6.87 (4) 9.72 (4) 8.73 
December (11) 4.68 (9) 6.60 (6) 9.07 (5) 8.73 

Total 100%, 100%, 100%, 100%, 


(Prepared by Electrical Merchandising from unit figures compiled by the National Elec- 


trical Manufacturers Association) 


The Market Is Unlimited 


Changes in income levels and living habits since 
the war show that people have the money to buy 
dishwashers and a desire for the service they per- 
form. What's needed is education and a sales job 


ESPITE all enthusiastic and 
D promotional protestations to 
the contrary, the dishwasher 
has not yet arrived as an appliance 
which most women want. A satura- 
tion of three percent and sales which 
have never exceeded 260,000 in a 
ire ample evidence that 
have not been convinced 
that the dishwasher, in terms of labor 
and time saving, is worth what it costs. 
Thousands of women who, eco 
nomically at least, are good dish- 
washer prospects mistakenly believe 
that you have to rinse dishes before 
you can put them in a dishwasher, 
that they have to be laboriously and 
carefully placed just so, that a dish- 


ingle year 
housewives 
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washer will not remove congealed fats 
or clean pots and pans, that, in effect, 
it is just as easy to do the dishes’ by 
hand. No wonder, then, that although 
housewives in a Hotpoint survey put 
dishwashing at the head of the list 
of disagreeable jobs, the machine that 
will do the job for them is only fifth 
on their list of preferred appliances 
The fault, of course, is not all with 
the housewife. Up until recently the 
burden of education rested on too 
few manufacturers. Alone, and with 
dishwasher promotion budgets that 
were small in comparison to their out- 
lays for bread-winning products like 
refrigerators, they could not hope to 
(Continued on next page) 


1953 


Maine 

New Hampshire 
Vermont 
Massachusetts 
Rhode Island 
Connecticut 


New England 


New York 
New Jersey 
Pennsylvania 
Mid. Atlantic 


Ohio 

Indiana 
Ilinois 
Michigan 
Wisconsin 

E. N. Central 
Minnesota 
lowa 

Missouri 

North Dakota 
South Dakota 
Nebraska 
Kansas 

W. N. Central 
Delaware 
Maryland 


ESTIMATED 1952 DISHWASHER SALES BY STATES 


Compared with State Breakdown cf Wired Homes and U.S. National Income 









1952 Dishwasher Wired National Dishwasher Sales 


Units 


663 
425 
136 
3,791 
544 
3,366 


8,925 


18,819 
8,891 
12,886 
40,596 


10,166 
2,465 
6,868 
5,134 
1,717 

26,350 
2,499 
1,853 
6,443 

357 

255 
1,156 
1,037 
13,600 
459 
1,343 


District of Columbia 6,035 


Virginia 

West Virginia 
North Carolina 
South Carolina 
Georgia 
Florida 

5. Atlantic 


Kentucky 
Tennessee 
Alabama 
Mississippi 
E. S. Central 
Arkansas 
Louisiana 
Okichoma 
Texas 

W. S. Central 
Montana 
Idaho 
Wyoming 
Colorado 
New Mexico 
Arizona 
Utah 
Nevada 
Mountain 
Washington 
Oregon 
California 
Pacific 


2,380 
1,054 
1,377 
986 
2,907 
3,434 
19,975 


969 
4,029 
1,156 

782 

6,936 


731 
3,043 
2,924 

10,285 
16,983 

561 

612 

204 
2,686 

357 
1,258 
1,292 

476 
7A46 
5,627 
3,400 
20,162 
29,189 


UNITED STATES 170,000 


Sales 


*/, 0.5. 
39% 
25 
08 

2.23 
32 
1.98 


5.25 


11.07 
5.23 
7.58 

23.88 


5.98 
1.45 
4.04 
3.02 
1.01 
15.50 


1.47 
1,09 
3.79 
21 
WS 
68 
61 
8.00 
27 
19 
3.55 
1.40 
62 
41 
58 
171 
2.02 
11.75 


57 
2.37 
68 
Ab 
4.08 
A3 
1.79 
1,72 
6.05 
9.99 
33 
36 
12 
1.58 
21 
JA 
16 
28 
4.38 
3.31 
2.00 
11.86 
17.17 
100%, 
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*/,0tU.S. 


66% 
4S 
u 

3.29 
56 
1.47 
6.70 
10.05 
3.53 
6.79 
20.37 


5.46 
2.82 
$72 
447 
2.46 
20.93 
2.17 
1.80 
2.64 
38 
40 
88 
1.36 
9.63 
24 
1.48 
39 
1.88 
LW. 
2.60 
1.20 
1.94 
1.92 
12.82 


1.67 
1.95 
1.69 
1.05 

6.36 
1.05 
1.54 
1.46 
4.85 

8.90 

40 
A2 
19 
% 
Al 
A? 
AS 
M 

3.40 
1.68 
1.09 
8.12 

10.89 

100%, 


A9% 
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2 
3.33 

53 
1.69 


6.55 


12.54 
3.57 
6.92 

23.03 


5.93 
2.70 
6.81 
4.72 
2.33 
22.49 


1.76 
1.61 
2.53 
35 
43 
82 
1,17 
8.67 
2 
1,55 
93 
1.65 
93 
1.75 
89 
1,63 
1.59 
11,21 


1,30 
1,50 
19 
I 
4.71 


I 
1.30 
1.13 
5.05 

8.21 
43 
33 
a 
93 
39 
5 
39 
aT 

3.35 
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Compiled by Market Analysis Department, ELECTRICAL MERCHANDISING, from Dota 
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correct all the misconceptions and the 
holdover prejudices 


New Forces At Work 


But the situation is different today 

‘in this and in many other respects 
Where in 1946 there were, according 
to the Electrical Merchandising Di 
rectory of Manufacturers, eight pro 
ducers of dishwashers, today there are 
fifteen, plus three makers of water 


powered units. Product marketing 


emphasis itself is undergoing changes 
beneficial to the dishwasher. In 1946 
through 1949 and 1950 makers wer 
putting all their available materials 


energy and money in the big demand 
appliances, but today 
same firms, faced with enlarged pro 
ductis aturated markets 
and tougher competition, are looking 
for new fields to conquer 

Added to this 


number and the 


some of these 


Capacity, 


increase in both the 
interest of manu 


facturers are factors working in the 
dishwasher’s favor which were inoper- 
ative or insignificent in the immedi- 
ate post-war years. 

First is the product itself—a vastly 
improved, efficient machine that will 
do the job claimed for it. It will save 
time; it will save work; it will improve 
sanitation; it will wash and (a fact 
often neglected in promotion) dry the 
dishes. In fact, a more accurate nam« 
for today’s machine might be the au 
tomatic dishwasher-dryer 

Second are the changes in American 
economic levels and living habit 
Back in 1935 only 11 percent of thi 
working population had incomes of 
$5,000 or 1951 the figuri 
was 2] percent in dollars of the same 
value). The factory worker who got 
$23.86 a week in 1939 and $43.82 in 
1946 received $67.90 in 1952. 

Look, for a moment, at the chang 
in the ranks of household labor. Just 


more. In 


POST WAR APPLIANCE SALES 








before the war there were 2,078,000 
people in full-time domestic employ- 
ment. By 1950, says the Department 
of Commerce, this had declined to 
1,457,000, a 30 percent drop even 
without considering an increase in the 
number of families. And, in fact, 
many of those who still work as do- 
mestic servants today require the as- 
istance of an electric dishwasher as a 
ondition of employment. The lure of 
better pay in commerce and industry 
which drew all of these people out of 
household jobs has also affected part 
time domestic a result of 
which thousands of women 
formerly used to maid service today 


workers, a 
man 


tace the dirty dishes themselves 
Uh intangible, unmeasurable 
hanges in living habits are all in the 


dishwasher’s favor. Include among 


these the increase in leisure hours and 
the desire for leisure, as evidenced by 


the burgeoning icceptance of other 
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975,000 
950,000 


962,000 
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labor-saving and comfort-making ap- 
pliances and the interest in easy-to- 
clean housing. 


More Homes, More Markets 


The doubling-up and crowding 
which kept many families out of the 
appliance market in the early post-wa1 
years is fast being eliminated in a 
home building rush that started with 
the construction of 590,000 one-fam 
ily, non-farm homes in 1946, jumped 
to 740,200 in 1947, 766,600 in 1948, 
794,300 in 1949, 1,154,100 in 1950, 
900,100 in 1951, and 942,500 in 
1952—a total of 5,891,800 new homes 
in seven years. 

Yet dishwashers are in only 1,253, 
000 out of 42,306,600 wired homes. 

Obviously, for the dishwasher in 
dustry the days of greatest sales lie 
ahead. Moreover, industry interest 
and optimism, an example of whicli is 
Hotpoint president John Sharp’s pre- 
diction of 600,000 units a year by 
1960, almost guarantee that the day 
of wide acceptance is not far off. 

I'o realize this goal, some of the 
patterns of dishwasher sales will have 
to change, but the patterns of the past 
are the only criteria in planning for 
the future. 

Such a pattern is the fact, turned 
up by Hotpoint research, that most 
present di hwasher owners are white 
collar workers—which, in view of the 
appliance’s limited sales and $300 av 
erage price, is completely understand 


able. 
Regional Markets 


According to research by the same 





company, recent sales broke down 
geographically, as follow 
Northeast 37.8% 
Southeast 12.0% 
Southwest : 8.5% 
Midwest 22.4% 
Far West 19.3% 
100.0% 


About 87 percent of its sales, says 
Hotpoint, are made in towns of be- 
tween 2,500 and 50,000 population. 

A further breakdown into sales by 
states for 1952, as compiled by this 
publication, is shown in the table on 
page 85. Here it is clearly evident 
that the Middle Atlantic states (New 
York, New Jersey and Pennsylvania), 
with 23.88 percent of national sales, 
ire a far better market than any other 
area. New York alone accounts for 
11.07 percent of sales, second only to 
California’s 11.86 percent, the biggest 
share of the 17.17 percent scored by 
the Pacific states (Washington, Ore 
gon, California). 

Che third best region was the East 
North Central area (Ohio, Indiana, 
Illinois, Michigan, Wisconsin with 
15.50 percent of the national market. 
Fourth was the West South Central 
rea with 9.99 percent, followed by 
the seven West North Central states 
with 8.0 percent. At the bottom of 
the list are the East South Central 
states (Kentucky, Tennessee, Ala- 
bama, Mississippi) with 4.08 percent 
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—a showing that indicates economic 
factors have, up until now at least, 
outweighed sales efforts In Chat 
tanooga, for example, only 261 units 
were sold in 1952 and in Knoxville 
129 units were sold in 1951 and 75 
in 1952. Fortunately, this situation 
does not obtain throughout the South. 
New Orleans, for example, sold 
1,053 units in just the first ten months 
of 1952 and 1,343 in only nine months 


Sales Versus Potential 


he best regions in terms of quan 
tity are not always the best in relation 
to percentage of wired homes and 
national income. The East North 
Central States, for example, which 
placed third in quantity sales during 
1952 are the poorest market in the 
nation with respect to proportion of 
wired homes and national income. 
(See the table, Estimated 1952 Dish 
washer Sales by States). The East 
South Central region, which is badly 
off in percentage of U.S. sales and 
in sales in proportion to wired homes 
does not do badly at all with respect 
to its share of the national income 
indicating that, despite economic 
handicaps, consumers here want dish- 
washers and dealers are doing a bet- 
ter than average job of selling them. 

The Pacific States, which run sec 
ond to the Middle Atlantic States in 
terms of quantity, lead the race when 
it comes to sales per wired homes and 
in proportion to its share of the na 
tional income. The best individual 
market of all turns out to be the Dis 
trict of Columbia, which, with 3.55 
percent of 1952 U.S. sales, managed 
to sell far above its share of wired 
homes and national income 

\ study of the table will reveal to 
dealers how well their states are doing 
in relation to other states and will 
how in what areas sales are exceeding 
or falling short of the sales effort 
and public acceptance necessary to 


make a good showing 


A Mass Market Appliance 


Despite the low sales attained by 

me areas with relatively small pet 
capita income ind the past impor 
tance of economic factors in dish 
vasher volume, the trend is more and 
more toward mass acceptance 

According to Hotpoint figures for 
1950 (EM, p. 210, Jan. 1951), 73.7 
percent of their dishwasher sales went 
to homes valued at $15,000 and un 
der and 28 percent of total sales were 
made to homes in the very low valu 
ation range of $4,000 to $6,000. 
This in itself is abundant evidence 
that the dishwasher is not a class ap- 
pliance. The hard to face but harder 
to dodge conclusion is that selling just 
has not been intensive enough to 
realize the dishwasher’s potentialitic 


1 


Seasons Don’t Count 


So far, the appliance has not sold in 
volume enough and the postwar years 
have not been “normal” enough to 
reveal pronounced seasonal sales char- 
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HOW LONG DOES IT TAKE TO REACH 1,000,000 SATURATION 


AND THE FIRST 1,000,000 SALES IN ONE YEAR? 
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icteristics. A pre-war average drawn 
by Hotpoint shows sales highest in 
the first three months of the year, 
going from about nine percent of the 
innual total in January to 11 percent 
in February and 12 percent in March, 
declining steadily to about 7.5 per- 
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cent in May, spurting upward to nine 
percent in June and then proceeding 
on a course of minor ups and downs 
until rising to approximately eight 
percent in December. 

In 1951 and 1952, according to this 
magazine’s statistics, there is very lit- 


tle correlation. For example, manufac- 
turers’ sales hit a high in March of 
1951 with 14.84 percent, but in 1952 
their big month was July with 12.07 
percent and March was the second 
worst month in the year with 6.16 
(Continued on page 134) 
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Special Report to the Trade... 








DISHWASHERS 





ere’s How to Demonstrate Dishwashers 


Every brand of dishwasher has some competitive features that can be demon- 


strated effectively, not only to sell that brand, but also to build acceptance 


for dishwashers in general. Here dealers demonstrate eight different makes 


of the brand of dishwasher a 

dealer carries can be a major fac 
tor in his building a profitable volume 
in this still relatively untouched mar- 
ket, a survey of eight successful dish 
washer-selling appliance dealers in the 
metropolitan Oakland, California mar 
ket area indicates. 

Any check on dishwasher owners 
shows that the biggest decision made 
by the family was to buy a dishwasher, 
with the decision on brand definitely 
secondary. So the dealer and tHe 
salesman who learn the well organized 
product story prepared by the dish 
washer manufacturers and’ brought to 


Sci the the es yore features 


them by their distributor organization, 
and then use the presentation of 
their brand’s competitive features to 
add drama to their demonstrations 
greatly increase their chances for sales. 
Obviously, such use of the competi- 
tive features holds the prospects at- 
tention to that particular brand and 
to that dealer, but there is the other 
atid more fundamental reason 
Dishwashers need a “punch’’ to 
break down the very strong resistance 
that has kept saturation so low. Every 
dealer reader will recognize that more 
often than he meets resistance to his 
brand of dishwasher, he meets some 
of the following objections to dish 


washers as a product: (1) The dish- 
washer is as much work as doing the 
job by hand; (2) They don’t get the 
dishes really clean; (3) There isn’t 
room for it in my kitchen; (4) It 
won't hold all the family dishes; (5) 
rhere’s still the pots and pans to be 
done by hand, etc. 

Every dealer in dishwashers has, in 
a dramatic presentation of the com 
petitive features of his brand, a chance 
to break down each objection—a 
chance to make each point of resist- 
ance become a sound reason why the 
prospect should have a dishwasher in- 
stead of continuing hand washing. 
How it can be done on the sales floor 


Superior Home Supply Talks Youngstown 


— Home ed Co., 


Francisco and Oa 


with stores in San 
land, is a “kitchen and re 
modeling merchandising contractor”. 


ticular 
Owners 


tising, wegen and selling. ‘Television in par- 
1as proven to be an effective producer of 


leads for kitchen remodeling. “The visual pres- 


is seen in the following photostory 
in which these eight successful Oak- 
land, Calif. dealers show how they 
present several of the competitive fea- 
tures of the brands they carry, as part 
of their selling program. The com 
petitive features demonstrated for 
E.ecrricaL MERCHANDISING by these 
dealers in some cases represent a few 
of the major sales points of the manu 
facturers, some features are not ex 
clusive to the brand, other points 
are those developed by the dealers 
through personal experience and suc 
cess—but all are sound presentations 
in salesmen’s language, designed to 
make the prospect want a dishwasher 


they've decided to do it and decided on the con- 
tractor to hire. 
Superior sells about 50 automatic dishwashers 


Herman and Joe Slausky say that extra emphasis 
should be put on the word “merchandising”, and 
there seems to be considerable justification for 
their attitude. Superior handles about 175 com 
plete kitchen remodeling jobs a year, and to get 
that business it utilizes every medium of adver- 


entation of what we can do to make modern ef- 
ficient kitchens exist in homes that are sometimes 
as old as 75 years, gets excellent acceptance,” says 
Joes Slausky, “but one must learn to wait for re- 
sults because it takes people a long time before 
going ahead with a remodeling job even after 


a year—averaging one for every 34 remodeling 
jobs. How that concern’s Oakland sales manager, 
Nat Ranzer presents the competitive points of the 
Youngstown automatic dishwasher, and ties it in 
with the prospects interest in kitchen remodeling 
is seen here. 





This is the “jet tower’ that you get only in a Youngstown automatic ? You know that really clean dishwashing needs plenty of hot water, and 
« dishwasher—it has 64 openings that send out fast streams of water right * you are certain of it with a Youngstown. Here in this 2% gal. tank the 
against your dishes like this, knocking off every particle of food, Nat Ranzer, water is boosted to 180-deg. for both washing and rinsing—and this 


sales manager of Superior Home Supply, Oakland, shows a prospect. 
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Youngstown Jet Tower dishwasher uses only 7 gals. of water. 
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1 Left hand loading of the dishwasher in the 

* Crosley sink combination is a competitive feature 
you should emphasize, says salesman Jack Hightower 
of distributor, California Electric Supply Co., as he 
briefs owner Drummond and economist Barbara Rae 
at Drummond's, Oakland 


Drummond's 
Shows Crosley 


QO" of the most active merchandisers of appli- 
ances in northern California is Drum- 
Oakland. Heavy user of newspaper 
idvertising, it also uses more television time than 
probably any other independent dealer in the 
area, 


mond 9, 


But, logically enough, it’s biggest success in 
merchandising kitchen appliances is now coming 
from the use of a complete working kitchen man 
iged by a full-time home economist. With Miss 
Barbara Rae, former Crosley west coast home 
economist, in charge of the programs, Drum- 
mond’s carries on a continuous series of cooking 
schools and demonstrations for women’s groups. 

Drummond’s sold nearly 25 automatic dish 
washers in 1952, although the heavy promotion 
on kitchen appliances was not started until late 
in the year. How the competitive points of the 
Crosley automatic dishwasher are brought to 
Drummond’s staff, and how Miss Rae features 
these points to a prospect in the store's complete 
kitchen, is also seen 





2? This revolving rack on the Crosley dishwasher gets 
* all the dishes through the cleaning water—large 
dishes below can‘t keep the water from hitting the 
dishes on top, which might happen if the rack was 
stationary, economist Barbara Rae demonstrates to 
a prospect in Drummond's auditorium kitchen 





Pots and pans? No trouble at all in the Crosley 

* dishwasher, Miss Rae replies to prospect’s doubt 

She shows how the top rack slips out easily to make 

room for the pots and pans directly facing the swirling 
force of the cleaning water. 





3 This special plastic impeller designed by Crosley 
* to give the water a swirling motion makes it hit 
every part of the dishwasher. While it uses only a 
little over 6 gallons of water, the impeller sends this 
water over the dishes at the rate of 50 gallons a 
minute, Miss Rae says 





Perfect control of your dishwashing is yours with 

* a Crosley. Of course, it is completely automatic for 
the full operation, but a Crosley feature here lets 
you reset it anytime, do the dishes over, or skip part 
of the action, as Miss Rae shows the prospect. 
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in only 9Y% minutes the Youngstown automatically does one 


Pane 


: ere Jat owe 


When you buy a Youngstown Jet Tower dishwasher you have something 


Think of it 4 
3. of your nastiest jobs, work that might take you nearly an hour. And e from the world’s largest manufacturers of steel kitchen cabinets, so you 


remember that your hands won’t be soaking in sudsy water any more, says 
Ranzer, who points out that this fast action is important to a family. 
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1953 


‘now that it is built right and designed to fit perfectly into your kitchen, 
Ranzer tells the prospect, using a manufacturer's display sheet. 
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Never forget that the Apex Dish-A-Matic origin 
1. ated the idea of having a built-in electric water 
heater. Tell prospects that it heats the water to 
180-deg., the temperature demanded by law for dish 
washers in restaurants, says salesman Art Ellwein to 
Mike Losser 


manager, and Eddie Parker, salesman 


General Appliance 
Demonstrates Apex 


ne of the best known full line appliance deal- 
O ers in northern California is General Appli 
unce Co., Oakland. There is a majority in the 
industry that believe that for pure functional 
beauty, there is no better looking store on the 
west coast. Owned by John Rigianti, General 
Appliance Co. has the same name but no con 
nection with the equally well known appliance 
operation of Carl Hagestrom across the Bay in 
San Francisco. 

As well as being good looking, the General Ap- 
pliance Co. is a successful merchandiser of appli 
ances~——particularly dishwashers. For some reason, 
this concern does not fit the pattern of dealer 
selling of dishwashers—its biggest market for its 
lines of Apex, Hotpoint and Westinghouse dish- 
washers is neither the tract home nor the r 
modeled home. Manager Mike Losser reports that 
at least 75 percent of the 33 dishwashers a year 
being sold by General Appliance go into new 
homes being built by individuals 
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Feehan Plumbing 
Plugs American 


beautiful new showroom extension that will 
A add about 500 sq. ft. more display space for 
its lines of American Central, Apex, and newly 
cquired full G-E line is about to get underway 
at Feehan Plumbing & Heating Co., in the City 
of Alemeda next door to Oakland. In itself this 
is evidence that Feehan’s is classified well among 
the merchant plumbers. Other evidence is in his 
phone bill—his bill of about $57 for space he uses 
for various listings in the classified directory is 
large for a comparatively small operation. 
Feehan’s market for dishwashers is in both new 
homes for individuals and in remodeling. Tract 
homes are seldom a potential for dishwasher and 
other kitchen equipment, for the plumber as well 
as the appliance dealer seldom can meet the com 
petition of those who concentrate on mass con 
struction projects. But in the individual home 
market, Feehan has a good opportunity and 
makes the most of it—with FHA financing one 
of the biggest advantages. 
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You'll want a dishwasher that’s plenty strong 
x enough to do the big jobs you give it—and that’s 
why the Apex Dish-A-Matic has this giant 8-in. im 
peller and a 3 hp. motor. It'll whirl 1 Y%2 gals. of hot 
water with a force that’ll scrub your dishes really 
clean, salesman Parker explains. 


You get flexibility with the Apex Dish-A-Matic— 

« these baskets for silverware, for example, can be 
loaded on the counter, then placed inside. You can 
use one or two, depending on your needs. And you 
have a choice of where to place the baskets, depend- 
ing on your arrangement of dishes, Parker points out 


| You want your new dishwasher to be easy for 
* you——not a chore. Well, the American Kitchens 
Roto-Tray dishwasher is a cinch to load—l! call it 
“lazy susan loading’’. You just ease the tray around 
and place the dishes in each space . . . says Feehan’s 
salesman and estimator, Charles B. Parr. 


JULY, 


Of course, you want to get the dirt and food par- 

e ticles away quickly and thoroughly—so the Apex 
Dish-A-Matic has a big 8-in. drain right under the 
impeller. In less than 4 seconds every bit of wash 
water and waste drains out—no chance for waste 
to float to the surface or cling to the side. 





Your dishes dry spotless-—-and quickly, too, 
5. in the Apex Dish-A-Matic because during the 
drying cycle the cover opens and the impeller forces 
warm air up over the dishes, like this, picking up the 
moisture and taking it. out of the machine. Then 
when the drying is complete, it shuts itself off 
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? But the rotating tray on the American dishwasher 
e has another and very important use that insures 
your getting clean dishes, says Parr as he spins it 
It carries the top dishes through and out of the areas 
where the powerful streams of water 
blocked by dishes below. 


might be 
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3 There’s a special way the American dishwasher 
«rinses your dishes, says Parr as he indicates how 
first a spray comes down from the top to wash away 
the heavier food particles at the same time it clears 
the line of cold water, and then how the final triple 
rinse prepares the dishes for final drying 





= 


You’ve seen how the American dishwasher washed 

*those dishes, three times cleaner than by hand, 
Parr says after a wet demonstration. He makes use 
of the manufacturer's backdrop to give visual em- 
phasis to each point as he reviews the competitive 
points and ties the value to prospect’s needs 


PERE OPENS. 


NL 


Oh, there’s no problem of big dishes when you 
Dinaes the American Roto-Tray dishwasher, ex 
plains Parr, in answer to prospect’s query on how to 
load large platters. He shows how the top tray slips 
out to leave plenty of room for the largest platter, 
and will follow by loading it with big pots and pans. 
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Wickliffe’s 
Pushes Westinghouse 


beautiful appliance store called “The Electri- 
4 cal Living Shop” in Berkeley, Calif., was 
featured in ELECTRICAL MERCHANDISING several 
years ago as an example of functional arrangement 
of appliances to create an improved selling atmos- 
phere. Since then the store has been purchased 
by W. E. Wickliffe, but the emphasis is still on 
the selling of electrical living. 

Using newspaper advertising to develop leads 
which he and his salesmen follow, he maintains 
a steady business that has sold 12 dishwashers 
each of the past four years. A complete kitchen 
planning service, plus tie-ins with electrical con 
tractor, plumber, and cabinetmaker, enable Wick- 
liffe to sell a kitchen remodeling job as a package. 

Opening off the rear of the sales floor of Wick’s 
Electrical Living Shop is a duplicate of the fa 
mous Westinghouse model kitchen-laundry. As 
the newly arrived 1953 Westinghouse automati 
dishwasher was not yet hooked into the kitchen, 
Wickliffe is seen with a free standing model 





There’s more room in the Westinghouse automatic 

* dishwasher because it is deeper than the sliding 

tray models that must clear the impeller. See how 

dishes can be placed ‘way down around the impeller 

where they are close to the force of the water. 
Dishwasher will handle service for eight 
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] Lots of competitive features on this new Westing- 

* house automatic dishwasher, salesman Bob King, 
right, of WESCO, Oakland, tells W. E. Wickliffe, 
owner of Wick’s Appliances, Berkeley, Calif. Remem 
ber the ‘‘bing bong” points, he says, reminding Wick- 
liffe of a Westinghouse product story contest 











You can have dishes and glassware sparkling clean 

e« Wickliffe indicates to prospect. He has told 

her how the water is heated, how the impeller stops 

during the draining so that all food particles and 

sediment will be drained off, and about the purge 
rinse that leaves dishes spotless. 


1953 


See this front-opening, top loading feature, Wick- 

* liffe tells a prospect. Westinghouse uses this style 
because it is easier for you to load from the top, 
and you can use the work surface at the same time, 
like this. There is no interference with wall cabinets, 
either, and he can illustrate with the. picture above 





This Westinghouse automatic dishwasher is 

* cheaper to put into your home, Wickliffe points out 
as he starts closing. He shows that it is 24-in. wide, 
same as standard base cabinets—that it saves plumb 
ing cost because necessary fittings are supplied, and 
there‘s a pump to permit using the existing trap 
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Fingertip dial control is a new feature on the 
« General Electric automatic dishwasher, says John 
Keane, right, salesman for GESCO, Oakland, to dealer 
Gray Minor as they check over 1953 sink model 
which will go into Minor’s kitchen. The dial rotates, 
Keane explains, telling which part of cycle is on 


Gray Minor 
Competes With G-E 


ne of the most successful independent deal 

O ers im dishwashers in the U. S. is Gray 
Minor, Oakland, California. This man who has 
handled dishwasher selling since he went into 
business in 1935, was top man in the nation for 
General Electric in dishwasher sales in 1937, and 
has won many awards since then 

Consistent direct mail and newspaper adver 
tising aimed at the “better class homes’ of the 
Kast Bay area has built a profitable dishwasher 
business for Gray Minor—mostly in homes where 
the kitchen is being remodeled. Mr, Minor avert 
aged 86 dishwasher sales a year in 1951-52 
and surprisingly, in 1952 four were replacement 
sales putting the latest automatic dishwashers in 
place of ones he had sold in "35, "Sha "39 and 4] 

Being equipped to handle the complete job of 
putting a dishwasher and other kitchen and laun 
dry equipment into the home has given Gray 
Minor the reputation that even some competitors 
admit makes home owners “look to Gray Minor’ 
for kitchen equipment 


Front no-stoop opening of the GE dishwasher 
Zz is demonstrated by Gray Mihor. It opens all the 
way, he points out, and each tray is in easy reach 
for comfortable loading of pots and pans as well 
as dishes and silverware, he demonstrates. And 
your counter space is always ready for use 





The GE automatic dishwasher gives your dishes 
4. three rinses, with water so hot it would burn your 
hands——then it draws in fresh air, heats it and uses 
a fan to blow it around the dishes to dry them 
quickly and thoroughly. That’s why glasses come out 
sparkling clean 


There'll be no chips on your finest dishes, even 
3. if someone is careless in loading or unloading, 
says Minor, as he shows the prospect the value to 
her in having a dishwasher like the GE with vinyl 
plastic coated trays. And they’re noiseless, too. No 
clatter of dishes from the kitchen 





5 This flat front of the GE electric sink will make 
e it match perfectly with the steel cabinets you use 
in remodeling your kitchen— it doesn’t stick out into 
the room, nothing you have to clean around. It is 
certainly going to be a beautiful part of your new 
kitchen, isn’t it? 
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Maxwell's Demonstrates 
Kitchen Aid 


i large retail concern called Maxwell's, with 
4 stores in Oakland-Berkeley, is making an 
intensive and successful effort to get a large per- 
centage of the kitchen business in the East Bay 
market area. In its new store in Berkeley, Max- 
well’s has put in a complete kitchen department 

two working kitchens and a_ hard-working 
kitchen consultant, Robert Whatley 

Backed by years of experience in kitchen plan- 
ning and selling, including operation of his own 
business, Whatley sold 150 complete kitchens in 
1952—and into these kitchens went 60 automatic 
dishwashers. In 1951 he won a GI 
ume in dishwasher sales 

At Maxwell's, Berkeley, a working Kitchen Aid 
automatic dishwasher is installed under the coun- 
ter in a Geneva model kitchen. Cabinets and dish- 
washer front are painted a dark olive-green 

How Whatley sells the competitive features of 
the Kitchen Aid automatic dishwasher in this 
model kitchen area, is seen in these photos. 


iward for vol- 
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] This revolving wash arm on the Kitchen Aid 
* dishwasher creates a vertical wall of water—just 
like that used in Hobart’s commercial dishwashers— 
that will strip and scrub your dishes and glassware, 
a prospect always hears from Robert Whatley, kitchen 
consultant for Maxwell's, Berkeley 


JULY, 





With a Kitchen Aid you won’t have to pre-rinse 
- your dishes, Whatley points out as he shows the 
prospect the exclusive self-cleaning strainer which 
catches all food particles and keeps them from being 
thrown back on the dishes. Waste caught by strainer 
is washed down the drain at the end of wash period 
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The adjustable front rack loading feature of the 

« Kitchen Aid makes it a cinch to load. Both racks 

roll out—not lift out! And the top rack can be 

lowered to take your tallest glasses, Whatley illus- 

trates as he shows the Kitchen Aid’s ability to handle 
all the tableware used for 6 to 8 persons. 


Grand Appliance 
Sells Hotpoint 


Year Lake Merritt in the center of Oakland, 
N“ 


alifornia, is a dealer, Grand Appliance 


Co., which has built a far above average volume 
in dishwasher sales—selling more than 40 dish- 
washers a year in an area where sales average 


3 per dealer. 

Biggest market for Grand Appliance Co., says 
owner Fred Volz, is in the remodeling of “‘upper 
middle class homes” owned by customers who 
have patronized Grand Appliance for many years. 
In addition to this market, Volz has built dish- 
washer business through use of direct mail. 

\ big feature in closing sales for the Hotpoint, 
G-E, Kitchen-Aid, and Westinghouse dishwash- 
ers handled by Grand Appliance has been the 
salesmen’s ability to quote an installed price. 
With a contact that gets electrical and plumbing 
contractor working with him, in this normally 
difficult market, Volz has been able to close con 
tracts with customers who might have been 
shocked into objection if they heard the instal 
lation price from an outside contractor. 





Now—this ‘dual detergent dispenser’’ is a simple 
*set of plastic cups that are actuated by the water, 
and what a whale of a Hotpoint sales punch it gives 
you. Show a prospect that the Hotpoint automatic not 
only gives her dishes two fresh hot water washes, but 
automatically puts detergent in each wash 
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The finest china won't be injured in the Kitchen 

« Aid dishwasher, Whatley emphasizes during the 
wet demonstration. He points out where fresh air is 
brought in below the door during the drying cycle, 
how it is heated, picks up the moisture from the dishes 
and is fan-exhausted from top vent to prevent filming. 





The 1953 Hotpoint automatic dishwasher has 3 
1. special new features and you can get a lot of 
attention to them by using this streamer, advises 
Graybar salesman Howard Reinheimer, right, as he 
briefs Fred Volz, owner, and Earl Galvin, salesman, 
at Grand Appliance Co., Oakland 


Sure the lipstick came off! The Kitchen Aid put 
5. that cup through 4 different operations—-wash, 
two power rinses, and electric drying, says Whatley 
as he starts to show prospect how small pans can be 
included with tableware. He has shown her other 
features, the jeweled signal light, etc. 





The “‘Roll-R-Racks’’ are a Hotpoint feature you 

* can push, Earl, says Reinheimer—now both of 

them roll out, independently—the top rack is re- 

versible to make room for extra tall glasses like these 

—tell prospect that after a party she can put five rows 
of glasses on top shelf for an easy clean up job. 





The “phantom drain” that Hotpoint is featuring 

* really convinces a prospect that she'll get clean 
dishes. Tell her how the water flowing over the 
dishes can’t reach the drain opening because the im- 
peller prevents it. Then when the impeller stops after 
each cycle, the water goes out quickly, taking all dirt. 
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Hotpoint’s ‘‘spin shower action’ is your positive 
pied to the prospect who asks if she'll “have to 
do the dishes before | put them in the dishwasher.” 
Show her that the hot water enters the Hotpoint here 
above the dishes, whirls off a specially designed spin- 
ner to force food particles down and away 
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Special Report to the Trade... 














More and More Dealers Are Selling Them 








Dealer Comments on the Dishwasher Business 


@ “The dishwasher has been our greatest asset and lead to 
complete kitchen sales. We always suggest that it be installed 
in the proper place to readily fit the customer’s future all- 
electric kitchen. I do wish we could get a cheaper installed 
price on dishwashers, but when people want them badly 
enough the price doesn’t seem to matter too much.” 


@ “We have given the dishwasher and disposer market a 
great deal of thought. It is a virgin market as far as trade-ins 
are concerned and the gross profit is good. But just how to 
promote this item and still give our complete line of appli- 
ances justice presents a problem. We realize we have lost 
interest to some extent in working up prospect interest as it re- 
quires a good selling job. We just don’t have the time to 
devote to the one item. We cannot produce enough business 
to place a salesman on this item full time.” 


@ “Salesmen today follow the course of least resistance. They 
are busy competing on other appliances and ignore the fact 
that the easiest sale is made with creative salesmanship.” 


@ “Most dishwashers in this area are sold to builders direct 
by the distributors at prices way below the retail appliance 
outlet’s cost. Dishwashers going into older homes are also 
sold through these same builders’ outlets. Everyone has some 
connection to get it wholesale. I quit even trying to demon- 
strate to prospects when, by following up 10 lost sales, I found 
that my showroom was being used for the demonstration and 
the prospect would then walk to a discount house. 


@ “We made a survey of every dishwasher and disposer user. 
In general, the dishwasher users were pleased with the unit 
and the performance. Only two said they would not make 
the investment again. Judging from our survey our best bet 
here would be a use-the-user program.” 


@ “Plumbing and wiring requirements are such that we have 
not been able to install a dishwasher for less than $50. I be- 
lieve a solution to the dishwasher installation problem may 
be advertising an installed price—which should be handled 
either through a distributor who can get a better price through 
a quantity of installations or by establishing a margin of profit 
in dishwasher sales sufficient to take care of installations.” 


@ “Most all new construction now includes dishwashers and 
builders buy at prices as low or often lower than dealer cost 
and they sell to their friends and acquaintances at cut prices. 
Factories are to blame and are ruining the independent appli- 
ance dealer.” 


@ “In my opinion, dishwasher acceptance on even a fairly 
general basis has not yet taken place. Something on the order 
of what food plans did for freezer sales must be done for dish- 
washers before any appreciable gain in sales will be made.” 
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In two surveys of its dealer panel, ELECTRICAL 
MERCHANDISING finds that 270 (75 percent) 
of its 359 members handle dishwashers and that 


over half of the 182 respondents to the second 


questionnaire took on the product after 1947 


HE dishwasher bandwagon, 
heretofore relatively empty of 
dealer riders, is loading up. 

That’s one of the first conclusions 
apparent from a recent ELEcTRICAL 
MERCHANDISING survey conducted 
among 182 dishwasher selling mem- 
bers of its Dealer Panel. Almost 55 
percent of them have been selling 
dishwashers only since 1947 and of 
these exactly half didn’t put dish- 
washers on their floors until 1950 or 
later. Of the remaining 45 percent 
the biggest proportion, 17.04 percent, 
took on dishwasher lines between 
1944 and 1946—when there were 
virtually none available. Only 28 per- 
cent of those now handling dishwash 
ers sold the appliance before World 
War II. 

The high proportion of retailers 
who added dishwashers in recent years 
indicates more confidence in the ap- 
pliance’s future than of hope of imme- 
diate volume, because most of the 182 
respondents, 54.94 percent, sold nine 
or less units in all of 1952. The next 
largest proportion, 25.27 percent, sold 
between 10 and 19 machines and the 
third biggest group, 9.89 percent, sold 
20 to 29 dishwashers. Very few deal- 
ers, 3.30 percent, sold between 30 and 
39 units and when you get to the 
over-70 classification only 1.10 could 
claim such substantial volume. 

These generally slim sales totals 
are probably no good guide to overall 
merchandising ability and most of the 
respondents would very likely be in 
positions similar to the one member 
of the panel who said, “We sold over 
1,000 major appliances in 1952—but 
only two dishwashers,” and few would 
be in the situation of the dealer who 
reported that in 1953 he has already 
sold 20 units each to two cooperative 
apartment houses. 


No Lack of Interest 


Most dealers have at least gonc 
through some of the important mo- 
tions in becoming familiar with the 
product and in preparing to sell, be- 
cause 73.63 percent of them use a 
dishwasher in their own homes and 


51.1 percent have machines hooked 
up in their stores for live demonstra 
tions. However, they were not asked 
how frequently they put these dem- 
onstration machines through thei 
paces—a factor of some significanc 


Plumber Cooperation 


Io questions about installation 
problems a surprisingly high percent 
age, 58.8, declared they have had no 
trouble in making arrangements with 
plumbers for installations. However, 
the 40.11 percent who have had such 
difficulties, indicate that “plumber: 
trouble” is still a problem of some im- 
portance. Most dealers, 64.80 per 
cent, have succeeded in making work 
ing arrangements with their local 
plumbers despite any difficulties and 
only 15.40 percent leave the customer 
to make his own arrangements. Nearly 
a fourth of the responding dealers, 
23.10 percent, recommend a plumber 
when the sale is made and 13.70 per- 
cent have their own full-time plumb 
ers to do the job. For a very few deal 
ers, 2.70 percent, the distributor takes 
over the installation responsibility. 

Installation cost, which includes 
any plumbing difficulties, is, in the 
minds of most dealers, an important 
obstacle to sales. We asked them to 
check a list of the biggest retarding 
factors and, while many of them 
checked more than one and most, 
32.97 percent, checked the need for 
consumer promotion, almost as many, 
28.58 percent put a mark against in 
stallation costs. 

One dealer explains his problem 
like this: ““While normal installations, 
including plumbing and wiring, can 
be done for about $65 to $80, quite 
often the cost of necessary remodeling 
of the kitchen to absorb the unit be 
comes prohibitive—or at least pushes 
the cost up higher than the custome: 
is willing to go. The installation of 
a dishwasher is not the simple matter 
of plugging in or of just hooking up to 
a faucet . . . We are finding that 
except in newer homes with better 
planned kitchens (of which there all 
too few), there is required, at the very 
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HOW DEALERS ANSWERED OUR QUESTIONS 


We asked 359 dealers if they sell dishwashers and 270 
(75%), said they do. Then we asked that 270 the following 
questions and here’s what the 182 who responded told us: 


How long have you been sell 


ing dishwashers? 


number of number of 
years selling dealers percent 
1-3 50 27.47 
4-6 50 27.47 
7-9 31 17.04 
10-12 23 12.64 
13-15 15 8.24 
16-20 11 6.04 
No answer 2 1.10 
Total 182 100.00 


How many dishwashers did 
you sell in 1952? 





number of 
dishwashers sold number of 

in 1952 dealers percent 
0-9 100 54.94 
10-19 46 25.27 
20-29 18 9.89 
30-39 6 3.30 
40-49 4 2.20 
50-59 3 1.65 
60-69 3 1.65 
70 & over 2 1.10 
Total 182 100.00 


What per cent of your dish- 





washer sales are made 
percent of number of 

sales dealers _ percent 
None 39 21.43 
1-24 27 14.84 
25-49 19 10.44 
50-74 42 23.08 
75-99 35 19.23 
100 6 3.30 
No answer 12 6.59 
Don't know 2 1.09 
Total 182 100.00 


In your opinion are free home 
trials practical? 


number percent 


Yes 48 26.37 
No 120 65.93 
No answer 3 1.65 
Don't know 3 1.65 
Yes...portable ) 

No ...plumbed-in { 8 4.40 
Total 182 100.00 


Have you had trouble making 
arrangements with plumbers to 
install dishwashers? 


number percent 
Yes 73 40.11 
No 107 58.80 
No answer : 2 1.09 
Total 182 100.00 


Do you have a dishwasher 
hooked up in your store for a 
‘“live’’ demonstration? 





number percent 
Yes 93 51.10 
No 87 47.80 
No answer 2 1.10 
Total 182 100.00 


Do portables sell better than 
plumbed-in dishwashers? 


number _ percent 

Yes 14 7.69 
No 144 79.12 
No answer 24 13.19 
Total ~ 182 ~—-100.00 
Do you use a dishwasher in 

your own home? 

number percent 

Yes 134 73.63 
No 48 26.37 
Total 182 100.00 


What arrangements have you made to install dishwashers? 








number of dealers _ percent 
Erretrenener RNIN gs 5 Sica Sad es 5 2.70 
Have own full-time plumber........... 25 13.70 
Have working arrangement with 

CUE: RIMINI 5 oni ok cca ee Cee 118 64.80 

Recommend a plumber when sale is made 42 23.10 
Leave arrangements to customers....... 28 15.40 
WN gre vis ae eee ee ears 218* 119.7** 
Who services the dishwashers you sell? 

number of dealers _— percent 
SIE ais av aan wae Ge ales 150 82.41 
SPRUE 2953652) 0 Skog cate Gla ace 19 10.44 
WN ces ha oe ke es 2 1.10 
Distributor & dealer............ 3 1.65 
Que SOS ko ew ee 4 2.20 
Ne IO ao. pao es 4 2.20 
FONE. ones ciate neey hare 182 100.00 
Are service calls for dishwashers... 

number of dealers percent 


More frequent than for automatic clothes 
MOOG So dw. so race Sateen Saige G 14 7.71 
About the same frequency as for automatic 


clothes WatleM i 6a eee 42 23.07 
Less frequent than for automatic clothes 

WHINE Ss kas i as 63.18 
Don't know or no answer ............ Me. 6.04 
TOM eee eek oS eee ee 182 100.00 


In your opinion what have been the biggest factors holding 
back dishwasher sales? 


number of dealers percent 
eben CONG. eo. cs aes sk 52 28.58 
Consumer promotion needs....... 60 32.97 
Kitchen arrangements unfavorable. . 20 10.99 
Good demonstration needs ....... 12 6.60 
Nite Nc ts sip cee alnanes 48 26.37 
Under-cutting by wholesalers. ..... 10 5.49 
Pa ON ne sc ek cere ec ee 13 7.14 
WO. ox + chm de ccismee anes beaks 215° 118.14°* 


Where do most of your dishwasher leads come from? 





number of dealers percent 
Selina net a oo ere 8 ass 116 63.74 
Local and national advertising....... 47 25.82 
a ERR IER PSA SE Ryatea asl BAM ORIEN 5 2.75 
NN POUINOND os eck vce-k eo ote 39 21.42 
MIR te oo ah nt ae se ee ae 16 8.79 
DE 5. 5 coc aie a eee 2 1.09 
IE acs Rao ot baer ee 225° 123.61°* 


**total over 100% due to multiple answers. 





least, a slight remodeling cost which 
can run several hundred dollars with 
little effort.” 

lor another retailer, these remodel 
ing costs are not so troublesome as 
the costs of plumbing. Says he: “In 
sur area there is a conflict between 
distribution to plumbers and to ap- 
pliance dealers. A dealer promotes 
and a plumber steps in and sells at lit- 
tle above cost . . . Most of our sales 


have been made when we were in 
volved in remodeling kitchens; it 
eems to be easier to sell these pros 


ELECTRICAL 


MERCHANDISING—JULY, 


pects. Local plumbing codes do hin- 
der active promotion unless you can 
tie in with a plumber. Then the costs 
are prohibitive because most plumbers 
feel it is a plumbing item and not an 
appliance and really ‘wax’ the cus 
tomer on installation cost.” 
Apparently many dealers feel that 
initial costs are almost as important 
a sales barrier as installation costs, be 
cause 26.37 percent checked this on 
their questionnaire. Unfavorable 
kitchen arrangements were checked by 
10.99 percent, the need for good 


1953 


demonstrations by 6.60 percent, and 
price undercutting by wholesalers by 
5.49 percent. 


Sales on Time 


For what has too often been re- 
garded as a luxury item, the dish 
washer sells on a time payment basis 
to a high proportion of customers, 
a factor which both emphasizes the 
dealer complaint of high initial costs 
and tends to mitigate their effect. Al- 
most 46 percent of the responding 
dealers say that between 50 and 100 


percent of sales are made on time. 
Slightly less than 22 percent don’t 
have to make any credit sales at all 
and close to fifteen percent make be 
between 1 and 24 percent of sales on 
a term basis. 

One dealer who has been otherwise 
successful but has not done too well 
with dishwashers, has this to say about 
time payment sales: “The time pay- 
ment buyer will buy a dishwasher 
last. We believe air conditioners will 
be sold to time payment customers 

(Continued on page 136) 
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This Food Plan 


Is Exclusive 


Not just anybody is invited to buy the Marbro food-freezer plan in Adrian, Mich. 


In fact, the store doesn’t advertise the plan at all and depends on referrals by satis- 


fied customers for all its sales—which sometimes go as high as 75 units a month 


ANY dealers read about the 
M fast growth of food plans in 

California last year and 
rushed into the busin Dealer Stan 
Brown of Marbro’s (for Marsh and 
Brown) in Adrian, Michigan, sat back 
and studied his community carefully 
before starting his own plan 

Uhroughout the trading area (60, 
000 people), many farmers already had 
freezers. Many of the people in the 
immediate area of 20,000 also had 
freezers. But Dealer Brown thought 
they didn’t know how to use them 

When Brown was asked to come b« 
fore a Grange meeting with a demon 
stration on housewares, he quickly 
substituted a freezer demonstration. 
It went over very well. Several sub 
sequent meetings with high school 
classes on how to prepare frozen foods 
also found a warm reception. 

Brown knew he was on his way 
But up until then he hadn't sold many 
freezers. In 1950 he sold 50 freezers. 
In 195] and 1952 he sold 30 each year 
He figured that his lack of sales was 
the result of slow reception. In and 
around Adrian, there are many retired 
farmers. “It is just a very conserva 
tive town,”’ Brown points out. “They 
are slow to act on promotions or new 
ideas. Why, every time I have a pro 
motion at the store, about two or three 
wecks later, I'll have some fellow come 
in to ask about that ad he read. | 
guess the lack of acceptance of freez 
ers was because people only bought 
them when they heard about it from a 
friend.” 

About the time Stan was trying to 
vet the answer to his lack of sales, 

flarold Overmyer, vice-president of 
Revco’s Chill Chest freezers came in 
with a food plan. Later Jim Jenkins, 
regional Sales Manager of Revco, and 
Stan settled on a plan for Adrian 
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which was not quite typical of plan 
used in other cities 

Instead of blasting people with radio 
and newspaper messages, there would 
be no advertising at all All sales 
would come about through referrals 
Stan started off with the seven most 
prominent people in town. All seven 
bought the plan the first week 


People Are Conservative 


Ihe people are so conservative 
that they wait for the leaders to make 
a step,” says Stan. “After I contacted 
the secretary of the Chamber of Com- 
merce, a leading dentist, lawyer, owner 
of a dry cleaner establishment, jeweler, 
etc., and sold them on the plan, I 
asked them to refer the plan to their 
friends. 

“The program started in late Octo- 
ber, and after going along for the three 
years I’ve had the store and selling 
about 30 freezers a year, it was quite 
a surprise to see 20 sales in November, 
35 in December, 38 in January, 46 in 
February, and about 75 in March. 
Even these could have been 
higher if freezers had been available 
from the distributor.” 

Marbro’s quickly tells the food plan 
prospect that they aren’t using adver 
tising because they want only the best 
people to take advantage of it. The 
money that they would spe nd tor ad 
vertising will be given to them for 
passing along the name of some friend 
who buys a freezer 

“We have had a few people send 
ilong names, . . . just names,”’ says 
Stan. ‘“‘We ask them to be sure and 
talk to their friend to see if they are 
really interested. In fact, we take 
them along when we call on their 
friends. That way they can help close 
the sale for us.” 

When Brown was going around lin- 


sales 


ing up the program, he had several 
difhiculties. First of all, the bank was 
i little reluctant. They had to have a 
Board of Directors meeting, etc. Of 
the first two food sources he tried the 
first wasn’t interested and the second 
didn’t have the room to expand if the 
plan was a success. The third, The 
Hudson Food Locker, Hudson, Mich 
igan, was perfect. 

“The success,’ Stan 
confides, “‘is because we use the user, 
not only to make sales but also to get 
the right people. Most of the bankers 
don’t like a sale with no down pay- 
ment. I don’t blame them. That is 
why we can’t use general advertising, 
we'd get the general public and too 
much bad credit. 

“Why, one of our first customers 
was so enthusiastic that he has even 
started as a part-time salesman,” Stan 
continues. “It is bad to have part- 
time salesmen, but they help. In other 
words, you must have several full-time 
boys, because you can’t make many 
sales unless you have some daytime 
selling. 


secret of our 


Customers Bring Sales Staff 


“One of my early sales was a young 
radio station executive,” Stan adds. 
“When his dad came down from 
Lansing one weekend, he told his dad 
ibout his freezer and the food plan. 
Despite his job as a sales manager 
for an automotive agency, he was so 
interested he joined the sales staff, 
and brought along two other men 
from his old firm. I have five salesmen 
now and plan to increase it to ten 
when sales demand it.” 

For other appliances, Stan can do a 
lot of advertising. The best media is 
the radio. He uses the Farm & Home 
hour each day, besides eight other 

(Continued on page 128) 
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Here a Marbro sales- 
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inent people, business men like this jeweler, 
whom he asks to try and then refer the plan 
to their friends. 


man gets a tip from a user—and will FIRST DELIVERY of frozen food to the new customer is always attended by a salesman—who goes along to make 
reward him with a $10 bonus if he makes sure everything is all right 


and to give the owner instruction in freezer operation and food storage. 
the sale from lead 


\ 


TRAINING frUR tne salesman of deaier Stan brown 


supplied the lead, whenever this is possible 
Because of the nature of the plan, this has 
become a frequent occurrence. 


d 


(back row) was given in part by Jim Jenkins, regional 
manager for Revco, who also helped Brown set up a plan tailored to the needs of his particular market area 
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the home of free five-year service 


A thousand service calls weekly 
haven’t discouraged Frank Meyers of 
Buffalo, N. Y., from a five-year free 


service policy, because it eliminates 


expensive home demonstrations and 


een ite dcciti lin senentaten Silos seemeene teniimen enm semmmn 


HEN Frank Meyers started 
giving a five-year service pol- 
icy in 1936 on every appliance 
sold, television hadn't come into the 
picture. But now Meyer's has ap 
plied it to TV as well and Buffalo's 
“appliance department store and tele 
vision center,”” 1350 Main St., makes 


about 1000 service calls a week 
Service Not Costly 
When asked if this isn’t pretty 


costly, general manager I'red Bodamer 
says that if you advertise free home 
demonstration, you will kill floor traf 
fic. “Free service draws better than 
home demonstrations. We want to 
sell TV sets, and the higher priced 
models. You can’t sell those models 
until you show the prospect the met 


chandise. Our free service program 
has made us in TV. 
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“About 90 percent of the service 
work is done in the home,” Bodamer 
continues. ““We only charge for out-of 
warranty parts. But we tell the cus 
tomer that at the time of sale. No 
matter how many calls you make, free 
I'V service is the best thing.” 

“It is much better than doing a lot 
of generalized advertising,” Bodamet 
adds. ““We cover a 50 mile radius from 
Buffalo, but this plan draws prospects 
from a 60 to 70 mile area. We had 
one couple here yesterday that came 
80 miles. Our service can’t be given to 
1 customer that distance away, and 
they know it. But it gives them real 
assurance that they will be protected 
on their set, even though they don’t 
get regular service help. 

“Everybody is interested in a price 

we try to show how a low price 
deal isn’t everything,” 


Or a good 


Bodamer illustrates. ‘For instance, if 
a prospect comes in and asks about 
discounts and all that stuff, we explain 
that it is a greater saving in the long 
run to have service than an immediate 
saving that another dealer offers with 
cut prices. We don’t mind if a pros 
pect shops around before coming to 
us. We sell all sets at list price and 
allow as much as possible if they have 
a trade-in. And our free service also 
ipplies even if they trade a set. It 
doesn’t go with the traded set.” 


Nothing Hidden 


With so many service calls coming 
in, Meyers’ usually can take care of 
the influx within 24 hours. ‘They have 
four men in the shop doing inside re 
pairs. One man is assigned to handle 
the parts so there will be quick serv- 
ice for both the shop and the 13 men 
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gives salesmen a strong answer to dis- 


count hunters 


making city calls. Meyers ‘does limit 
the hours for service calls—from 9 to 
5:30—because “‘it is too costly to offer 
night service.” 


Salesmen Alternate 


With a floor staff of 9 salesmen, 
Frank Meyers has half of them alter- 
nating on the floor. Each man works 
3 mornings, 3 afternoons and 3 eve- 
nings a week. Bodamer insists that 
each man get at least 4 of his sales 


.from following up leads or cold can- 


vassing on the outside. 


Each salesmen averages about 3 
hours each day of outside selling. 


When a salesman is on the morning 
shift, he also works the evening ses- 
sion. Thus he spends the afternoon 
following up the morning calls or lin- 
ing up prospects to come to the store 
that evening 
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IN THE STORE the prospect gets a complete story on all or any of the firm’s 
four TV lines from one of nine salesmen. 


REBUTTAL to discount seekers by the salesman is the argument that five years 


free service offered by Meyers policy will save the buyer more in long run. 

Many customers have become fear- aren't selling any junk. Usually by 
ful that some television dealers do not the middle of January we have sold 
deliver the set purchased, Meyers h ll of last year’s line. We want people 
found. They have batted that prob- to depend upon Frank Meyers fot 


1 } 


lem squarely into the left fi Id stand 


} 


good service and good treatment.” 
by asking the customer 


to come 


, ‘aca Handles Four Lines 
the basement and check the serial 


number as it is uncrated. Then after With four lines of TV—Philco, Ad 
the set tested, shipped out to hi miral, RCA, and CBS-Columbia—they 
home, the customer can check to b sell about 300 sets a month, or an 
ure that a brand new receiver. average of $85,000. Their TV volum« 


that he got 
“We t trying to pawn off floor 
models, etc. Of course only about one 
person in ten will ask us to do this, 
but we art We are featuring 
and selling merchandise. We 


aren even after four years of selling) is 
growing because the firm does a large 
volume outside of the city. Meyers 
sells more TV in Niagara Falls, N. Y. 
than any dealer there. They know 


ready 
1953 
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FREE SERVICE legend is carried prominently on back of truck. Servicemen 


IF HE BRINGS UP the subject of discounts, 


salesman listens patiently as he says, “‘! can get it for this price at 
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which many prospects do, the 


” 


HARI MEYERS” 
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et 
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make calls only between hours of 9 and 5:30, but make almost 1,000 a week. 


that they can offer free home demon 
strations, as many dealers both in Buf- 
falo and other places do, but they are 
spending about the same amount for 
free service as they would with home 
demonstrations. 

“When you 


‘demos’,” 


have free home 
Bodamer points out, “you 
must have about two men in a truck, 
and maybe five or six trucks to do any 
volume at all. That’s a lot of extra 
men. It wouldn’t pay. If we have a 
volume of $30,000 a week, the over 
head isn’t too much greater than when 
you’ve had $20,000 in volume. Our 
free service for all appliances makes for 


j 


a great deal of difference in this sales 
volume. Last year, for instance we did 
about $1,000,000 in sales. Of course 
in our peak period, the year before, 
we managed almost $2-million. But 
this year we are going to be content 
if we can hit $14-million. At the rate 
that we are going now we may be able 
to do it. We were already about 
$36,000 ahead at the end of the first 
quarter of the year, and should finish 
substantially ahead of last season. 
“Quite naturally we are convinced 
that our policy of giving free ‘T’V serv- 
ice is the reason for these continuing 
sales,” concludes Bodamer End 
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PROMINENT SIGNS al! over the store called the attention of Maison Blanche shopper 


to its big-scale electric housewares free trial promotion. 


HE free home trial with no ob 
ligation is an old and effective 


merchandising tool for getting 


major appliances into customers’ 
homes. 
When Maison Blanche Co., New 


Orleans department store, applied it 
to electrical housewares it aimed at 
achieving $100,000 volume in an in 
tense, four-day campaign. The cam 
paign clicked so spectacularly that 
hurry-up re-orders were put in and 
it was extended an additional week 

No angle in the book of appliance 
sales promotion was missed. The 
campaign included a display barrage 
in all four of the department store's 
heavy traffic Canal street windows, 
special booths on each floor, a Carni 
val atmosphere for the housewares 
department, multiple demonstrations, 
and was based upon a solid 8 weeks 
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of preparation including three-time 
a-week employee training sessions to 
make sure everything clicked smoothly. 

D. E. Packler, manager of the big 
store’s housewares section, gives one 
measure of the extent to which the 
campaign went over “We set up 
registration tables, not only in our 
department, but in the store’s main 
floor entrances where people coming 
for soft goods, furniture or whatever 
were invited to register for an entrance 
award. Later, we checked these names. 
And 334 percent—one person out of 
three who registered, not in our de 
partment necessarily, but perhaps at 
the front doors three floors down 
bought at least one of the featured 
electrical housewares.” 


[he basic idea of the campaign 
was simple. Consumers were invited 
to “Try it, then buv it.” Electrical 


CHARGE ACCOUNTS were opened on the spot by an assistant 


credit manager to make it easy to take appliances home. 





Free Trials For 
HOUSEWARES 


“Just take it home and try it for 10 days 


free,” the Maison Blanche of New Orleans 


told prospects—and its 11-day campaign 
sold over $100,000 in one brand of electric 


housewares 


housewares could be taken out of the 
store and tried in the home for ten 
days. If the purchaser was pleased at 
the end of that time, he bought. If 
not he could return it with no obliga- 
tion. “We just assumed the risk of 
spoilage,” says L. R. Jacobs, divisional 
merchandise manager who had super- 
vision over the promotion. “It’s one 
of the things you face in such a deal. 
No attempt was made to achieve pres 
ervation of the appliances in their pre- 
cisely original state. It can’t be done. 
We depended upon getting a very 
high percentage of keep-it sales and 
we did.” 

Che mechanics of buying were sim- 
ple. Sales were made on charge ac- 
count. If the customer liked his 
toaster, clock or iron at the end of 
the ten day period, he simply did 
nothing and it was charged to him as 


JULY, 


a matter of routine credit office pro- 
cedure appearing on his monthly state 
ment.) If he didn’t like it—and the 
percentage in this class was small—he 
returned it and a regular account credit 
was made out. 


Everybody Charged It 


Not everyone in New Orleans, of 
course, had a Maison Blanche charge 
account. “But we took care of that,” 
reports Packler. “A special desk was 
set up on the housewares floor. Man- 
ning it was an assistant credit manager 
of the store. Account 
right there on the spot, 
mum of red tape and fus As a side 
result, the store earned a goodly in- 
crease in its account list.” 

The idea originated with Packler, 
who took it to Jacobs and then to I. 
Newman, president of Maison Blanche 


were opened 
with a mini 
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CARNIVAL ATMOSPHERE was created by pennants identifying each demonstra- 
tion booth and by omnipresent ‘Try it—Buy it’’ signs. 





CRITIQUES of the previous day's selling and techniques were conducted every 


morning before the store opened 


Co. Their plan was to promote one 
line of electrical housewares—General 
Electric. D. C. McCune, traffic ap 
pliance sales manager of General Elec 
tric Supply Company in New Orleans 
was enthusiastic. 

For General Electric, the promo 
tion furnished a pattern which they 
may use in cooperation with other 
stores elsewhere. Residents of Baton 
Rouge, 80 miles upriver from the 
Crescent City, read in New Orleans 
papers and heard over New 
radio and TV stations the 
“Try it, then buy it.” 
Seve! 


Orleans 
news of 
They besieged 
il Baton Rouge merchants want 
ing to buy on that basis. “‘And we’re 
going to do it as a result in Baton 
Rouge in the near future,”’ says Carl 
Brown, district manager of General 
Electric Supply Company.” 

Fight weeks of 


strenuous prepara 


ELECTRICAL 
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tion backed up the campaign. During 
this period, salespeople met three 
times weekly. ‘The main subject of 
these 24 selling sessions was how to 
demonstrate. Each salesman and 
woman learned not only the complete 
product story of the featured General 
E:lectric housewares, but mastered the 
technique of demonstrating them with 
a touch of showmanship as well. 
Before the promotion got under 
way, the complete employee group of 
Maison Blanche—over 1000 men and 
women—was offered the “Try it, then 


buy it” idea. For them, it had an 
added advantage, the regular em- 


ployee discount Maison Blanche offers 
to the people on its payroll. “Before 
consumers even knew about it, this 
idea had proved its worth in big em 
ployee sales,” Jacobs states. 

he first day of the promotion was 
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DEMONSTRATORS all dressed alike, wore aprons to encourage real demonstra 





St aes 


tions—not just talks—of each appliance. 





rod - 


““ASK-ME-ABOUT” badges worn by salespeople prompted questions about a 


different product each day of the campaign. 


a Monday. The day before, big circu- 
lation Sunday papers had broken the 
story in full page advertisements, A 
barrage of radio and television com- 
mercials had started. In all, nine TV 
commercials and over 30 radio spots 
were used in addition to hardhitting 
newspaper ads and the full impact of 
Maison Blanche Company’s best win- 
dow display space. 

The store doors swung open as 
usual at 9:45, but selling employees 
in the electrical housewares depart- 
ment had started out much earlier. 
General Electric and M. B. cooper- 
ated in a_ build-the-spirit breakfast 
at a leading hotel. Each sales em- 
ployee received something, a corsage 
or a small iron. 

When customers came in, they 
found salespeople wearing badges: 


“Ask Me About Clocks.” These 


changed daily to feature a different 
ask-me-about small appliance. 

In addition to a number of con- 
tinual displays, banners and a general 
carnival atmosphere, a home econ- 
omist was on hand daily to show 
how electrical housewares fitted the 
pattern of comfortable living. 

The store and G-E planners missed 
few tricks. They even built up a size- 
able mail order volume on a “Try 
it then buy it” basis. These came 
from — in the newspaper ads, 
particularly from page space in one 
medium which has a wide country 
circulation. Like local customers, the 
out-of-town buyers could have house- 
wares shipped out on a_ tentative 
charge. If they took no further ac- 
tion, the charges were billed; if they 
were dissatisfied, they could ship the 
appliance back within tendays. End 
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= One and One Half Minute 
ves FAN DEMONSTRATION 


It takes Anthony Corona of New Orleans just that long to sell the 









tee. 
Oey 


““\'d-like-to-see-a-fan” prospect up to a $60 model and the pic- 
| tures on this page show how he does it 


MEETING a fan prospect at the door, dealer Anthony Corona 
says, “I’ve got just what you want for really effective room 
cooling.” 





: oa S reall 
CORONA STARTS on the fan he wants to sell with, “AND STRONG? It will support 800 pounds. Inci- “IT’S SMALL ENOUGH to fit anywhere and light. sc 
“This fan circulates air in all directions. See how dentally, I'm kneeling on the plastic cover that comes you can move it cbout easily. You can place it on 
strongly it blows this newspaper!’ with it—-wonderful for storing it.”’ a table to blow air at a higher level.”’ 





“WHEN THE FAN is not in use you can coil up the “THIS FOOT SWITCH makes it easy to turn on or “PULL IT over to that easy chair and put your feet 
cord in this handy recess. There’s no dangling cord off when it’s on the floor. No awkward bending or on it. That’s cool as well as comfortable and good- 
fo annoy you as with so many fans.” stooping . Chex, Ws a... Che, Ws off.” looking, isn’t it? I'll send it out today.”’ 
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Read the dramatic reports from all over America! 
Dealers like yourself cash in with Lewyt, “the 
one cleaner you can sell in volume today”! 


Large dealer or small dealer, here’s proof you can Do It with Lewyt! 
Tie in with Lewyt’s national advertising program—the heaviest 
in all cleaner history! Get your Display Kit up, identify your store 
as local Lewyt headquarters! Exploit floor traffic with a 10-second 
demo after every appliance sale! Drive in prospects with Lewyt’s 
» sensational “l¢ Sale” or “Free Scatter Pin” promotions! Push 
sea Lewyt and watch your cleaner sales climb! 


: o \ . 
\ 
7 " : 5 
Listed by , < P44 4 fe 
Underwriters’ Ps MJ 
Laboratories ee per : W | 








LEWYT CORPORATION, Vacuum Cleaner Division, Dept. M-7, 60 Broadway, Brooklyn ll, New York 
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CUSTOM-CONTOURED! Corners are 

newly designed to fit beds perfectly! No as f 
riding up, no slipping off and plenty of 8 
foot room! Here’s a brand new feature “ 
women will really appreciate—and only 

General Electric has it! 
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The newest, most advanced selling idea 
in the automatic blanket business! 


What a powerful selling story this new 
General Electric Custom-Contoured 
Automatic Blanket gives you! 


And when you add the convenience of 
custom-contouring to the appeal of G-E 
Sleep-Guard dependability and comfort, 
you have a sales-clincher that no other 
automatic blanket can even approach! 
Decorator colors? A real treasure for 
your fashion-minded customers— Dresden 
Blue,Sprout Green, Rose Pink, Citron Gold, 
Garden Green and Flamingo Red; bind- 
ings of Skinner Satin. Smart, simple, newly 
designed Bedside Control. 

G.E.’s huge new advertising program 
starts selling the new G-E Custom-Con- 
toured Blanket in September in full color 
in The Saturday Evening Post, Better Homes 
and Gardens, House and Garden, Sunset 
and Bride’s Magazine. 


Order today! Contact your nearest 
G-E Blanket distributor or write: 


General Electric Company, 
Automatic Blanket Department, 
Small Appliance Division, 

1285 Boston Avenue, 

Bridgeport 2, Connecticut 


More than 1,500,000 users have found sleeping comfort with G-E Automatic Blankets 


GENERAL 
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Sleep-Guard 


AUTOMATIC BLANKET 


Single-bed, single-control PB16A4, $47 95 


Double-bed, single-control PB1I6A1, $4995 


Double-bed, dual-control PB16A2, $5995" 








* Manufacturer's recommended retail or Fair Trade price. 








Why G-E Sleep-Guard Blankets are worth more—for you to sell—for your customers to buy! 


a 





(Left) Ordinary blanket. Small area 
of warmth, created by body heat. 
Sleeper huddles in cramped posi- 
tion. (Right) G-E Blanket. All-over 
warmth, maintained automatically. 
Sleeper stretches out, relaxed. 


Winner of the 1952 National Home Safety Award Grand Prize 
as the product which contributed most to safety in the home, 








(Left) Ordinary electric blanket. 
Lumpy, wide-spaced thermostats; 
uneven, spotty protection. (Right) 
G-E Blanket. Uniformly controlled 
warmth; no lumpy thermostats, 
no unprotected areas 


it — 


iS 


Se 





(Above) X-ray of G.E.'s Sleep 
Guard, automatic safety device 
designed to give complete protec 
tion: if temperature of heating 
wire exceeds a certain limit, nylon 
sheath permits message to be 
flashed by signal wire to Bedside 
Control, automatically cutting off 
current. Only G-E Blankets have 
Sleep-Guard. 
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When she wants ‘time to think it over”. 



















IOO« ) 





it's tj m e you tol d he 4 ge at A -finished 


\i » refrigerators have been sold already!” 
about DULUX 


Getting that “think-it-over” routine? Brother, you’re in a jam! It’s 
times like these—when you get the old stall—that a sales pitch with 
punch comes in mighty handy. So, tell her about the Du Pont DULUX 
Enamel finish! 


Explain that a DULUX finish resists grease stains, dirt, marring, : 
and scratching . . . that DULUX won’t chip or crack even if the metal LL ——————_ ’ 
is dented. And tell her that DULUX Enamel keeps its sparkling good 
looks after years of rugged household duty. Big selling points like 
these are sure to appeal to thrifty housekeepers with an eye out for 
beauty as well as practicality in the appliances they buy. 





The DULUX story is helping dealers everywhere close sales. . . 
thousands of appliances finished with DULUX are sold every month! 


Remember to feature the DULUX finish. It’s the quick way to 
seal the deal! | 


REG. U. &. PAT. OFF 


enamel 
America’s leading 
home appliance finish 


Better Things for Better Living . . . through Chemistry 








CHEMICALLY ENGINEERED TO DO THE JOB BETTER 
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HEARD THE BIG NEWC ? 


CAMFIELD IC BRINGING 
OUT THREE NEW 
PRODUCTS AT THE 
HOUSEWARES CHOW! 





[ 
ight: We're expanding the Camfield line! In addition 


to our famous Automatic Coffee Maker and Auto- 
matic Toaster, we’re presenting three brand-new Camfield products 
designed to give you new customers, new sales, new profits. These exciting 
new products will make their debut at the Camfield Booths (171-173-175) 
at the National Housewares Show in Atlantic City, July 13th! We hope to 
see you at the show; but if you can’t make it, write direct for complete details! 








Restyled Camfield Avtomctic Restyled Camfield Automatic 
Coffee Maker—the beauty that Toaster —the only toaster with 
brews perfect coffee every time! complete controls at each end. 


A new Camfield product for A new Camfield product for 
the small family. Nothing like it on the bedroom. You will be selling 
the market—o new profit-maker! color, comfort and better rest. 


Another new Camfield 
product for the bedroom—with 
@ tremendous profit potential. 





CAMFIELD MANUFACTURING COMPANY oe 
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Inside Facts 





Pull Out For The 
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Quitomatic Dishwashe 


eee % ANE 4 - - THE NEW HOTPOINT AUTOMATI 


WASHER GETS 


CLEANER THAN ANY OTHER DISHWASHER .. 


ADVANCED FEATURES THAT LEAVE THE REST OF THE INDUSTRY YEARS | 


PHANTOM DRAIN 


New! Exclusive Phantom Drain an 
Impeller Screen 
from reaching the ri 

eller. Water drains fron 


, , 
ickly when the impeller stops 
pray, wash, and 


ent never accumu 


tub 


44 
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Water is prevented 


if Ain Opening by the 


} 
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DUAL-DETERGENT DISPENSER 


New! Exclusive Dual-Detergent Dis- 
penser provides for fwo complete washes 
with detergent. Thorough hygienk 
rinsing following each wash brings the 
Hotpoint Automatic Dishwasher's 
washability near perfection 


SPIN SHOWER ACTION 


Exclusive! Water hotter than hands can 
stand becomes a driving washing action 
that forces food soil down and away 
One of the country’s leading bacteriolo 
gists has proved that each dish would 
have to be washed 11 minutes by hand 
to equal Hotpoint’s bacteria-killing 
efhiciency 





EXTRA-LARGE CAPACITY 


I 


xtra-Large Capacity! Holds more than 


] yl] 


five dozen pieces of china and glassware 


eight. Serves as an ideal 
dishes are left in the rack and 


for 


for a family of 


lish warmer if 
} 


a complete SCT VICE 


lial is set 


warming 15 minutes before mealtime 


af 





ROLL-R-RAC 


New! Easy loadi 
Bottom rack can 
with plates, silve 
rack then can be 
cups and sauce 
reversed, end f 
date either larg 
41 glasses 


CALROD' H 


Triple-Purpose 
acts as an auxil 
the entire washi 
maintains the 
ing hot water 
heat, circulated 
hygienic drying 
venient dish wa 


of Pogne 


HERE’S WHAT... ::0u0 














SAY= AND CAN PROVE=ABOUT THE NEW HOTPOINT 
AUTOMATIC DISHWASHER. IT IS DISHWASHING 
RESULTS SUCH AS THESE THAT MAKE HOTPOINT THE 
TOMATIC DISH- ONLY REAL DISHWASHER= 

| ee | 
YEARS BEHIND! 








Washes More Hygienically Than By Hand 


Glasses Gleam 





ROLL-R-RACKS 
e 
New! Easy loading no racks to lit Dis es Sparkle 
Bottom rack can be rolled out and loa 
ly pper 
¢ 





with plates silver Pp nd f 
rack then can be rolled out for 
cups and saucers. Upper rack 1 


reversed, end for end, to accor 


date either large plates, or as many a Pots and Pans Shine 


| 
41 glasses 


Let’s face it! No woman really likes to wash 
dishes. Furthermore, she will not trust the job to 
a dishwasher in which she can't be sure of results 
So here's the answer to both her problems... . 
The Great New 1953 Hotpoint Automatic Dish- 
washer... the only Rea/ dishwasher .. . the dish- 


washer to put new life in your dishwasher sales. 


CALROD* HEATING UNIT Hotpoint has a model for every kitchen. The 48-inch 


= ym hy , d or. , es py ae. 
lriple-Purpose Calrod Heating Unit combination dishwasher-sink and the 27-inch free 


acts as an auxiliary heater yughout standing or under-counter models are available with 
the entire washing and rinsing period 


gravity or pump drain. Pump drain models can be 
maintains the temperature of inc ‘ I . 


ing hot water provides clean, pur readily adapted to existing plumbing, and reduce in- 
hea rculated mpell for safe 1 < 

ates Ba ia by i npeller, for sat stallation costs as much as 50%. All models have Hot- 
hygienic drying of dishes, and for cor 

venient dis} warming point’s famous Front-¢ Jpening 





TAG YOUR FAST MOVERS... 








PHOTOGRAPH BY SARRA 


and you'll find trusted brands build better business! 


We'd like to make you a little bet. 

If you'll tag a dozen items in your 
store that have fast, steady turn- 
over, you'll find a dozen recognized 
brand names 

Such brands are your best sellers! 

You know why. Your customers 
are pre-sold on brands. They come 
into your store with full confidence 


in certain makes. Naturally, brands 
like that take less time to sell. And 
your customers walk out pleased 
with each purchase. (If a complaint 
should arise, responsible brand 
manufacturers stand behind you in 
making good. 

That’s why you make more money 


and more friends, the more you 


Win national recognition with a Brand Name Retailer-of-the-year Award! 





sUkT, 


promote and advertise recognized, 
responsible brands! Write for free 
material that can help you establish 
your store as a top brand names store 
in your community. 


BRAND NAMES FOUNDATION 


INCORPORATED 
A Non-Profit Educational Foundation 
37 West 57 Street, New York 19, N.Y. 
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Hottest Tip at the 


Housewares Show 
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WATCH WARING MOVE BLENDORS THIS FALL! 

Sure, there’s been electric blender advertising before. But the electric 
housewares field has never seen a coordinated advertising and pro- 
motion campaign like this! 


w aye 7 


| 
| 
| 
| 
| 
| ADVERTISING month after month in leading magazines —using 
| several completely new sales appeals! Here’s your way to produce 
| store traffic in unprecedented numbers—turn more “shoppers” into 
| buyers! And that means immediate sales of Waring Blendors in real 
l volume! 
' | POINT-OF-SALE material integrated with compelling national adver- 
| tising. What it takes to bring ’em in, close sales faster, easier. 
| 
| 
| 


TIE-IN PROMOTIONS that will make your customers Waring 
Blendor conscious as never before, give you new opportunities to 
increase your sales at full mark-up. 


WATCH WARING MIXORS INCREASE SALES! 

Cash in on two big markets for hand mixers—for homes that have 
never had a mixer of any kind—and for homes that already have 
stationary mixers! (Here are thousands of prospects for easy-to-use 
portable mixers.) Winner of the Lewis & Conger Safety Award, Waring 
is the finest mixer you can sell — an eye-catching beauty with power to 
spare for every mixing job! 


ADVERTISING throughout the Fall that adds the power of the 
Waring name to the sales appeal of the finest hand mixer on the 


market. Hard-hitting advertising that tells and sells both types of 
customers — their mixer buy is Waring! 


POINT-OF-SALE helps and promotional ideas that help you cash 
in on Waring’s record-breaking national advertising. 


TIE-IN PROMOTIONS that tap the biggest source of mass-market 
sales! Get the details from your Waring distributor—be the first in 
your area to latch on to hottest promotion idea that ever sold mixers! 





WATCH DURABILT IRON SALES ZOOM! 

Your third big Waring selling opportunity! Be sure to stock, promote 
and sell Durabilt Folding and Travel Irons. There are three models— 
for overseas travel (with fool-proof fittings and fuses; for trips in these 
United States (either 115 or 230 Volts A.C.); and the first fully 
automatic folding iron (great for your back-to-school promotion). 


ADVERTISING in top national magazines backs Durabilt Irons. 
Memorable cartoon ads with plenty of sell open up new sales oppor- 
tunities. There’s tie-in point-of-sale material, too. So build up your 
Durabilt stock before you enter the big Fall period of back-to-school, 
travel and gift selling. 


>) 





Suliteeennsnnia 
WATCH WARING WORK FOR YOU! yy mtn 
WARING PRODUCTS CORPORATION, A Subsidiary of Claude Neon, Inc. ¢ 25 West 43rd St., New York 36, N. Y. © HOUSEWARES SHOW 
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G-E MAJOR APPLIANCES 


EVERY WEEK — ON TV 





EVERY WEEK ON TV 





EVERY WEEK—ON RADIO 


GENERAL ELECTRIC 
THEATRE 


WITH TOP HOLLYWOOD STARS! 





BOOST LOCAL SELLING POWER 





| 


‘Gee, G-E appliances 
are wonderful! See 
your G-E dealer— 
He’s wonderful, too!” 


You'll have twice as much television 
selling power when General Electric 
Major Appliances take over complete 
sponsorship of the Joan Davis show! 


You'll have big-time radio coverage 
with a brand-new dramatic show! 


Add this to the advertisements you’ll 
be getting in every leading consumer 
magazine and hundreds of local news- 
papers—and you’ve certainly got the 
biggest appliance advertising program 
ever offered. 

Over one half of your customers prefer 
G-E appliances to all others, right now. 
Watch that preference grow in your area, 
when you concentrate on G.E. and tie in 
with this great advertising! 


Every Week... 
ON NBC-TV 


and NETWORK RADIO! 


Every week, Joan says, 








Starting July 9th... 
ON CBS-RADIO 


Every Wednesday at 8 P.M., EDT, the hit situation com- Every Thursday at 8:30 P.M., EDT—The General Electric 

edy show, “I Married Joan,”’ will be completely sponsored Theatre. Each week a new play by a world-famous writer. 

by General Electric Major Appliances, beginning July 15. Each week a new Hollywood star—such as Cary Grant, 
Plenty of demonstrations right in the living rooms of your Ronald Colman, Dorothy McGuire or Jane Wyman. 

best prospects will make your selling job easier. A guaranteed hit show—and a star salesman for you! 


Major Appliance Division, Louisville 2, Kentucky 


GENERAL @@ ELECTRIC 
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MAIN PURPOSE of this booth at LaSalle’s Department Store’s recent housewares promotion was to 
introduce a new steam iron, but each iron demonstration was concluded with a short pitch 


vacuum cleaner and then 


Hand Vacs Steal a Show 


STORY in House @ Garden 
Aseus gave buyer John I. 

Kreemer of LaSalle’s Depart 
ment Store, Toledo, Ohio, a good idea 
for a houseware promotion. 

“House & Garden pointed out that 
there are eight million women who 
must leave their homes before 8:30 
each morming for their jobs,” says 
Kreemer, “and when they get home 
sometime after 5:30 they must do as 
much housework as the average 
woman does during the entire day 
They must plan meals, cook, clean, 
wash, and iron. 

“Our store has used the letters TNT 
in advertising for several years,” he 
continues. “What it usually stands 
for is Top Name (Brands) in Toledo. 
But this year, we used it for Top 
Names in Time Savers. We built 
special clocks for all the demonstration 
booths, so women would be conscious 
of the time saved by using 
electrical housewares.” 


various 


Put Pitch on Iron 


The two-week promotion was set up 
so that all appliances would be demon 
strated for several days. The West 
inghouse steam iron that was just be 
ing introduced to Toledo during the 
February promotion was planned for 
the second week. 


When sales manager Al Brown of 
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Wesco, ‘Toledo, came to see Kreemer 
about plans for a tie in with the washer 
promotion later in the spring, the 
switched over to the 
semi-annual houseware show. Kreemer 
mentioned that he often had used the 
hand vacuum cleaner successfully when 
he worked it at Sterling, Lindner & 
Davis store in Cleveland. Brown 
agreed to use it in the same booth 
with their steam iron. Westinghouse 
would operate their booth the second 
weck 

“The first week of our show,” Kree 
mer points out, “there was a big snow, 
and it hurt traffic. We were surprised 
to get some phone orders and by 
mid-week trafic was good. Despite 
the bad weather, it proved that the 
idea attracted prospects. 


conversation 


Backed Up With Ads 


“We used seven full pages to adver 
tise the 20 different demonstrations 
that we'd have going during the two 
week carnival,”” Kreemer adds. “It was 
the first time that we’d ever used the 
hand vac. So we used a 30 inch ad, 
and with the special fair trade offer 
from Westinghouse to price it at 
$19.95 we expected a few sales. But 
nothing like the 81 we sold in a week’s 
time. 

“The Westinghouse steam iron that 
we had put the booth in for, sold very 


a hand 


Bright Cleon Corper 


tid et OP 





DEMONSTRATOR Selma Patterson ushered each prospect over 
to the Glamorene booth 


-where they got a competent demon- 


stration of the vacuum cleaner 


The Westinghouse products booth at the LaSalle 


Department Store housewares promotion in To- 
ledo, Ohio, was set up to sell steam irons. It did, 
but hand vacuum cleaners, benefiting from an 


incidental pitch and a follow-up demonstration, 
stole the show with 81 sales in a week 


well, too,’’ Kreemer adds. ““here were 
many irons sold during the show, and 
a few in the weeks after. In fact, we 
sold more than our original order. 

With the special price, Kreemer ad 
mits they still might not have sold 
many hand vacs had it not been for 
demonstrator Selma Patterson, along 
with salesman Wendell Ott who came 
over to the store a week before the 
show and gave a special sales meeting 
to the store salesmen. 


Rug Cleaner Helps 


Another vital factor in closing sales 
was the way that Miss Patterson kept 
prospects’ interest high. When she’d 
give a demo on the steam iron, she 
would mention the hand vac as an in- 
cidental item. ‘Then when she sensed 
some interest, she gave a short pitch 
and ushered prospects over to a booth 
by the elevator where a_ full-time 
demonstrator talked about Glamorene 
rug cleaner. 

Ihe rug cleaner booth had been 
used for six months before the promo- 
tion, but provided the best gimmick 
to selling hand vacs. ‘The rug demon 
strator had been using the hand vac 
so long that she didn’t appear to be 
making a special pitch. 

“You could have knocked the price 
lower, and you still might not have 
sold a unit,” Westinghouse sales man- 
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ager Al Brown, points out. “It takes 
a good demonstration and knowledge 
of the product by the sales force. That 
is why we wanted each and every sales 
person to get the pitch from demon- 
strator Patterson and salesman Ott. 

“Another item we thought helped 
put over the steam iron and hand 
vac,” Brown adds, “‘was an offering of 
two steam irons to the two salesmen 
selling the most appliances during the 
show.” 


Unified Slogan 


“So often, you can tie a promotion 
to a slogan like ‘Time Savers, etc.,” 
says Kreemer, “but the store has used 
the letters TNT for such a long period, 
that the tie-in this year on the same 
letters with a different meaning was 
a new thing with an old symbol. 
Each company that put on a pitch in 
their booth stressed the time saving 
factor. That is one reason why our 
hand vacs, broilers, Oster and Waring 
blender sales, were so high. 

“If there are eight million women in 
the United States that go to work 
each day,” Kreemer concludes, “and 
they have all that housework to do 
between the time they come home and 
go to bed, there are a number of them 
in Toledo. Judging from the results 
of our promotion, we found a lot of 
them.” End 
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ROTO-TRAY DISHWASHER 


The day is here for dishwasher sales! We all know women hand. It’s work-free too... the pre-rinse does most of the pre- 
waited ... when it came to buying a dishwasher...until paratory work, then the washing cycle, then three rinses that 
they could find the one that would be really work-free, leave the dishes sparkling and clean the tub itself. Easiest 
that would really wash clean! loading as the Roto-Tray turns like a Lazy Susan to keep 
ROTO-TRAY HAS THE ANSWERS — 
And here is the dishwasher they waited for—the American Inexpensive to oper- 
Kitchens Roto-Tray Dishwasher! This is the dishwasher ate—easy to afford on 
you can demonstrate, that will prove, before your customer’s monthly terms. Be 
eyes, that it does the very things she’s been looking for. ready for the growing 
It’s the exclusive Roto-Tray that makes the difference... demand for American 
that turns to bring top-tray dishes through the vigorous Kitchens Roto-Tray 
streams of water, washing every dish 3 ways cleaner than by Dishwasher now! 























J 


Free-standing 


American Kitchens Division, Dept. EM-7 
Model DW24 


AVCO Manufacturing Corp., Connersville, Indiana 


I am interested in an American Kitchens franchise if one is 
available in my area. Please have my nearest distributor 
contact me. 





Name 





A. > 


' \ : | 
7 

ge 4 % 
Ci - / 
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Address 





City Zone State of 





3 BIG REASONS 





ARE SWINGING 








8 NEW COMPRESSION 
ELECTRIC MODELS 


Whether your customers prefer gas or 
electric, Servel provides your best oppor- 
tunity to satisfy em all! And, for the first 
time in history, you can live-action demo 
a refrigerator! Prospects actually see 
Servel make ice cubes without trays, 
automatically! Now is the time to tie in 
with this miracle development! Servel’s 
dramatic demonstration is the most 
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IN A BASKET 
AUTOMATICALLY / 





powerful sales-closer in the industry! 
Servel’s Proof of Superiority Campaign 
is doing a bang-up pre-selling job, from 
coast-to-coast .. . creating prospects in 
your area .., injecting new excitement 
into the refrigerator picture! Cut yourself 
in on the profits and the profit-protection 
that only Servel can give you! Contact 
your Servel distributor today! 






























The name te watch for great advances in 


REFRIGERATION and AIR CONDITIONING 
GAS or ELECTRIC 
Serve! Inc., Evansville 20, Indiana 
In Canada, Serve! (Canoda} Ltd., 548 King St. W., Toronto, Ontario 
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WHY DEALERS 
10 SERVEL 


| Sewel has refrigeration’s only unique and 





exclusive demonstration feature! Makes ice cubes 
without trays and puts ’em in a basket, automatically! 


Soul permits customer choice of gas or elec- 


tric! 26 fine refrigerators, 6 to 11% cv. ft. 1 and 2 
door models! Priced for every pocketbook! 





.£ : 


Serie backs you with a “Proof of Superi- 


ority” program that protects your profits while the 
product proves itself right in the customer’s home! 
Servel’s record-smashing ad drive is pre-selling 
these prospects now-—right in your local area! 
Call your Servet Distributor TODAY! 















Ay 
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VIKING 


ae 
$6.95 Retail 

Model VPL ms 
$5.85 Retail) 


(Fixture alone 


Magic penetrating qualities of infra- 


red heat serve countless uses in the home: 





The Modern Magic 


Infra-red. 


Sells Itself ! 


Therapeutic — For sore muscles — ask your 
doctor about sinus and arthritis, too. 

Drying — Quick-dries hair, nail polish, cloth- 
ing, family pets, bread crumbs — you name it! 
Warming Warms the baby or your cold 
auto engine, poultry houses and hotbeds. Helps 
ripen fruit and germinate seeds! 

Thawing — Defrosts refrigerators, thaws frozen 
foods, frees grease-clogged pipes. 


Magie versatility, too! 
Viking’s new, exclusive-design Infra-red 
Heat Lamp is unique and versatile — 











ae. 
i 
= <= 
(ie 
~” 
, —— 
? 
*-. 


A 








Also holds an ultra-violet suniamp bulb, spot 
reflector, photo-flood or incandescent bulb 
Stands alone, hangs on wall, clips on furniture 
Neck adjusts in almost any direction 

Wire guord protects bulb and user 








\ The 
® Nassau 
Model VPH-A 


Portable 
Radiant Heater 


$7.95 Retail 





Efficiency plus Economy 
A conveniently small, extremely portable 
radiant heater with a comfortably large 
beam of heat. Durable, attractive and 
economy-priced — the Nassau operates 
on only a few cents per hour at na- 
tional average rates. 






And here's Magve Stnlight 


available when you want it, 
where you want it! 


A healthy tan for the whole family 
all year ‘round! TAN for health 
TAN for good looks and youth — and 
a supplementary source of Vitamin D 
for children during winter months. 


Use it wherever there's 
an electrical outlet — 


BATHROOM + BEDROOM «+ OFFICE + CLUB 


$14.95 Retail 


Model VPH-B 


Portable Radiant- 
Convection Heater 


$14.95 Retail 


Two efficient heating 
methods in one — 

. @ strong beam of clean, odorless, 
radiant heat PLUS gently circulating 
convection currents of warm air. Warms 
a whole room quickly and naturally 

. attractive . . . light and easy to 
carry... easy to clean . . . economical. 





VIKING PRODUCTS MAKE YOUR JOB EASIER ! 
Ask your distributor or write Dept. E7 


VIKING 
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Manufacturing Co., Inc 


Stratford, Connecticut 





The Dishwasher Is 40 Years Old 





CONTINUED FROM PAGE 78 


to consider the washer being converted 
into a dishwasher. 

In 1950, the firm started seriously 
into the manufacture of the mobile 
type dishwasher and has been manu- 
facturig dishwashers from that day. 

To get back to the Walker broth- 
ers. In 1924, they formed the Walker 
Dishwasher Corp. and produced some 
600 dishwashers. That year also saw 
the first combination sink and 
dishwasher produced—a_ streamlined 
model that was further perfected in 
1928. This famed “8 by § by 8” dish 
washer-sink sold some 600-800 units, 
but had one drawback: it took a hoist 
or winch to install in the kitchen 
because it was made of cast-iron. 

In 1930, the General Electric Co. 
acquired the controlling interest in 
the Walker Dishwasher Corp. and 
assigned the manufacturing to its 
afhliate the Edison General Electric 
Appliance Co., now the Hotpoint Co. 
In 1932, 732 General Electric dish 
washers were produced and sold. Mar 
keted in a 24-inch wide unit with a 
porcelain top, and in a variety of stain 
less steel sink models from 48 to 72 
inches in length, the machines were 
top-loading and manually-controlled. 
Fourteen operations were required to 
wash one load of dishes. However, 
thousands of machines were 
subsequently sold, many of which are 
still in use. In 1936, Hotpoint brought 
out the first dishwasher under its own 
trade-name. It was an all-steel, white 
enameled model and the first to have 
a front opening for convenience of 
operation. By 1940, the first automatic 
electric dishwaster was introduced. 

All of this earlier history carries us 
up to World War Il—nearly 30 years 
after the introduction of the first elec- 
tric dishwasher. It is estimated that 
approximately 150,000 dishwashers of 
all types had been sold prior to that 
time. Many of these have long since 
been discarded, of course, but probably 
half of them are still in use. In the 
1920’s, sales never exceeded 10,000 
units a year. By the 30’s, they fluctuated 
between 10,000 and 20,000 units an 
nually. All production virtually ceased 


these 





during the war years, but development 
and design was continued and many 
companies made plans to invade the 
post-war markets with new models and 
new promotions. The first post-war 
year, 1946, saw only a few thousand 
units produced, but in 1947, 120,000 
were sold and the following year sales 
jumped to the quarter-million mark. 
Chey fell to 160,000 in the slump of 
49, but rebounded to 230,000 and 
260,000 units respectively in the next 
two years. Last year they slumped 
again to 175,000 units—a decline that 
has caused considerable speculation in 
the trade as to its probable future. 
ilowever, more and more companies 
began to invade the field in the post- 
war years. From the new product files 
of ELecrricAL MERCHANDISING, we 
see the following companies introduc- 
ing new dishwashers: Modern Maid 
Co. (1945), Hotpoint (1945), West- 
inghouse (1945), General Electric 
(1946), American Central Mfg. Co. 
(1946), Lake States Products Co. 
(1947), Jackson Dishwasher Co. 
(1947), Kitchenoaid Division, Ho 
bart Mfg. Co. (1948), Apex, who ac 
quired Lake States Products (1948), 


Lynnbrook Co. (1949), Applied 
Products ( Matic-Maid ) (1949), 
American Dishwasher Corp. (All- 
American 1949), Corv (1950), 
Youngstown Kitchens Div., Mullins 


Mfg. Co. (1950), James Mfg. Co. 
(1950), Crosley Div., Avco Mfg. Co 
(1952), Universal Major Appliances 
(1952) and Cribben & Sexton Co. 
(combination range-dishwaster ). Some 
of the older established companies in 
the business, of course, brought out 
many new models and jmproved de 
signs during this period. The list is in 
tended merely to show the variety of 
companies entering the field postwar. 

And so the electric dishwasher has 
had a comparatively long history. Yet 
today it mav be said to be only the 
threshold of its career. It merely re- 
quires the same promotional effort 
that got the washer, the refrigerator, 
and other accepted appliances off to 
a flving start and sales in the millions 
of units annually End 
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“MAKE IT SNAPPY—THERE’S A FIGHT GOING ON IN FIVE MINUTES” 
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“1 SOLD 20 SERVEL 
LECTRIC FREEZERS 


IN 20 DAYS!" 


Calle. 0. Maxsulf- 


North Main Street | Woodstown, New Jersey 




















3 Chest-Type 
(9, 15, 22 ew. ft.) 


3 Upright Models 
(11, 15, 22 ew. ft.) 
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OFF FOOD PRICES! 








Servel’s food plan gives your customers 
25% off on up to $200.00 worth of food 
purchased at any local food store in 
stocking the new Servel. 


Model HF-153 
cu. ft. 


EXCLUSIVE 
“COLD-SEAL” CONSTRUCTION 


“20 Servel Freezers sold in 20 days is routine business 
for me!” says Carlton C. Hackett. “What’s more, my 
satisfied customers provide me with a steady stream 


of prospects.” Now is the time to cut yourself in on 
this big freezer business! Powerful national ads are 


creating Servel Freezer prospects right in your own 


area! And remember the Servel food plan eliminates 
food-business headaches for dealers...food retailers ie Re FE Z ERs 
handle all the details...and you make full mark-up on 


all your freezer sales! Profit with the most complete 
freezer line in the world...contact your Servel 
distributor today! 











Servel Inc., Evansville 20, Indiana * In Canada, Servel (Canada) Ltd., 548 King St. W., Toronto, Ontario 
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UGE MARKET 


sales in 





Increased production opens opportunity 


Sensational invention makes complete dishwashing as fast and easy 
as scraping only! A volume seller... no installation problems! 


Dishmaster is your answer to volume sales and big 
profits in the fast-growing dishwasher market. 


More Dishmasters have been sold than any other dish- 
washing device. In California over 200,000 are in use—but 
the lion’s share of the market has never been touched. Now 
with the easing of material shortages, it has been possible 
to vastly increase production. There’s a wide-open profit 
opportunity in practically every section of the country. 


Look at the product advantages. Dishmaster makes 


Beautifully styled for buy-ap 
peal and priced for the mass 
market. Fits any sink. Wall- and 
table-mounted models. Well 
suited for customer installation. 
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retail 


complete dishwashing as easy as scraping. It takes up no 
floor space as it is a permanent sink fixture that replaces 
standard sink faucets. It combines dishwasher and swing- 
spout mixing faucet in one trim unit—finished in eye- 
catching, high-polished chrome. 


Here’s a “demonstration natural’”—with a record of 
real sales success. Every home with a kitchen sink is a logical 
prospect. Get in on the ground floor in your area. Send 
coupon for details. 













The Push-Button 
Dishwasher 






or ‘ a 
quent [Fump o 


a > 
* Guaranteed by @ 
Good Housekeeping 
\tor 
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home- conscious California prove 


fir DISHMASTER 


for new distributors and dealers 























Dishmaster uses any 


Dishes, pots, pans, glasses, household detergent. 


te) silverware all come spar- Integral tank holds so- 
Ss kling clean—fast! Aerated lution for full day's 
ee suds pour through nylon washings for average 
4 brush at touch of a button family. Completely fool- 


Dishwashing timeis reduced 
to the time it takes to pre- 
pare dishes for costly “‘auto- 


proof. No special piping 
or wiring is required. 
Change from rich suds 


»f matic’ washing to clear water is in- 
al stantaneous. 
d 


With diverter valve in 
down position, water 
flow is through spout. 
When diverter valve is 
lifted, spray is activated, 
Spray can be used for 
rinsing, cleaning vege- 
tables. Yes, Dishmaster 
does all jobs—at sensa- 
tionally low cost. 











Send coupon today for details of NoAN conrots 
10 S. Superior Acted. Ohlé. 


HoDISHMASTER Ge/ | se 

















for dealers and distributors ae 
| a 
| City Zone. State 
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Organ Manufacturer 


Keeps Customers Singing 
With KLIXON Protectors 


MACUNGIE, PA.: Mr. Jerome Markowitz, President of 
the Allen Organ Company, makes sure Allen organ motors 


won't burn out — with Klixon Protectors. 


“We insist that the motor which is included in the “Gyro- 
phonic” speaker mechanism of our electronic organ be 
equipped with Klixon overload protectors. This not only 
offers motor protection, but also prevents “disintegration” 


of the morale of a customer whose instrument burns out.” 


Klixon Protectors Reduce 
Service Calls and Repairs by 
Preventing Motor Burnouts 





The Klixon Protectors illustrated keep 
motors in electrical appliances and other 


ny motor-driven equipment from overheating 
and burning out. Look for equipment with 
Klixon-Protected motors for trouble-free 
a aciaeal motor operation. 
Reset 








SPENCER THERMOSTAT 
Division of Metals & Controls Corporation 


2507 FOREST ST., ATTLEBORO, MASS. 





L 
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Detergents—Made Dishwashers Possible 





The addition of chlorinated phos- 
phates in a correctly formulated dish- 
washing compound is relatively new 
and looks promising, according to de- 
tergent chemists. Chlorine aids deter- 
gency. It causes water to sheet off sur- 
faces rapidly, resulting in good drying, 
and lessening considerably the danger 
of water spotting. It also aids in re 
moving food stains, such as tea, coffee, 
etc. 

Finish, in national distribution since 
January, 1953, is described by its 
maker, Economics Laboratory, Inc., as 
a product for “tough job” dishwashing. 
They say: “Where the dishwasher 
owner has soft water and carefully con- 
trolled operating conditions Electrasol 
does the job. For customers who have 
dificult operations particularly those 
plagued by water spotting. Finish is 
the product.” Already Finish is in- 
cluded among the recommended de- 
tergents in instruction books of three 
manufacturers. 

Thanx, a chlorinated product re 
cently introduced by Calgon, Inc., has 
been field tested for almost two years 
by commercial and institutional users. 
It has phenomenal detergencv, accord 
ing to the Calgon chemists. It appears 
that these chlorinated products are 
valuable additions to the detergent pic- 
ture, 


The Final Rinse 


I'he need for more than one deter 
gent application in a complete wash- 
ing cycle is successfully solved by Hot- 
point in its 1953 models. A dual- 
detergent dispenser in these models 
contains a double charge of detergent 
to treat not only the first wash, but 
the second one as well, with equal 
doses of detergent. 

James also has solved hard water 
rinsing with a feeder that automati 
cally injects a dose of Calgon into the 
final rinse. 

According to some detergent mak- 
ers, too little attention has been given 
the detergent dispensing angle of dish- 
washer design. One or two of these 
people say that if a dispenser could 
be devised to permit a small carry 
over of detergent to the final rinse 
the hard water deposit problem would 
be licked. 

Makers of Chat, recognizing the de 
sirability of a detergent carry-over to 
the final rinse, devised a syphon type 
dispenser—a metal, cup-like device into 
which a tablespoon of Chat is placed. 
The dispenser is hung in the upper 
rack of the machine. During the wash 
cvcle most of the detergent is sy- 
phoned out, but enough detergent is 
left in the cup to provide some of the 
wetting agent for the rinse water. 


Water 10-Grains and Harder 
According to the Culligan Soft Wa 


ter Institute, 85 percent of the U. S. 
and Canada has hard water. (See map.) 
Water from 5 to 10 grains of hardness 
is considered moderately hard. It may 
be treated with packaged, non-precipi- 
tating softening chemicals. Water 
over 10 grains is considered very hard, 
however. The city water department 
in each community will tell the con- 


JULY, 


CONTINUED FROM PAGE 84 





dition of the water to anyone who in- 
quires. Where it is excessively hard, 
mechanical water softening equip- 
ment, using a material such as zeolite, 
or a water softening service may be 
advisable. Even zeolite softened water 
can lead to water spotting problems. 

The mineral in the hard water is not 

removed by the zeolite, it is only 

changed. The new mineral does not 
form curds, but if a droplet is evapo- 

rated on a glass, it will still leave a 

white spot. 

To sum up, here are some sugges 
tions offered by dishwasher detergent 
makers for insuring satisfied dish 
vasher customers: 

1. Know your dishwasher detergents— 
their advantages and disadvantages. 

(a) Investigate each brand rec- 
ommended by the manufac- 
turer of the product you han- 
dle. 

(b) Become authority, through 
actual use, on which deter- 
gents are best for the com- 
munity you serve. 

2. Know the water hardness problems 
of your community. 

(a) If it consistently exceeds 10 
grains, recommend a penna- 
nent mechanical softener or 
a water softening service. 

(b) For a minor seasonal hard- 
ness, know the best chemical 
(packaged) conditioner for 
your area. 

3. Instruct customers on the impor- 
tance of racking dishes carefully, 
according to manufacturer's direc- 
tions, so that all surfaces get full 
impact of water force. 

4. Impress customer on the impor- 
tance of studying manufacturer's 
instruction books on: 

(a) Brand of detergent. 

(b) Amount detergent to use 
per load. (Usually a little is 
better than a lot). 

(c) How to correct tea, coffee 
and iron staining. 

(d) Washability of various items 
such as plastics, vitreous and 
non-vitreous china; _ silver- 
ware, aluminum pots and 
pans. 

5. Before installing the dishwasher 
investigate the adequacy of the hot 
water supply in customer's home. 

End 
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“EVENING, SIR. WOULD YOU LIKE TO BE 
FREE OF THE DRUDGERY OF WASHING DISHES 
BY HAND?” 
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STEP-UPS 


including 
two Semi- 
' Automatics 


MODEL Al-0-1 


SALES 











IN ANY MARKET!! 


-You’ve got what you need— with Duchess — to 
increase your washer volume. Duchess high styling 
and low price tags are an unbeatable combination. 
And you can depend on the Duchess|to satisfy in 
the laundry on every count... . Feature the big 
8-lb. Model Al1-0-1 advertising leader for healthy 
store traffic and prosper with Duchess ten step-up 
profit models. 








You can go places with the |Duchess 








STARTER 


















DUCHESS CO. 
FAIRFIELD, IOWA 


Write or phone for name of your 
Duchess distributor. 


ELECTRICAL MERCHANDISING—JULY, 


MODEL A14-0-1 
Semi-Automatic 


PAGE 





MODEL A9-0-7 
Semi-Automatic 








medium is the 
CHICAGO TRIBUNE 
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BY ANY YARDSTICK= market coverage, advertising leadership, dealers’ 


preference, whatever facts you consider in the selection of media—the Chicago Tribune measures 
up as your No. 1 appliance medium in the multi-billion-dollar Chicago market. 





advertising. 





with those who BUY appliances! 


Hundreds of thousands more families read the Tribune than read any 
other Chicago newspaper. Reaching the people who buy most of the 
appliances sold here, the Tribune is the logical medium around which 
to build your Chicago sales drive. 


with those who SELL appliances! 


To sell Chicago’s largest, most responsive audience of home-minded 
readers, appliance manufacturers place more of their promotion funds 
in the Tribune than in all other Chicago newspapers combined. In 1952, 
the Tribune was first in the nation in housing equipment and supplies 


TO GET MORE selling power out of every dollar of your Chicago advertising 


budget—to get out in front and stay out in front with Chicago dealers as well as consumers— 


make the Tribune your No. 1 buy. 


Expenditures of general advertisers 
of housing equipment & supplies 
and radio & television sets in 

each Chicago newspaper 

YEAR 1952 


$1,211,658 $303,134 $239,731 $141,606 
CHICAGO CHICAGO CHICAGO CHICAGO 
TRIBUNE PAPER B PAPER C PAPER D 


63.9% 16.0% 12.6% 7.5% 





For greatest neighborhood impact—con- 
sider the Tribune’s Selective Area plan! 


Thru the Tribune’s unique Selective Area advertising 
plan, you can give your promotion increased local impact 
and get your Chicago area dealers to give your line special 
attention in their stores. 

A Selective Area ad prominently identifies a different 
group of your dealers in each of the Sunday Tribune’s five 
neighborhood sections. Each dealer gets practically the 
full benefit of your advertising in his immediate area. 
Each gets big space and large, effective circulation at low 
costs never before possible. 

If you want more enthusiastic dealer support for your 
line in Chicago, find out for yourself why more than 
$2,500,000.00 already has been invested in the Tribune’s 
Selective Area plan by appliance dealers, distributors and 
manufacturers. 


For Details, Call Your Chicago Tribune Representative Today! 


ADVERTISING SALES REPRESENTATIVES 


Chicago New York City Detroit 
A. W. Dreier E. P. Struhsacker W. E. Bates 


1333 Tribune Tower 220 E. 42nd St. 
SUperior 7-0100 


Penobscot Bidg. 
MUrray Hill 2-3033 WOodward 2-8422 GArfield 1-7946 


San Francisco Los Angeles 

Fitzpatrick & Chamberlin Fitzpatrick & Chamberlin 
155 Montgomery St. 1127 Wilshire Bivd. 
Michigan 0259 


MEMBER: FIRST 3 MARKETS GROUP AND METROPOLITAN SUNDAY NEWSPAPERS, INC. 


ELECTRICAL MERCHANDISING—JULY, 1953 





PAGE 127 





ee See a 





Look what Sunbeam says: 


“The high standard of QUALITY assured 
by our specifications is the customer’s guar- 
antee that every Sunbeam appliance will 
perform correctly. 

In achieving quality, heating elements are 
a primary consideration. Such units must not 
only be long-lived, but must deliver heat 
evenly from all points on their surface, in 
order that “hot spots’’— detrimental to good 
cooking—will not occur. This means that 
electrical resistance material used in heating 
elements must be extremely resistant to high 
temperatures and corrosion, and absolutely 
uniform thruout. 

The remarkable stability and uniformity of 

ichrome resistance wire has consistently 
ulfilled these conditions—giving us peak per- 
formance in heating elements of our coffee 
brewers, toasters, irons, and other products. 


HARRISON, 


Nichrome * is produced only by 
Driver-Harris Company 
NEW JERSEY 
BRANCHES: Chicago, Detroit, Cleveland, Los Angeles, San Francisco 











We have found 
that when a Sun- 
beam appliance 
goes into a house, 
it is soon followed 
by others. Here is 
striking evidence 
that Sunbeam, plus 
Nichrome, stimu- 
lates that extra measure of satisfaction which 
creates sincere enthusiasm and complete 
confidence.” 





Soles-building apptiances 
exemplify Sunbeam's 
production watchword: 
QUALITY 


Yes, Nichrome heating units assure user 
satisfaction—and satisfied users mean faster 
turnover, more new business, more money in 
your pocket. Where electrically heated appli- 
ances are concerned, you'll certainly profit 
most when you can say to your customers: 
“Heating elements are of Nichrome.” 





Mico 


In Canada: The B. GREENING WIRE COMPANY, Ltd., Hamilton, Ontario 


“ym REG U & PAT oFF 
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'Food Plan Exclusive 


| spots during the day. However, the 


only place that you can promote the 
freezer and the food plan is at a fair 
or carnival. The radio reaches the 
rural market better than a newspaper, 
he believes, and the rural market is 


| an excellent prospect for freezers with 
| or without the food plan. 


Bonus Plan for Sales 


Not only are prospects getting ex 
tra money for sales, but Marbro’s also 
has a bonus plan for the sales staff. 

Each month that sales reach 74 
freezers, Brown puts $600 in a pot. 
The highest man gets $250. The four 
following get $125, $100, $75, and 
$50. “We want to keep our sales at 
about 100 freezers a month, and that 
is the best way,” Brown explains. 

“We try to help the customer by 
keeping the downpayment about as 
follows,” Brown continues. “For in 
stance, on a freezer that cost $600, a 
sale would work out like this: 


Freezer price $622.12 
| Payments each month $30 for 24 months 
| 6 Months food.. $300.00 average 


Payments each month 
$50.00-$55.00 for 6 months 
Downpayment on freezer....... $75.00 


Combined monthly payments 
$70.00-$75.00 a month 


“The customer gets her first six 
months’ supply of food delivered free 
by Fred Styvesant of Hudson Food 
Lockers,” Stan continues. “Our sales- 
man often goes out on this delivery. 
But each time the customer renews 
her note for food, she doesn’t need to 
come to us. She can deal directly 
with the bank and Hudson Food Lock 
ers. We believe that this plan is good 
because the customer doesn’t have any 
complicated plan to live with—no 
budget to make them watch how 
much food they get. They know they 
will realize no savings from the freezer 
and food plan until they have paid 
for the freezer. Many dealers endeavor 
to show that they can buy food in the 
beginning at great savings and that 
they are to the good from the begin 
ning. 


No Saving at First 


“Hudson offers good prices, but it 
isn’t a real saving until they have paid 
for the freezer,” he adds. “For in 
stance, they charge cost plus two per 
cent for overhead on the meat. They 
do the wrapping of the meat in a plas 
tic dip coating process called, Real Seal 
I'hermo-Glaze which makes for bette: 
color and no flavor loss. Fruits and 
vegetables are cost plus 10 percent. 
This goes down as the volume goes up, 
and Hudson can buy in larger quanti- 
ties. 

Marbro’s believe that you learn a 
few things about freezer plans after 
you've gotten into them. But dealer 
Stan Brown is glad he carefully waited 
and went into it only after he had 
studied his community thoroughly. 


End 
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) SUGGESTED 


eee List 
RCA QOH GOGGO0 TAPE RECORDER 


The name, the features 
your customers want 


THE RCA NAME for unequalled consumer preference 
APPEARANCE as modern as this minute 
PUSH-BUTTON controls for easy operation 








EASY THREADING for easy demonstration ---and here's pines business 
7 - : RCA Sound tape br these high-ticket cus- 

BETTER TONE, LONGER LIFE through RCA engineering reset wate 3. and a gain. Full RCA line 

RIGHT PRICE for your customers—for you wane so : oo ven I-Tab adhesive “labels, Carry-Au 
¢ tape rier, and Cover ‘All recorder cover. 


CONTACT your RCA Victor Distributor today for information on the RCA 
PusH-BuTTon Tape Recorder ... AND RCA’s dealer kit and merchandising program 





(FP) RADIO CORPORATION of AMERICA 


ENGINEERING PROOUCTS CAMDEN. HN. J. 
f 











Does magazine editorial sell appliances? 


“TE PS AP ERE TF 7 






Vic( alls invites You to See the 
4¢ . . 
Reantiful new Color-Styled Catlouc GAS RANGES 


8.40 ate 
enanes 
ste: 
COCGKS 























Sales manager Tiley shows retailer Rocchi new merchandising aids. * 


Caloric thinks so! 


General Sales Manager Harold Tiley of Caloric Stove utilities have bought over 1,200,000 reprints and blow- 
Corp. bought 2,000 blow-ups and 10,000 four-page ups of McCall’s appliance editorials . . . proof of the 
folder-reprints of an appliance editorial feature from sales power packed into these pages. 


July McCall’s. Here he shows F. L. Rocchi (right) of : 

Snellenburg’s, Philadelphia, one good way to put this HERE'S WHY! 

material to work. 1. Only a women’s magazine like McCall’s can con- 
sistently influence family appliance purchases. 


LOTS OF SMART MERCHANDISERS THINK SO! 9. o.,1., MeCall’s 


So far in 1953, appliance manufacturers and public more than 4,500,000 homes- can do this job so well. 


with its responsive audience in 


*Ask your Caloric representative for copies of this material. 


Carrying more appliance 8 
advertising than any 
other magazine 
for women... ee 











STROMBERG-CARLSON 


invites you to see the 


EXCITING NEW 1953-54 LINE 


of exclusive 


PANORAMIC VISION 


and “Custom 400” High Fidelity Radio-Phonographs 





co en 


Thun is nullhing Jur na STROMBERG-CARLSON : 


STROMBERG-CARLSON COMPANY, 
ROCHESTER 3, N. Y. 
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| Here’s the laundry line of the year! 


=? Hamilton, the originator of automatic clothes drying, now 


gives you a complete line of washers and dryers. Led by the 











Hamilton Automatic 





Electric models magnificent new Companion Piece automatic home laundry, 





oe this new Hamilton line was tailor-made for today’s market. There’s 
— 
a sale for every shopper, and no “poor relation” tagalon 
| 0 y shopp po galong 
{ecistp agama items to punch holes in your profits. See it...stock it...sell it— 











Sty the 1954 Hamilton line, ready for you now! 


Heomilton 
Deluxe Washer 








Washedlay RESULTS ASSURED yeoase 


Attled RESULTS ASSURED fot you 








Sianitaaal trains i panel inf mew” on! 
es HOME APPLIANCE DIVISION 
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washer and dryer line 
of better laundering: 





And here’s the greatest sales story 
of any year! 


Out of the laboratories of leading nuclear scientists comes this 
powerful sales story! New scientific method of measuring 
washability by radioactive tracers used exclusively by Hamilton 
offers modern-age proof of washday Results Assured! 

Here’s the answer for today’s hard-to-sell shoppers, wrapped up in 
a promotional package that was planned with you in mind! 
Results Assured...another big first from Hamilton, the originator 


of automatic clothes drying! 





Your customers 


> eS i of '. HTC " 
ia let pil em we r 


G 
sig ‘ ba: Use Drala Pia: 
will be or — a Be Shs ‘ <i 


about Hamilton 
Results Assured in i. ek ‘ es aig 
these influential ‘ 


magazines.. 


—= 


— 





be ready with the line! be ready with the story! be ready for the sale! 


oe ahead uith thon thton. 


HAMILTON MANUFACTURING COMPANY + TWO RIVERS, WISCONSIN 
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@ silver plated coaxial tuning elements . . . 
no sliding contacts 

@ smooth single knob tuning 

@ easy-to-read illuminated slide rule dial 

@ attractive mahogany plastic cabinet 

@ continuous tuning ...470 mc to 890 mc 


@ smaller size. ..8 by 6 by 6 inches 


Meet the demand for a truly quality UHF Converter 
... offer your customers the finest in UHF-TV recep- 
tion ... stock and sell Turner's new UHF Converter! 
In actual comparison tests, Turner gave clearer, 
sharper pictures and had a much lower noise figure 
than the other converters tested. Turner’s UHF Con- 
verter is smaller than most too...takes less room 
on the receiver. 

Carefully engineered for dependable performance to 
reduce profit-cutting call-backs, Turner’s UHF Con- 
verter is built to perform ... built to last! Simple at- 
tachments to UHF antenna or combination UHF-VHF 
antenna and TV receiver need but a one-stop instal- 
lation trip. 

The unit is self powered ... uses channels 5 or 6. Con- 
verter is complete with all tubes and instructions for 


110-120 volts, 50-60 cycles AC. Get the best... sell 
Turner! 
TURNER UHF Converter, List Price ..$57.50 


rue TURNER company 


938 17th Street N.E., Cedar Rapids, lowa 


EXPORT: 
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TURNER’S 


UHF CONVERTER 


IN CANADA: Canadien Marconi Co., Toronto, Ont. and Branches. 
Ad Auriema, Inc., 89 Broad St., New York 4, N. Y. 


The Market is Unlimited 





percent. For retailers July of 1951 
was the worst month with 4.90 per- 
cent, but in 1952 July was the best 
month with 11.04 percent. The con- 


| clusion, if any, seems to be that since 


dishes have to be washed every day 
in every climate and in all circum 
stances, dishwashers can be sold 
whenever a sufficient effort is made. 


The Dealer's Share 


So far the effort has been neither 
large enough or consistent enough at 
any level of the industry. Lest this 
sound like an indictment, it should 
be said at once that not all the lack 
of effort has been due to inertia. There 
have been other factors—the limited 
number of manufacturers in the busi- 
ness, for one example, the booms in 
other products, for another, the pe- 
culiar problems of dishwasher merch- 
andising, for a third. Plumbing codes, 
plumber troubles, installation head- 
aches have all been very real ob 
stacles to sales. But the fact remains 
that dealers have been losing sales to 
othe types of outlets. In 1948, ac 
cording to Hotpoint figures, electrical 
dealers made 54.7 percent of dish 
washer sales. By 1950 this percent 
ige had dropped to 47, still the lion’s 
hare of the market, but in the same 
period builders had nearly tripled 
their share and plumbers had doubled 
their's. Some of these gains can be 
attributed to the development of the 
merchant plumber and to the interest 
of builders in products that will help 
them sell houses, but much of the 
dealer’s loss can be attributed to neg 
lect of the market. 

When 36 percent of dishwasher 
buyers have to make their own ar- 
rangements for installation (as shown 
by recent Hotpoint research), and 
builders make arrangements for 38 
percent more of them while dealers 
take care of only 18 percent, it is ap 
parent that dealers have not been do- 
ing a complete, packaged merchan- 
dising job. In a recent survey made 
by this magazine—75 percent of the 
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respondents said that they carry dish- 
washers. But one wonders how many 
merchants who carry dishwashers 
actually make an effort to sell them. 
It is probably a good guess that at 
least 70 percent of dishwasher deal- 
ers would say that the free home trial, 
whatever its benefits for other appli- 
ances, would not work for an appli- 
ance like the dishwasher. But it is 
being used and used successfully. ‘The 
portable unit, new in recent years and 
now being manufactured in floor- 
standing models by several producers, 
is a natural for free trials and home 
demonstrations, either to sell itself 
or permanent plumbed-in machines. 
The portable has a still further ad- 
vantage in that it opens up markets 
usually considered closed to perma- 
nent washers—apartment dwellers 
who don’t want to make a permanent 
investment in somebody dse’s prop- 
erty, people with limited kitchen 
space, and people who are unable or 
unwilling to spend the money neces- 
sary for plumbed-in models. 


Magic Million 


Of plumbed-in models now being 
sold, the complete sink and free-stand- 
ing units divide the market approxi- 
mately equally between them. Drop-in 
models, according to one manufac- 
turer, account for less than one per- 
cent of industry sales. 

Whatever the breakdown of sales 
by types of units, it is certain that 
present income levels, home construc- 
tion and living habits guarantee a 
potential market which many manufac- 
turers are already beginning to culti- 
vate. The 175,000 dishwashers sold 
in 1952 pushed ownership past the 
“magic million” figure—that point 
where a million or more units are in 
use and acceptance begins to multiply 
and, if the experience of other appli- 
ances is any criterion (see chart on 
page 87), dishwashers should start 
now to move with increasing rapidity 
toward the goal of eventual 65 or 70 
percent saturation. End 





USED 
WASK) 
MACHINES 


Reconditioned 


















“IT WAS OWNED BY AN ELDERLY COUPLE WHO 
HARDLY EVER GOT THEIR CLOTHES DIRTY—” 
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We’re putting the heat on Dearborn Area Heat— 
building a fire under profits for you—with a strong 
national advertising campaign in the nation’s top 
magazines! 


Ask your Dearborn representative about Area Heat if you don't 
already know the full story. Or write, call or wire us for more 
information. It's the most sensible, saleable, profitable way to 
sell heaters in heater history! 


STOVE CO. 


1700 WEST COMMERCE ST., DALLAS, TEXAS 





It mains sense because it puts 
uniform warmth all over their house 
—keeps it uniform with 
individually controlled thermo- 
stats on every heater, in every area. 


Area Heat can make plenty of 
dollars for you because it doubles and 
triples your Dearborn sales. 
Dearborn Area Heat sales are 
MULTIPLE SALES. You 

sell up to 6 or more heaters per 
customer instead of the usual 
single unit sale. And with every 
heater sold you automatically sell 
a Dearborn automatic control— 
extra profits thrown in with no 
selling effort on your part. 


Now is the time to start your big 
summer Dearborn Lay-Away 
promotion. Make it a real promotion 
with the biggest sales and profits 

in your history by selling Dearborn 
Area Heat. Make MULTIPLE 
SALES and you'll multiply 

your profits! 
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When it’s a Lamb Electric motored 


Series motor parts engineered 
for floor polisher; adaptable 
te food mixers and other 
household appliances. 


appliance you can tell about 
excellent performance, about de- 
pendability, quiet operation and 
outstanding appearance. 

because the motor is specially 
designed for the product. These 
are some of the features which 


characterize all appliances 


Lightweight universal motor 
fer portable devices requiring 
a self-ventilated, high-speed 


equipped with Lamb Electric 


motor. Motors, and are among the rea- 
_ sons why leading dealers the 


‘ country over like to handle them. 


The Lamb Electric Company 
Kent, Ohio 


} In Canada: lamb Electric —Division of 
j Sangamo Company ltd. —Leaside, Ontario 


Compactly designed turbine 
provides dependable opera- 
tien for canister-type vacuum 
cleaner. 
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More Dealers Are Selling Them. 





where dishwashers are still several 
years away from the $3.00 per weck 
buyer.” 


Service 


Once all the barriers to a sale have 
been beaten down and the dishwasher 
installed in the home the great ma- 
jority of dealers, 82.41 percent of the 
respondents, take care of all necessary 
service. Slightly more than 10 per- 
cent leave it up to the distributor and 
the remaining 7.15 percent use other 
means to keep their customers happy 
and their machines running. But dish- 
washer service is apparently no great 
headache, because 63.18 percent of the 
dealers in the panel tell us that service 
calls are less frequent than for auto- 
matic clothes washers. Some 23 per- 
cent say the machine requires service 
about as frequently as an automatic 
clotheswasher and only 7.71 percent 
claim that it takes more work to keep 
a dishwasher going. 

Some of this lack of service difficulty 
perhaps can be attributed to good in- 
struction. One respondent, who sub 
contracts all plumbing and wiring and 
takes all responsibility for service, says 
“We have a full time home economist 
who completely demonstrates every 
dishwasher and this, in our opinion, is 
a must.” 

Another stresses the importance of 
good consumer instruction with the 
statement that, ‘“‘Dishwashers are like 
automatic washers. The new owner 
must have instructions as to how to 
load the dishwasher, what kind of de 
tergent to use in different locations, 
etc., and a dealer is not interested in 
selling them on the idea when they 
cap get the merchandise through their 
plumber or contractor wholesale. It 
takes specialty selling on dishwashers; 
the customer is not going to walk in 
and take them away from you.” 


Sources of Sales 


As might be expected, most dealers, 
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dishwasher leads from satisfied users. 
Local and national advertising was 
checked as the best source of leads by 
25.82 percent and 21.42 percent voted 
for walk-in prospects. Total answers, 
including 2.75 percent for direct mail, 
8.79 percent for other lead sources and 
1.09 percent “‘don’t knows”, adds up 
to more than 100 percent because 
many dealers checked more than one 
media as the best source of leads. 

Few dealers use the free trial as a 
sales-maker; only 26.37 percent think 
free home trials are practical and an 
additional 4.40 percent split their 
answers to say that the free home trial 
is practical for portable units, im 
practical for plumbed-in machines. Al- 
though 79.12 percent said that porta- 
bles do not sell better than piped 
units, several noted that they are using 
the portable with some success to sell 
up to built-in machines. As one dealer 
puts it, “We sold most of our units 
when money was free and people in 
the upper brackets would spend 
$428.95 for a dishwasher. Now the 
portable has a lot of value. I really be 
lieve the portable market will help us 
sell a few of the complete units.” 

A second says, “The portable dish 
washer in a prospective home is the 
strongest factor in permanent dish 
washer sales.” 

Whatever their opinions with re 
spect to installation, sales, product 
and service of the dishwasher, the re 
sponse of dealers in this survey indi 
cates one standout fact: There is a 
growing interest in the appliance 
which right now is very likely at the 
highest peak in the industry’s history. 
Eventually this interest is going to in- 
crease sales. In one case, at least, it 
already has. “As for this year,” says a 
dealer, “we are already up with last 
year’s sales. In fact, we have installed 
five units to date. In addition we are 
directing our outside sales force in a 
greater effort toward complete kitchen 
sales which, I think, will be our biggest 

















63.74 percent of respondents, get their source of dishwasher sales.” End 
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The single most important need of your business is the 
absolute knowledge that the equipment you buy and sell 


will give years of trouble-free service. It is that 





DEPENDABILITY that makes VICTOR 
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your best buy. Mail coupon 


today for PROOF! 
















































Upright olde. 650 ie. o saliae aseie paket --- 
Shot io as oad: Quickfreezer “ VICTOR PRODUCTS CORPORATION ! 
—_ & 25'cu"'f. sizes! | HAGERSTOWN, MARYLAND 
- ——{ Gentlemen: Please send | 
; complete details on the Victor | 
preducts checked below, " 
oka C2 Upright Quickfreezers | 
(C) Chest-type Quickfreezers | 
(C0 Air Conditioners 
ee ET i, SO Meena aati C) Dehumidifiers 
ture (dampness) and pre- mensional cooling with O Commercial Refrigeration | 
vents rust, mildew, and “push button” control. 
— corrosion, | 
. | 
| Name | 
FIRST NAME UNSURPASSED QUALITY | 
IN and Value in FREEZERS } 
Address ] 
QUICKFREEZERS DEHUMIDIFIERS - AIR CONDITIONERS ; 
Guarated bye Sh | | 
w | City 
l 
VICTOR PRODUCTS CORPORATION * HAGERSTOWN, MARYLAND , 
1 State | 
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F™ LIKE RESCUING a damsel in distress—at a 
profit? Several million of ‘em? Then go out after 
those hapless housewives still tied down by the old- 
fashioned clothes line. A man with a slide rule tells 
us that hanging up a wash uses up enough of a 
woman's energy to lift a ton of coal 10 feet. Women 
tell us that their tired backs knew that years ago. 
That's a cue to sell ‘em automatic dryers with the 
Lovell Drying System, if we ever heard one. 
Remind every customer of the Lovell Drying System 
features at the right. 


Americas newest household blessing 


Its your chance 


1. Thermostatic Dial Control provides: 


(a) Automatic shut-off at desired dryness. 
(b) Complete heat range for any fabric 

2. Vacuum Drying System preheats air, has highest 
hourly drying rate, costs less to operate, reduces 
lint accumulation. 

3. New Extra-large Infrared Element has three times 
more gently. 

4. Easy-to-unload Door is extra large, opens all the 
way. Gives full visibility. 

5. Air-cooled Cabinet allows easy access for cleaning. 








7 
oll 
Dy 


to play the hero! 


6. Easy-to-clean Lint Trap. 

7. Lint Trap Safety By-pass prevents clogging if user 
fails to empty ‘trap. 

8. Outdoor Humidity Vent is easily connected at rear, 
if desired. 

9. Handy Clean-out Duct to remove sand and small 





objects. 
The Lovell drying system is used in 17 leading makes 
of tumble-type dryers, both gas and electric. Lovell 
Mfg. Co., Erie, Pa. Also makers of famous Lovell 
Pressure Cleansing Wringers. 


Drying System 


ELECTRIC and GAS 


(Remind every customer that she can get her wash done quickest with a wringer-washer and automatic dryer—and that the combination costs less than she thinks ?) 





ELECTRICAL APPLIANCE NEWS 


NEW PRODUCTS 








NESCO Broiler-Griddle 


Nesco, Inc., 

Milwaukee, Wis. 

Model: Nesco_ infra-red _ broiler 
griddle that fits all Nesco 18- and 
20-qt. oblong roasters. 


Selling Features: Spring clamps at 
tach broiler-griddle to upper edge 
of roaster-oven; scientifically spaced 
nicro elements in upper half of 
hinged unit; reflector drip pan is in 
cluded with each broiler-griddle. 
Above elements is a large cast 
aluminum grilling surface 10x144 
in.; Open top construction; uniform 
heat pattern gives smokeless broil- 
ing and spatterless grilling. 











HARDERFreez Freezers 


Harder Freez Div. 

Tyler Fixture Corp. 

Niles, Mich. 

Models: 2 Golden Leisure chest 
models in 15- and 20-cu. ft. sizes. 
Selling Features: HC-15G_ holds 
525 Ibs.; HC-20G holds 700 Ibs.; 
both models have hermetically 
sealed compressor with static con- 
densor for quiet fanless operation; 
HC-15G has 4 h.p. compressor; 
HC-20G, 4 h.p. 

Refrigerant supplied through 
HarderFreez center plate coil di- 
viding storage area also through sin- 
gle wrap-around coil at top of liner; 
both models equipped with super- 


density Fiberglas insulation; Touch- 


Dial temperature control; single, 
self-balancing safety lid with 





built-in interior light; warning light 
on freezer front; Sno-Flake store 
house with twin plexiglas doors; 
double juice racks hold concen 
trates; adjustable wire dividers; 2 
handi-lift storage baskets; venti 
lated, recessed base; gold picture 
frame design; white baked-on 
enamel finish; blue gasket; gold and 
blue trim; chromeplated hardware 





WHIRLPOOL Dryer 


Whirlpool Corp., 
St. Joseph, Mich. 


Device: Whirlpool compact auto 
matic clothes drver. 


Selling Features: Designed for 
small apartments, homes, trailers, 
camps, boats—wherever space is at 
premium; 8 Ib. dry clothes capacity 
in cabinet 36 in. high, 244 in. wide 
and 243 in. deep; casters available 
as optional equipment; availabl 
for use with gas or electricity. 

Exterior design a counterpart of 
Whirlpool automatic washer, and 
both machines will be merchan 
dised as ““The Compact Couple.” 

I'wo vane-type fans one at intake 
and one at exhaust; fan at intake 
draws air from louvers at front of 
cabinet to duct, over 4200 watt 
element and into drying tumbler; 
temperature thermostatically con 
trolled at 170 degs. F.; safety ther 
mostat automatically shuts off ele- 
ment if temperature exceeds this 
point; tumbler and heat are auto- 
matically turned off when door is 
opened, resumes where left off when 
door is closed. 

lumbler rotates approximately 
50 rpm; l-piece enameled steel 
tumbler with 3 vanes; perforations 
at back end of drum; 1/6 h.p. mo- 
tor; screen type lint trap at rear, 
upper right of cabinet; removable 
for cleaning. 

Vent adapter available for out- 
side exhaust. 

l-piece wrap around cabinet 
bonderized, baked-on white enamel 
finish. 
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APEX lIroner 


Apex Electrical Mfg. Co., 

Cleveland, O. 

Device: Apex automatic ironer. 
Selling Features: 26-in. “floating” 
roll with both ends and full length 
open and usable, turns freely either 
way; smooth, even starts controlled 
by finger-tip or knee controls; twin 
thermostats controls at either end 
of shoe; 2-speeds, plus stationary 
setting for pressing; 35 in. long, 19 
in. wide, 37 in. high, closed. Open 
for use it is 31 in. wide, 564 in. 
long including end shelves. 





COOLERATOR Freezer 


The Coolerator Co., 

Duluth, 1, Minn. 

Device: Coolerator UF'B-125 space 
saver upright freezer companion to 
Coolerator refrigerator. 

Selling Features: Provides 12.7 cu. 
ft. capacity; holds up to 445 Ibs. 
frozen food; new type expanded 
metal shelving provides fast contact 
freezing plus better controlled cold 
circulation throughout cabinet; 
coils are brazed to shelves; special 
ice cube freezing shelf facilitates 
faster freezing of cubes by direct 
contact with coils; middle shelf ad- 
justable to 3 positions; may be 
raised or lowered to accommodate 
large or bulky articles; extra shelves 
on door for small items; sliding 
basket on nylon rollers in lower 
food compartment for storage of 
irregular items; positive cold control 
—may be set from zero degs. F. to 
minus 10 degs. F. 












ANNA A, NOONE 


Vented door liner; self-leveling 


gliders; hermetically sealed 4 hp. 
compressor; Freon 12; snap action 


latch are other features. 





Servel, Inc., 
Evansville, Ind. 


Device: Jumbo, upright No. VF- 
223. 

Selling Features: Has 20 cu. ft. 
frozen food capacity; holds 700 Ibs. 
food in freezing area, plus nearly 
2 cu. ft. dry storage space in a tilt 
out bin at bottom. 

Features include rounded inte 
rior corners; trigger-action latch 
with built-in lock; juice shelf at 
top; 4 freezeplate aluminum 
shelves; aluminum interior; signal 
light to indicate refrigeration is in 
proper freezing zone; 4 h.p. hei 
metically sealed unit; icicle blue 
and gold interior trim. 

Other models in line include 
chest type freezers. 





CROSLEY Water Heater 


Crosley Div., 

Avco Mfg. Corp., 

Cincinnati, 25, O. 

Model: New 50 gal. corner water 
heater No. CCD-50-D. 


Selling Features: A custom model 
with a 50-gal. capacity and a double 
element unit with standard NEMA 
wattages: This model brings Cros- 
ley line to 32 models—custom and 
deluxe, ranging in size from 12 to 
82 gals. 
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Far Sales Action... 





For sales action, this sales — 
sweetheart, Margaret * 
Lindsay, ie hard to beat, 
too, She’s helping sell the 
Crosley Full Line on 
Crosley’s popular TV pro- 
gram over the NBC Tele- 
vigion Network. 


e n iftleatt 1 


Most convincing ; 
sales feature in any dishwasher! 2 








Model DE-48—48-inch Crosley 
Automatic Dishwasher-Sink 
Combination shown—$439.95**, 
24” Undercounter and Free- 
standing Models also available. 
™ Manufacturer’s Suggested Retail Price. 










nothing tops uirl Clean Action 


EXCLUSIVE WITH THE 


GhOSLTEY/ 
AUTOMATIC DISHWASHER 


For lively sales you can’t beat a live demonstration of a 
Crosley Automatic Dishwasher. It even convinces skep- 
tics that Crosley assures clean—really clean—dishes. The 
SwirlClean Tray, exclusive to the Crosley Automatic 
Dishwasher, gently rotates through both washing and 
rinsing cycles. Thus there’s no chance of dishes on the lower 
rack “blocking off’’ cleansing spray from dishes above. 


Set up your demonstration model today. Now’s the most 
opportune time you’ve ever had to make Crosley Dish- 
washer sales. Crosley’s great Kitchen Planning Contest, 
just completed, has pre-sold thousands of prospects on 
complete Crosley Kitchens, Most of these qualified pros- 
pects want the Crosley Automatic Dishwashers! 





Here’s the newest and best way 
to sell dishwashers! 





The Crosley glass demonstra- 7 
tion door lets your customers 

see how the revolutionary 

SwirlClean Tray eliminates . 
‘thit or miss’’ washing. Demon- Se ook 
stration door snaps easily into } 

place. It is quickly removable, aS 
and it fits any one of the Crosley 

Dishwashers. 








CALL YOUR DisTRiBUTOR for a glass 
demonstration door today. 











CROSLEY 


Make sure prospects buy from you. Offer them the Crosley 
Dishwasher complete with installation. If you can’t 
provide this service for your customers now, see your 
Crosley Distributor. He’ll be happy to help you locate 
a reliable installation source. 


And don’t forget, you can offer excellent terms that in- 
clude the cost of installation. Like many other Crosley 
products, dishwashers can be sold with no down payment 
and up to three years to pay. You, of course, receive 
payment immediately. Your Crosley Distributor will 
help you locate a retail financing source, too. 


Set your heart on bigger profits with the new Crosley 
Automatic Dishwasher. 





This Crosley 
“Fun with Father” Promotion 
..@ top sales booster, too! 


A tested and proven gift promotion 
loaded with chuckles and with 
sales. Complete with attention-getting ads, direct mail 
post cards, window banners, and point-of-sale displays. 
This entire promotion is designed to bring interested 
prospects to your store. 





See your Crosley Distributor for more details on this 
promotion. 











en 
DIVISION Ci C 2 CINCINNATI 25, 
- — OHIO 


Better Products for Happier Living 


Shelvador’ Refrigerators - Shelvador’ Freezers - Electric Ranges Range and Refrigerator Pantries Automatic Dishwashers Home Laundry Electric Water Heaters 
Electric Food Waste Disposers - Sinks - Steel Wall Cabinets - Vinyl-on-Stee! Continuous Counter Tops - Handy Accessories - Television - Radios - Room Air Conditioners 








THERMADOR Radiant 
Heater-Fan 


Thermador Electrical Mfg. Co., 
5119 District Bivd., 
Los Angeles, 22, Calif. 


Device: Thermador dual-purpose 
radiant heater fan, 

Selling Features: Combination ra 
diant-convection type heater; pro 
vides direct warmth through 
radiant “spot” heating while simul 
taneously heating the air set in 
motion by a fan; center compart 
ment, equipped with radiant coil 
and chromium reflector, is source 
or instant warmth; reflector beams 
heat over wide radius; sloping front 
directs infra-red rays slightly up- 
ward, 

Draws cold air from floor, and 
louvred front directs heated air 
downward and outward; thermostat 
maintains desired room tempera- 
tures; automatically turns off if 
accidentally turned over; small 
grille and louvre openings prevent 
contact with element; sienna brown 
baked enamel finish; available in 
1320 or 1650 watts a.c. 





VIKING Sunlamp 


Viking Mfg. Co., Inc., 

Stratford, Conn. 

Device: Viking combination infra- 
red heat lamp and ultra-violet sun- 
lamp. 

Selling Features: Unit includes an 
riven Rabanne fixture (VPL, an 
ultra-violet sunlamp unit (VPL-1- 
S); and an infra-red heat lamp unit 
(VPL-1); converts from ro red 
heat to ultra-violet sunlamp with 
change of bulb; may also be used 
to hold a photo-flood bulb, spot 
reflector or standard incandescent 
bulb; designed to stand on table, 
hang on wall or clamp on furniture; 
can be beamed in a 180 deg. arc 
vertically, and 360 deg. horizon- 
tally; folds for storage; wire guard 
protects bulb; 94x104x6 in., comes 
complete with GE or Westing- 
house 250-watt bulb or 275-watt 
sunlamp bulb. 
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NEW PRODUCTS 





BARTON Washer 


The Barton Corp., 
West Bend, Wis. 


Model: Barton 
Washer No. 54S. 
Selling Features: Tub has 10 Ib. dry 
clothes capacity; 4-vane aluminum 
agitator; Lovell safety bar release 
wringer; heavy duty, sealed-in-oil 
transmission; 4 h.p. Packard motor; 
waist high controls mounted on 
wringer column; full skirted chassis 
white baked enamel finish; Con 
trola‘Speed features 3-speed contro] 
for agitator and wringer, makes pos- 
sible selection of correct agitator 
speed for washing various fabrics, 
also. most convenient wringing 
speed. 

This is one of 7 models in Barton 
washer line. 


Controla-Speed 





FRESH’ND-AIRE Dehumidifier 


Fresh‘nd-Aire Co., 
Div. Cory Corp., 
221 N. La Salle St., 
Chicago, 1, Ill. 
Device: Improved Fresh’nd-Aire 
portable dehumidifier, D750 A. 
Selling Features: A handy on-off 
toggle switch is located on top of 
cabinet; new larger, removable In- 
A-Drawer container of fiberglas, 
catches water; gripper-edge on slot 
of drawer makes it easy to carry; 
knob on front of drawer unscrews 
so hose can be attached to run a 
floor drain; unit is 174 in. high 
114 in. wide and 184 in. long; 
weighs 52 Ibs.; equipped with carry- 
ing handle; controls moisture in 
areas up to 10,000 cu. ft.; removes 
up to 3 gal. moisture every 24 hrs.; 
4 h.p. condensing unit draws 200 
watts; a.c. only. 

Two accessories are available—an 


automatic timer to turn unit off 
and on at specified times; and a 
dolly complete with 4 swivel casters 
for easy portability. 





NATIONAL Air Conditioners 


National Steel Construction Co., 

301 Water St., 

Logansport, Ind. 

Models: National window air con- 
ditioners. 

Selling Features: Cools, circulates, 
filters, dehumidifies; comfort zone 
cooling provided by high air deliver 
and near vertical pitch of fixed po- 
sition louvres which forces cool air 
upward only; reverse flow noise 
trap; foam rubber lining and in- 
sulation throughout; finger tip con- 
trol of air damper makes possible 
control proportion of inside and 
outside air circulation; air is lo- 
cated on underside of cabinet away 
from curtains; outside air is drawn 
through an air scoop at back and 
bottom of unit; dehumidifies and 
disposes of vapor by means of va- 
porization coils; easy to install, 
lightweight housing can be brack- 
eted to window sill before heavier 
chassis is put in place; available in 
2 sizes: 4 h.p. for rooms up to 300 
sq. ft. 3? h.p. model for rooms 425 
sq. ft. thermostats are standard on 
4 h.p. model and optional on 3 
model. 











ELECTREND Heating System 


Electrend Products Div., 
St. Joe Machines Inc., 
St. Joseph, Mich. 


Device: Electrend electric circulat- 
ing air heating systems. 

Selling Features: Heating unit fits 
inside partitions or walls of a house, 
taking up no floor space; operates 
on new principle—warm air risen 
to ceiling is drawn into unit at 
ceiling by fan, air is pulled over 
element and heated to desired tem- 
perature, then circulated at floor 
level; ducts remain at room air tem- 





perature; modern plug-in thermo- 
stat controls air temperature auto- 
matically; dual switch operates fan 
alone for air circulation in hot 
weather; one or more units can be 
installed in each room; heating ele- 
ment, inside duct, uses about same 
wattage as flat iron, but never glows 
red hot; intake grille at ceiling is 
64x64 square; hot air exit at bottom 
8x54; duct is 8 in. wide and §4 in. 
tall; switch and thermostat located 
84 in. from floor. 


~~ 





G-E Water Coolers 


General Electric Co., 

Air Conditioning Div., 

Bloomfield, N. J. 

Models: Redesigned line of G-E 
water coolers. 

Selling Features: New styling fea- 
tures stainless steel front apron at 
top with a louvered front panel that 
tapers in from top to bottom; grey 
hammered finish; 4] in. high, 144 
in. wide, 12% in. deep; requires 30 
percent less floor space than former 
models; bubbler guard built as part 
of top piece; stainless steel top; 
front panel snaps off for easy access 
to interior; 8 temperature settings; 
sealed in steel compressor. 

10 models ranging in capacity 
from 4 to 20 gal., including bottle 
coolers. Bottle coolers also rede- 
signed along same lines with re- 
cessed faucet and hidden waste re- 
ceptacle. 





CALANDA Sewing Machine 


Importer: 
Elite Sewing Machine Corp., 
15 Monroe St., New York City. 


Device: Calanda sewing machine 
made in Switzerland and imported 
by Elite Sewing Machine Corp. 
Selling Features: Zig-Zag machine 
can sew over 2000 stitches a min.; 
Selecto-stich enables user to per- 
form every type scwing operation 
without attachments; gear driven, 
fully rotary motor designed to give 
vibration-free performance; sealed 
oil tank for automatic lubrication; 
drop feel; sews straight or reverse, 
buttonholes, buttons, clasps, em- 
broiders, appliques, monograms, 
darns, overcasts and sews Zig-Zag; 
furniture-type cabinets. 
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BALDOR Fans 


Baldor Electric Co., 

4351 Duncan Ave., 

St. Louis, 10, Mo. 

Models: Baldor, portable all-pur 
pose fans. 

Selling Features: Available in 16, 
20 and 24 in. sizes in square wood 
frames or in circular metal frames; 
both models will set on window 
sill, floor or table. Furniture ply 
wood wood frame finished in gra 
hammertex with matching plastic 
handle removable guard on motor 
and standard equipment; guard on 
blade side optional; 3 large rubber 
feet protect polished surfaces; 
sealed-for-life ball bearing motor; 
fan may be mounted in any posi 
tion; switch recessed to prevent ac- 
cidental damage. P16W, P20, and 
P24 are wooden framed models 
P16W has § h.p. motor, moves 
2530 to 1800 cfm; P20, has 1/6 
h.p motor, moves 3500/2500 cfm: 
P24, + h.p. motor, 5100/3600 cfm 

P16 with circular steel frame fin 
ished in gray hammertex; fan blade 
guarded on both ends with chrome 
spiral guards; rubber feet protect 
surfaces; sealed-for-life type ball 
bearings in 4 h.p. motor, allows 
fan to be operated in any position 

may also be laid on back to blow 
upward. 

All models can be used as ex 
haust or intake window fans; as 
floor circulator; table or desk fan; 
kitchen ventilator or as heat dis 
tributor. 





NECCHI-MATIC Adapter 


Necchi Sewing Machines Sales Corp., 
164 W. 25th St., 

New York, 1, N. Y. 

Device: Necchi-Matic adapter for 
use on any Necchi zig-zag model. 


Selling Features: Operates with a 
system of plastic “wonder wheels’ 
which can be easily changed; each 
wheel has 2 basic stitch designs on 
each side and can produce 7 varia- 
tions of each design, or 14 different 
stitches, with each wheel; New 
Necchi zig zag models come from 
factory equipped with adapter—2 
plastic “wonder wheels” with each 
adapter. Additional wheels, at addi 
tional cost 
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Improved Dulane Fryryte 


Dulane Inc., 

River Grove, Ill. 

Device: Newly designed Fryryte. 
Selling Features: New tri-color 
range dial provides a temperature 
range from 150 to 400 degs. for 
almost every type of cooking from 
baking to sauteing, in addition to 
deep frying. 

First division on dial—“LO”—is 
for long period cooking of stews, 
soups or whole meat dishes; also 
keeps meal hot, warms rolls ete. 

“Medium” section is suitable for 
scalding vegetables for freezing, de 


frosting frozen foods reheating 
cooked foods, boiling, stewing 
cooking rice or spaghetti 

“High”, is used for browning, 


baking, roasting, sauteing. 
“Drain-Lok” enables user to 
quickly drain cooking oil from unit. 








PARTY-Q Barbecuer 


Brevel Products Corp., 

508 Broome St., 

New York, 13, N. Y. 

Device: Party-O electrically rotat 
ing outdoor barbecuer. 

Selling Features: Motor revolves 
food laden spit at low speed re- 
quired for cooking over outdoor 
fireplace or grille; holds up to a 15 
Ib. roast; 1 or 2 chickens or a large 
turkey; spit can be adjusted to 4 
positions—2 lower for searing, 2 
upper for slow, thorough roasting; 
base is 26 in. long, 10 in. wide; 
comes complete with nickeled steel 
spit, 3 slide-on meat forks and a 
spit lifter—a hook to aid user carry 
spit while loaded with meat; oper 
ates on 110 volt a.c.; 30-ft. heavy 
duty extension cord available at 
extra cost. 

Extra attachments include a 4 
some adapter for skewer cooking 
which allows skewers to rotate in- 
dependently; skewers can be used 
as needed from one to six at a 
time. A basket grill slips on spit 
and rotates with it; adjustable at 
several points to accommodate un- 
even cuts of meat, etc. 
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ARMSTRONG Portable Ironer 


Armstrong Products Corp. 
Huntington, 12, W. Va. 


Model: Armstrong portable ironer 
No. M-21. 
Selling Features: Operates with el- 
bow control, leaving both hands 
free to guide clothes; 21]-in. roll; 
54 in. diam. 5 rpm; thermostati- 
cally; adjustable for all types mate- 
rial; enclosed, induction type mo- 
tor; 1100 watts, 110-210 volts, a.c. 
only; white baked-on enamel fin- 
ish with chromium trim; weighs 
30 Ibs.; available with pilot light. 
l‘old-Away stand of 1-in. chrome- 
plated steel tubing Bakelite wheels 
1% in. diam; reinforced steel table 
white baked on enamel finish. 
Ironer also available as model 
F-21 without pilot light or heating 
clement switch. 





COOPER Mower 


Cooper Mfg. Co., 

Marshalltown, lowa 

Device: Cooper “Cyclo-Mo”  ro- 
tary power mower. 

Selling Features: New design in 
wheel placement permits mower 
and cutting knife to follow every 
lawn contour without scalping; 
grass chute evenly delivers grass 
cuttings in fine mulch so no wind- 
rowing or “balling” occurs; no rak- 
ing or trimming is necessary; alumi- 
num deck specially designed for 
safety and ease of handling; 4-cycle 
full 2 h.p. engine; full trimmer 
type with 20-in. cut. 


CAVALIER Air Conditioner 


Cavalier Air Conditioning Co., 
Houston, Texas 

Model: Cavalier “ 
ditioner No. W 103. 


wall type” air con- 





unit into room; designed for home 
builders; air cooled, self-contained, re- 
quires no plumbing; thermostatically 
controlled; 3-speed fan; filter easily 
changed from inside room; adjustable 
louvres; equipped with accessible her- 
mitic compressor. Inside grill, 244 
in. wide, 164 in. high; overall unit 


33 in. high, 27 in. wide, 15 im. deep. 





BOWEN Water Heater 
Combination 


Bowen Water Heater Div., 

Handling Equipment Mfg. Corp., 
Wixom, Mich. : 
Device: Bowen combination lava- 
tory-water heater. 

Selling Features: Unit consists of 
white porcelain sink, baked-on 
white enamel steel cabinet which 
contains 5-gal. water heater; suit 
able for use in hotels, offices, mo 
tels, trailers, cottages, etc.; unit 
measures 32 in. high, 184 wide, 
164 deep; 1000 watt ring-type, 
Chromalox element; connects to 
cold water inlet and drain; heater 
connects to conventional outlet; 
thermostatically controlled—current 
is on only as water is being heated; 
2 in. Fiberglas insulation. 





FRIGIDAIRE Water Cooler 


Frigidaire Div., 
General Motors Corp., 
Dayton, 1, O. 
Device: Frigidaire pressure type 
water cooler, 
Selling Features: I’catures instan- 
taneous cooling, clectric foot-pedal 
bubbler control, lower height; 3 
models in pressure line have capa- 
cities to cool 6, 12 and 18 gal. 
water per hr.; white, spiashproof, 
stain-resistant porcelain top with 
provision for glass filler; Bonderite 
steel cabinet; moisture-resistant, 
vermin-proof insulation; adjustable 
leveling glides; cold control. 

2 new bottle-type coolers also 
available; one model has _ refriger- 


Selling Features: Mounts flush with 
inside wall can also be installed in 
windows; grill is only part of unit in- 
side house, eliminates protrusion of 


ated compartment at front; freezes 
and stores 28 ice cubes in 2 Frigid- 
aire Quickube trays plus space for 
36 6-02. bottles 


PAGE 143 








Wiw ily 7 oh 





cu 


Guaranteed by © 
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HERE’S A POWERFUL SALES APPEAL 


...the new Whirlpool 
Compact Couple washes and dries 
faster in small space at less cost! 
Time is saved by drying one 
foYoro Maal (-Molaleliil- amt 


being washed. 
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Fully Autotnatie, 


COMPACT COUPLE 
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Now, you have a fully-automatic compact washer with a 
matching compact dryer (gas or electric) for the low income 
market... for people who live in apartments or who have lim- 
ited space ... for the building contractor market ...and for the 









PORTABILITY 





huge modernization market. r oll i ' to 
Each of these new Whirlpool perfectly-mated units is a full- 
size, 8-lb. capacity beauty ... each occupies a floor space of wo rk S pace 


only 244" by 2434” ... each has famous Whirlpool quality 
and features to give big performance at a record low price! 
And, you have no moisture or lint problems with the Whirlpool 
Dryer’s simple Force-Flo Outdoor Venting. Get the full story 
from your Whirlpool distributor. If you’re not a Whirlpool 
dealer, then join up... you'll be much better off profit-wise! 











... roll it away 
for storage 


Roll ’em to any convenient spot to wash and dry 

. then roll ’em out of the way when laundering is 
completed! Free-rolling casters make it simple to 
move the washer and dryer for storage anywhere in 
the house. With the fully-automatic Whirlpool Com- 
pact Couple, permanent installation is unnecessary 

. limited space is no longer a stumbling block in 
making sales. Now, you can change prospects... who 
live in apartments, in basementless homes or who 
have limited space ... into customers! 


WHIRLPOOL CORPORATION e¢ St. Joseph, Michigan 
Clyde, Ohio @ LaPorte, Indiana 
IN CANADA: John Inglis, Ltd., Toronto, Ontario 


MOST COMPLETE LINE OF HOME LAUNDRY APPLIANCES 


at SS =a. 

eet — | Be wing Woe am) 

WORLD’S LARGEST.MANUFACTURER OF WASHERS, DRYERS and IRONERS 
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IT’S BRAND NEW... ALL NEW! 















America’s most beautiful vacuum cleaner 
— packed with purse-opening features 


@ SWIVEL TOP 


@ EXCLUSIVE 
2-SPEED CONTROL 


@ SELF-SEALING, DIS- 
POSABLE DUST BAG 


@ FLOATING-BRUSH 
FLOOR NOZZLE 


© OVERSIZE MOTOR— 
POWERFUL PICKUP 


@ REACHES EVERY-4 
WHERE—FROM 
FLOOR TO CEILING 


@ NO-LEAK 
FILTER SYSTEM 


@ LIGHT WEIGHT— 
EASY TO CARRY 








NOW A COMPLETE LINE OF CADILLACS ... 


puts Cadillac dealers in the strongest possible competitive 
position—lets you offer your customers a choice 
of cylinder, cannister, motor-driven-brush up- 
right, or motor-driven-brush “hand” 


type Cadillacs. é 


WRIIONALLY ADVERTISED TO ps AMERICA 


Hard-hitting ads in America’s 
leading magazines tell home- 
makers about the new Cadillac 
Quik-Vak. Be prepared to meet 
the demand for the “cleaner 
that’s got everything” for the 
homemaker — and more profit 
per unit for you. Write for com- 
plete information — now! 





















See the complete 
Cadillac line 


SPACE 268 


AT THE NATIONAL 
HOUSEWARES SHOW 


Atlantic City, July 13-17 


For more then 40 yeors sold 
only by reliable declers and 
distributors. 


CLEMENTS MFG. CO. 


Dept. A, 66505. Narragansett Ave., Chicago 38, Ii. 
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SESSIONS Clocks 


Sessions Clock Co., 

Forestville, Conn. 

Device: Boudoir and Kitchen elec- 
tric clock ensemble in one gift 
package. 

Selling Features: Package includes: 
“Garland” luminous boudoir alarm 
with “see-deep” crystal, quilted 
white background, raised gold gar- 
lands on either side of gold dial; 
luminous hands and minute mar- 
kets; dark-brown numerals; ‘Tru- 
Bel alarm; plus “Saucer”, wall-hug- 
ging, kitchen clock watch-like thin- 
ness in dial colors corral, maise or 
teal with contrasting hands, Day- 
Glo red sweep second hand. 


8 bes eet 





DRIAIRE Hair Dryer 


Driaire Inc., 
132 So. Main St., 
South Norwalk, Conn. 


Model: Driaire hair dryer No. 200. 
Selling Features: Quict, 4-blade fan 
in rear of motor; air is diffused 
through large opening at low ve- 
locity; dries large area of head more 
rapidly; 3-way switch in handle for 
fingertip control; jet style in 2-tone 
black and white; 110 volts a.c. 





PENNWOOD Clock 


Pennwood Numechron Co., 
7249 Frankstown Ave., 
Pittsburgh, 8, Penna. 


Model: Lyra No. 962. 

Selling Features: In Cordovan 
leather, gold tooled case with 24K 
gold key design; self starting clock 
automatically calculates time at a 
glance; available in medium brown, 
maroon and green; 44 in. high, 
104 in. wide, 44 in. deep; weighs 
23 Ibs. 
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PINCOR Mower 


Pioneer Gen-E-Motor Corp., 

5835 W. Dickens Ave., 

Chicago, 39, Ill. 

Model: Pincor 19 in. rotary mower. 
Selling Features: Has 1.5 h.p. 2 
cycle gas engine revolving blade at 
3000 rpm; stamped steel, stream- 
lined chassis; double reinforced 
plates at wheel holes and guard 
teeth; l-piece steel blade; uplift 
edges at ends of blades cause a suc- 
tion for drawing grass up for 
cleaner, neater cutting; cutting 
height adjustable from 4 to 23 in.; 
side trim less than 3 in. to walls, 
fences and trees; safety clutch on 
blade protects engine from damage 
if blade hits solid objects; tubular 
steel handle with multi-grip; weighs 
45. Ibs. 





MOWAMATIC Mowers 


The Mowamatic Corp., 
Subsidiary of Food 
Machinery & Chemical Corp., 
Port Washington, Wis. 


Models: 5 Mowamatic mowers 4 
gas engine powered and one rotary 
electric. 

Selling Features: Deluxe 21 fea- 
tures fully automatic drive; single 
accelerator lever controls starting, 
stopping and variable speed; 1.6 
h.p., 4-cycle Briggs & Stratton or 
Continental engine. 

Gasoline Rotary 18 in. has pro- 
tection all around with front and 
rear Saf-T-Ring removable for high 
weed cutting; medium wheel base 
prevents scalping uneven lawns; 
heavy duty 1.6, h.p. 2-cycle Clinton 
air-cooled engine. 

Special 18-in. features Lift-O- 
Guide handle; 1.1 h.p. 4-cycle Clin- 
ton air-cooled engine. 

Other models are the Deluxe 
18-in., and the electric rotary 18-in. 
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SEE THE NEW MODELS at the Atlantic City Auditorium. Booth 820-822 
Packed with all the New Features your customers want - 


FASTEST-SELLING BRAND IN THE LAND 


BROILQUIK 


Infra-Red Broilers and Rotisseries 





eel 








. — 


x CAE 


ae 


BRo\e 


*59°° 


as BROIL-QUIK’ |CHEF| 


It Barbecues, Roasts and Toasts, It Broils, Grills and Fries 























Model ET $64.95 
Model E (without timer) $54.95 
NEW AUTOMATIC INFRA-RED BROIL-QUIK 
ROTISSERIE AND BROILER Combination 


It Broils ...it Barbecues ...it Roasts... 
it Toasts! Same as Chef, except no top grill. It Broils...1t Grills... 1t Fries...1# Toasts! 


J Ya B 
The New INFRA-RED AC-DC 


BROIL®-QUIK TRIO The New INFRA-RED $34.95 
BROIL-QUIK® BROILER 19” Overall 





B t Lo] IL- 2 UIK co eg World’s Largest Manufacturer of Infra Red Broilers and Rotisseries * 2330 FIFTH AVE. * NEW YORK 37 


ELECTRICAL MERCHANDISING—JULY, 1953 PAGE 147 








ROPE TEN EP 




















lok tor the hact-ume Deepfreeze — 


TRADE MARK REG U.S. PAT OFF. 


the smantest dealers do! 


Remember, only genuine Deepfreeze Home Freezers, Refrigerators, Electric Ranges and Water Heaters may bear our 
registered tradename, “Deepfreeze.” They are made only by Deepfreeze Home Appliances, North Chicago, Illinois. 
© 1953. Deepfreeze Home Appliances are also sold by authorized dealers in Canada. 
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SOENTICAL T01MSS 
SELL EM AS A PAIRS 


SENSATIONAL NEW DEEPFREEZE REFRIGERATOR! 






So beautiful that we designed 
our new Upright Deepfreeze 
Home Freezer to match it! 

It's the only refrigerator with 
genuine Deepfreeze Freezer 
Compartment that stores about 
50 Ibs. of frozen food. The only 
refrigerator with “The Door that 
Stores More,” with its “Handy 
Jugs,” “Handy Bin,” “Bottlestor”’ 
and other sensational conven- 
ience features. Only the 
Deepfreeze Refrigerator offers 


Deepfreeze Refrigerator Model B-1150 


Only the Deepfreeze Refrigerator 


PUREED Sewer ee 


offers such all-around value! 


ready-made consumer accept- 
ance built by years of leader- 
ship in the home freezer field. 
Use this confidence in the trade- 
name “Deepfreeze” to sell more 
refrigerators in your community. 
Combination sales of these 
Deepfreeze “Kitchen Mates” 
are waiting for you. And to help 
you sell are the greatest ad- 
vertising and promotion pro- 
grams in Deepfreeze history! 
Get the whole story today! 





Looks like the Deepfreeze Re- 
frigerator! Same beautiful de- 
sign! Takes no more room! Its in- 
terior is color-styled in the same 
attractive "Bermuda Green!" 
But the resemblance ends 
there. This is the new 12 cu. ft. 
Upright Deepfreeze Home 
Freezer that opens up new mar- 
kets and new profit possibilities 
for you. Especially in the apart- 
ment and small home field! 
Deepfreeze freezing coils 


Newest star in the complete line 
of Deepfreeze Home Freezers! 


NEW UPRIGHT DEEPFREEZE HOME FREEZER! 


are brazed to the bottoms of 
all four sheives for fast contact- 
freezing and dependabie sub- 
zero storage! 


The exclusive Deepfreeze 
Freezer Shelf Door hoids small 
packages. The Freezer Basket 
keeps odd-shaped packages 
organized, All told, this beauti- 
ful new model preserves more 
than 420 Ibs. of frozen foods 
safely and conveniently! 

Write for details today! 


They’re both right at home in any kitchen, any home! 


get this great 
promotion book 


Gentlemen: 


Please send me a free copy of the Deepfreeze 
promotion book “Profits are in Season,” used so 
successfully by Deepfreeze dealers this spring. 


ai Dealer Name baie 
mail coupon today! 


Address icmp aindbaiics 
City iis OO cemicitink sani 
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Deepfreeze Home Appliances 
North Chicago, Illinois 
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Dehumidrter, 

















says V. K. Stalford, 
of Miles, Nagel and King of Chicago, 
about new 


7. t fas 4 fie 








h this sensational 
the efficient job 
sed moisture 
Hation, Viking 
sary fittings. 
porta bility and 
ca Fearry and 
: See homes, but 
ne” protection, 





ty, direct 
g window and 
F g and selling 

' ets. Order your kit 
0% the following page 
for information on Viking’s 
generous Co-op Allowance. 
















“Arid-Zone”, writes * 
of Willow Run Distrit 
Detroit, 


kin 
AIR CONDITIONING CORP. 
5601 Walworth, Cleveland 2, 









f 




































PAGE 150 








NEW PRODUCTS 





VIKING Dehumidifier 


Viking Air Conditioning Corp., 
Cleveland, 2, O. 


Device: Viking “Arid-Zone’’ auto 
matic dehumidifier. 

Selling Features: Condenses excess 
moisture from air by drawing it 
over cooling coil; moisture drops in- 
to porcelain water pail when con- 
tainer is full; float inside auto 
matically switches off machine and 
turns on a red light on top of 
cabinet; unit condenses up to 12 
qts. in 24-hrs.; portable, weighs 55 
lbs.; 18 in. high; chrome handles; 
for carrying; comes complete with 
fittings for attaching to permanent 
drain. 








UNIVERSAL Heater 


Universal Co., 
High Point, N. C. 


Device: Universal Thermo-Ray ra- 
diant heat screen No. TR-341. 

Selling Features: Gives off heat 
without becoming too hot to touch; 
no red glow; radiant heat rays come 
from both sides of panel to heat 
occupants of room then the air 
in the room; 500 watt, 110 volt, 
a.c. or d.c. element hermetically 
sealed within non-inflammable, 
non-charring composition panel; 
surface temperature 150 degs. F. 


MEYER Hair Dryer 


W. F. Meyer & Sons, Inc., 
Merchandise Mart, 

Chicago, 54, Ill. 

Device: Meyer Magic home hai 
dry 

Selling Features: Hood type; ad 
justable to any height by clamping 
along edge of any door; rubber cov- 
ered clamp prevents scratching; 
black plastic hood; element and a 
recirculating type fan with baffles 
in top of hood; hood is 94 in. high; 
104 bottom diam.; operates on 110 
volt a.c. 
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HADDON Clocks 


Haddon Products Inc., 
2066 S. Canalport Ave., 
Chicago, 8, III. 
Models: Enchanted Hour, No. 70; 
and SunDial Hour No. 75 
Selling Features: Base and rim of 
No. 70 cast in plated 24 K gold; 
transparent crystal dial with 3 di- 
mension time indicators etched and 
gold filled for easy readability; when 
illuminated the reflected light dis- 
tributes soft glow making clock 
readable in totally darkened room. 
SunDial, with one hand action 
of ornate indicator (gnomon) re 
volves freely on its axis; striking 
hammered metal dial, with raised 
numerals and open work design, is 
mounted on a pedestal type base; 
complete clock finished in gold 
effect. 8 in. high 83 in. wide, 6 in. 
deep; both models 110 volt, 60 


cyck only 


For the Dealer’s Information 





KENMORE Range 


Sears, Roebuck & Co., 
Chicago, Ill. 


Device: Kenmore InfraRay range 
with new Sylvania instant heat unit. 
Selling Features: Right front cook 
ing unit, Sylvania’s 1500-watt In 
fra Ray lamp; divided top with 
thermostatically controlled grille 
in center; new top or well cooker 
with Infrarod units; aluminum top 
for griddle when not in use; two 
ovens; a pastry oven with separate 
broil unit, and a “Big 20-in.” oven 
with telescopic rack and a separate 
broiling unit, and Visi-Bake glass 
in door; Robotimer on backsplasher 
controls cooking 5 ways, automati- 
cally operates master oven, pastry 
oven, appliance outlet, and top-or- 
well unit in raised or lowered posi- 
tion; full width storage drawer at 
bottom 


> 


“WE KNOW THAT THIS FAN 
MEANS BIG SALES. 

The Viking “944” Window Fan 
gave us record fan, sales last 
summer. We looked them all over and 
Viking has the features we want. It's 
popular-priced, popular sized, with its 
22-inch blades, — simple to install and 
economical to operate. Makes it 
possible for our store salesman to give 
the customers what they want in a 
fan.” That's the story from Mal Quigley 
of H. Leff Electric Co., Cleveland, Ohio. 





reports Frank P, /AcMorrow, 
of The F. P. McMorrow Co., Cleveland, Ohio 








Past Perbormance 
Prompts Sales 


Contidence In The 


iking 944" 


WINDOW FAN 





“I'm no “yes” man. I know a fan that 
sells when I sell it. This Viking “944” 
Window Fan has the big edge. Our 
customers really go for Viking’s effective 
Hi-Lo 2 speed adjustment, 
safety grill, and quiet 
operation. One fan cools up 
to 5 rooms, easily.” states 
Walter Kanieski, Parma 
Hardware, of Parma, Ohio. 





“We're all Viking boosters in our store. 
We're sold on Viking’s easily installed 
optional Automatic Timer that gives us 
an additional model. without taking up 
additional storage space. Our customers 
are sold on the. fact that this 
Viking Fan can be moved 
wherever needed. It's the one 


size that’s right for pey 

































GENEROUS COOPERATIVE 

ADVERTISING PLAN 
Up to half your Viking 
advertising costs are paid by 
Vadnit coupons worth $3,00. 
(1 Vadnit with each “944” Window, 
Fan — 2 Vadnits with each 
“Arid-Zone” Dehumidifier) 






All you have to do is choose the 
best medium for reaching your 
customers and write Viking for 
all the sales-charged promotional 
material you want to use. Read 
about the Co-op Advertising 
material furnished by Viking 1, 
on the opposite page. J a 


i AIR CONDITIONING CORP. 
5601 Walworth, Cleveland 2, O. 
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EMERSON TV Sets 


Emerson Radio & Phono. Corp., 
111 Eighth Ave., 
New York, 11, N. Y. 


Models: I: merson all-channel UHI 
VHF TV receivers Nos. 785 and 
784 

Selling Features: No. 784, 21 in 
rectangular black tube in modern 
wood console with Emersonit 
scratch-resistant finish; all-channel 
reception; simplimatic tuning for 
il 82 UHF-VHE channels on one 
knob; 12 in. Alnico 5-PM dynamic 
speaker; built-in UHF-VHF an 
tenna; electrostatic focus picture 
tube; Emerson fringe magnet; 
“black-magic” contrast; full-screen 





focus; vertical retrace blanking; RI 


stage; multiplex age; safety imtet 
loch 

No. 78, 17-in. rectangular black 
picture; table model; wood cabinet; 


sealed Alnico 5 PM  dvynami 
speaker; builtin UHP-VHIF an 
tenna; front glass removable tor 
cleaning tube face; and all features 
listed in above modcl 








RAYTHEON 1954 TV Sets 


Raytheon TV & Radio Corp., 
5921 W. Dickens Ave., 
Chicago, 39, Hil. 


Models: 8 new Suburban series 
Raytheon 1954 TV models. 
Selling Features: Units available 
with continuous UHF-tuner either 
factory-installed or ready for inside- 
the-set installation by servicemen 
in the field 
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Line includes A 2l-in. VHF- 
called Westport (C-2108) and a 
VHF-UHF called Montclair 
(C-2109). Both models open-faced 
mahogany console. 

Malibu, (C-2110 and UC-2110), 
VHF and UHF-VH/i' respectively 
in an open-faced Korina cabinet 
with 21-in. picture tube. 

Glendale, (C-1736) VHF, and 
UC-1736) UHF-VHF, 17-in. pic- 
ture tube, blond Korina open face 
console 

Lakewood, (C-1735) VHF, and 
(UC-1735) UHF-VHF, 17-in. 
open-face mahogany cabinet. 

Plymouth (C-2111), 2l-in. VHF, 
open face, walnut cabinet. 

Warwick, 21l-in. VHF, mahog 
my (C-2127), blond (C-2129); also 
ailable factory-equipped — with 
UHF tuner as models (UC-2128 
and UC-2130.) 





Shoreham, 2l-in. VHF table 
model, (M-2125) maroon or ivory 
leatherette cabinet. With continu 
ous UHI tuner factory installed, 
M-2126.) 

Statler, 17-in. table model, ma 
roon or ivory leatherette cabinet 
M-1737) ready for inside-the-set 
UHF tuner installation; (UM 
1738) with UHF factory installed. 

Belvedere, (C-1739) mahogany, 
(C-1741) blond: VHF, 17-in. open 


face console. With factory-equipped 
UHF, (UC-1740) mahogany and 
(UC-1742) blond 





a AD ae 
RCA VICTOR Radios 


RCA Victor Div., 
Radio Corp. of America, 
Camden, N. J. 


Models: Quincy No 
Weldon No. 3X533 
Selling Features: Quincy, 5-tube 
table radio, in compact maroon 
cabinet with “waffle” grille. 

Weldon, has same size chassis as 
Quincy in 5 cabinet colors: ivory, 
green, tan, red and white. 


3X521 and 
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MAGNAVOX TV Console 
The Magnavox Co., 
Fort Wayne, Ind. 
Model: Magnavox Broadway 21 
console. 
Selling Features: Combines deluxe 
LD-106 chassis, Magnascope big- 
picture system and high fidelity 
sound; chassis employs 26 tubes in- 
cluding 3 rectifiers and picture tube 
plus crystal picture detector; cas- 
code tuner with 2 RF stages; 2- 
stage video amplifier; new IF am- 
plifiers, instant age, interference 
rejector, Magno-Lok automatic fre- 
quency control and vertical picture 
stabilizer. Improved sound system 
has ratio detector, 12-in. Magnavox 
speaker and baffle slanted upward; 
2-stages amplification with push 
pull output tubes deliver 10-watts 
undistorted output; optically fil 
tered screen: provision for all-chan 
nel uhf tuner with uhf dial; 
equipped with phono jack; avail 
able in mahogany or white oak, 
open face console. 





ZENITH Portable Radios 


Zenith Radio Corp. 

6001 W. Dickens Ave., 

Chicago, 39, Ill. 

Models: Universal and Meridian 
portable radios. 

Selling Features: Universal, stand 
ard broadcast portable operates on 
batteries a.c.-d.c; Wagnet antenna 
designed to be tilted out from back 
of set for increased sensitivity in 
weak signal areas; also detachable 
for reception on ships, planes, cars 
or steel buildings. Zenith reel- 
away cord pulls out from inside set 
springs back when not in use; 54 
in. speaker; tuned radio frequency 
amplification; 3-gang condenser; 
ave, silver colored mesh grille; 
plastic cabinet, permanent stand-up 
handle; knobs located at either end 


JULY, 





of receiver; maroon, ebony, or 
glacier green. 





Meridian 3-band portable radio 
for domestic and overseas use; 
equipped with ballast adaptor for 
operation on 220-240 volts a.c.-d.c. 
as well as on 25 to 60-cvcle 110- 
120 volt a.c.-d.c.; humidity-proofed; 
Black “Stag” streamlined cabinet; 
pull-up handle grooved to fit hand; 
104 in. high, 15§ in. wide, 7% in. 
deep 





ite.» 
SENTINAL Portable Radio 


The Sentinal Radio Corp., 
Evanston, Ill. 


a 


Device: Sentinal 3-way 
portable radio No. 347. 
Selling Features: Operates on a.c., 
d.c., or battery; 2% in. thick; slips 
into overnight bag; weighs 44 Ibs. 
complete with batteries, $8 in. long, 
63 in. high; small oval speaker 
has 34 in. speaker; available in rust, 
mahogany, mottled tan, green, 
ebony, ivory. 


personal 





SPARTON Portable Radio 


Sparton Radio-TV Div., 
The Sparks-Withington Co., 
Jackson, Mich. 


Device: Sparton ““Tag-Along” port- 
able radio. 

Selling Features: 4-tube portable 
housed in compact Royalite syn- 
thetic case to take hard use; water 
proof, stainproof, greaseproof, acid 
and alkali resistant; anodyzed alum- 
inum hardware; spring clips hold a 
¢ in. x 7 in. ferrite rod antenna; 
available in brown, green and ivory; 
94x74x44 in. weighs 5 Ibs. 
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BIGGEST MONEY-MAKER OF THE YEAR! 


Aven Kons 


66 SINK SPECIAL! 


Never before at this low price / 












~ 
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~ Here’s a red hot July special that means bowls. Two crumb-cup strainers, Faucet mounted on back- 
your biggest profit month of the year. It’s splash, no dirt-catching ledge. 
a sink offer that tops anything in the in- 5. Smooth, rounded contours and double-coat baked 
dustry. You know that there’s no traffic- enamel finish—easy to clean. 
builder like a bargain—and here is a real 
bargain ... special American Kitchens 66- 
inch sink with double bowl, double drain- 
board. It’s the best buy of the year... and 


your customers can get it, for a limited 
time, at a tremendous saving. It’s the kind 
of a money-saving promotion that makes 
your store known for high quality, low price! 


Full Kitchen Sales Follow 


But that’s not all—a special offer like this 
leads to complete kitchen sales! Keep track 
of the number of sink sales you make this 


month that lead to full kitchen sales before Pe ee ee ee ee ee ee ee 
. ! 

the year is out! 1 American Kitchens Division, Dept. EM-7 | 

These are the features \ a —- Corp. 1 

that make sales for you! Tey eee ! 

1. Two seamless, one-piece drawers with rounded corners ! tne Fre yp BD cranial wig sea 8 poo an ! 

... Clean as easily as wiping out a bowl. | i 

2. Three large storage compartments with one removable i ace , 

shelf. Double-action spring hinges hold doors full open J Avpress 1 
or closed. Ee 

3. Double drainboards ... acid-resistant, easy-to-clean I crry STAT? . : 


porcelain sink top. 
4. Double sink bowls, 15% larger than ordinary sink 


I AUTHORIZED BY 


NE St tT. 
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CROSLEY RADIO 


Crosley Div., 
Aveo Mfg. Co., 
Cincinnati, 25, O. 


Model: Graduate table model. 
Selling Features: 2 CD emergency 
broadcast bands 640 and 1240 
marked on tuning dial; iron core IF 
transformer; drift-free tuning; ave; 
Alnico V speaker; built-in antenna; 
a.c. or d.c.; 4 tubes plus one rec 
tifier; tuning range: 540 to 1600 ke; 
35 watts consumption; 105-125 
volts d.c. or 60 cycles a.c.; features 
decorator-styled cabinet in 4 colors 

red, ivory, chartreuse, or mottled 
mahogany. 





bias ‘ a 
STEWART WARNER Radios 


Stewart-Warner Corp., 

1826 Diversey Piwy, 

Chicago, 14, Ill. 

Models: 2 new Stewart Warner 
portable radios—Capri and Gad 
about 

Selling Features: Both models 
3-way, operating on a.c., d.c., o1 
battery. 

Capri, No. 9175, larger model, 
has newly designed chassis, 5 tubes 
plus | rectifier; ferrite bar antenna; 
designed for distance and difficult 
area reception; available in green, 
brown or black. 

Gadabout, No. 9170, compact, 
lightweight; 4-tubes plus rectifier; 
available in green, gray or maroon 

Both models have automatic 
battery saver cut-off; pushbutton 
recessed under handle for easy ac 
cess to imterior. 


eo: 








TRAV-LER Portable Radio 


Trav-Ler Radio Corp., 
571 W. Jackson Bivd., 
Chicago, 6, Ill. 


Model: ‘Trav-Ler personal portable 
No. 5300. 
Selling Features: Polystyrene cabi 
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net with miatching collapsible hat- 
dle with good trim, in red, marbled 
brown and grey; Ferrite iron core 
antenna; weighs less than 4 Ibs. 
with batteries; 4 tubes; large size 
PM speaker. 


— 


RCA VICTOR Portable Radio 


RCA Victor Div. 
Radio Corp. of America, 
Camden, N. J. 


Model: RCA Victor 3-way portable 
radio The Yachtsman No. 3BX51 
Selling Features: Available in 4 
color combinations, brown and tan, 
tan with brown trim; green with 
gray and red with dark red trim 
modern cabinet with latticed grille; 
iutomatic control for maintaining 
uniform volume on weak and 
trong stations automatic switch 
uts off battery when set is plugged 
into power line 





ZENITH Phono 


Zenith Radio Corp., 
6001 W. Dickens Ave., 
Chicago, 39, Ill. 


Model: Zenith Cobra-Matic table 
phono, $-9010. 

Selling Features: Plays new 164 
rpm talking books as well as 78,45 
and 334 speed records, or any speed 
from 10 to 85 rpms.; compensates 
for voltage fluctuations and motor 
inaccuracies; user can speed up or 
slow down speed of turntable by 
moving speed lever along calibrated 
dial, this adjusts pitch and tempo. 

A size selector lever enables 
phono to automatically change any 
standard record 12 7-in., 12 10-in. 
or 10 12-in. 

Cobra tone arm uses modulated 
radio frequency. Other features in- 
clude a 5% in. Alnico speaker; 
broad range tone control. 

Mounted on springs, it is heat 
and humidity proofed for use in 
practically any climate; maroon cab 
inet with gold-color grille; side 
handles make it easy to move from 
room to room, 





nds? 


PACKARD-BELL Radio 


Packard-Bell Co., 
12333 W. Olympic Bivd., 
Los Angeles, 64, Calif. 


Model: Colonial chairside radio. 

Selling Features: Radio has a 5 
tube chassis with ferro-loop an 
tenna; enclosed in dark-wood, ranch 
type modern commode; full-panel 
door hinges from bottom and opens 
to convenient dial with large easy 
to-read numerals; all-wood, full 
tone chamber dynamic speaker. 





G-E Hi-Fi Ensemble 


General Electric Co., 
Electronics Park, 
Syracuse, N. Y. 


Device: G-E. enters home high 
fidelity field with the ‘Custom 
Sound Ensemble.” 
Selling Features: Ensemble consists 
of a preamplifier control unit, a 
10-watt amplifier and a dual coaxial 
speaker. In addition to these basic 
units a 3-speed manual turntable 
equipped with deluxe tone arm and 
a speaker enclosure. Customer has 
choic c of components, and can own 
as elaborate a system as desired. 
Units designed for custom installa- 
tion or separate furniture pieces. 
Preamplifier AL-200 designed 
for use with GE variable reluctance 
cartridges. Ensemble, self-powered, 
provides full bass boost, has adjust 
able record compensation with 5 
position; 3 input jacks to take rec- 
ord player, AM-FM tuner, tape re 
corder or ‘I'V, bass and treble con 
trols, loudness control, loudness 
volume switch and level set con 
trol. Unit designed with 4 control 
knobs; loudness-volume switch and 
level set control on rear of chassis. 
Compact 10-watt amplifier Al- 
300, of push-pull variety may be 
readjusted when replacing tubes; 
perforated metal cover; may also 
be used with all preamplifier con- 
trol units, as a booster amplifier 
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for driving additional speakers in all 
tvpes audio systems or as monitor 
amplifier for broadcast or recording. 

Coaxial speaker Al-400 features 
wide range, smooth reproduction; 
2 separate cone type units—a |2-in 
woofer and a 23 in. tweeter. 

Tone arm AI-500 for 12-in. turn 
tables and Al-501, for 16-in. turn 
tables. Both arms same design and 
differ only in length. 





REK-O-KUT Hi-Fi 

Rek-O-Kut Co., 
38-01 Queens Bivd., 
Long Island City, 1, N. Y. 
Device: “Rhythmaster’ twin 
speaker, portable high fidelity sound 
system, R'T-43VC. 
Selling Features: Features use of 2 
new high-powered, matched 10-in. 
custom-built speakers designed to 
provide better tonal quality and 
vide-range distribution of sound 
ind music. In addition to twin 
speakers, it is equipped with Rek-O 
Kut continuously variable speed 
turntable which plays records from 
6 to 16 in. at 334, 45 and 78, or 
inv variation from 25 to 100 rpm 
without distortion 

Amplifier and twin spe ikers a 

ymmodate indoor groups up to 
1000 people; can be used as phono, 
PA system, and with kM tuner as 
a hi-fi radio receiver. Available 
with crystal or magnetic cartridge. 





COLUMBIA Portable Phono 


Columbia Records Inc., 

799 7th Ave., 

New York, 19, N. Y. 

Model: “Prom Date’? No. 202 3 
speed portable phono. 

Selling Features: Weighs 74 lbs.; 
sapphire needle specially designed 
for modified tone arm and _ high- 
compliance cartridge to provide 
consistent tracking and balanced 
tone; a motor “off” or neutral po- 
sition to reduce deformation of 
motor; turntable plays all sizes of 
records, 10, 12 and 7-in.; amplifier 
employs positive and negative feed- 
back resulting in tone-compensated 
or balanced volume; continuously 
variable tone control; scuff-resist- 
ant, 2-tone blue and grey leather- 
ette carrying case. 
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Recommended to sell at 


AN AMAZING 


Blackstone’s Model 330 Is Packed With 


The entire Blackstone line of Home Laundry 


Equipment is designed and priced so that 


you, the dealer, will have a model to satisfy 
every prospect request! That’s why 
Blackstone Dealers close more sales! 

A typical fast-seller from Blackstone is the 
popular, profitable Model 330... 


BLACKSTONE Model 330 


Semi Automatic Washer 


159.95 


WITH FULL MARGIN! | 
eed Wa 


Sales-Appealing Features Like These: 


@ HYDRACTOR ACTION! 
@ EXCLUSIVE HYDROSPOUT! 





A QUALITY WRINGER 
WASHER AT A PROMO- 
TION PRICE! Black- 
stone Model 136. 
Features a Full 
Family-Size Tub 
and improved Hi- 
Vane Agitator... 
amazingly fine con- 
struction features! 
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A MEDIUM PRICED 
WASHER WITH DELUXE 
WRINGER WASHER FEA- 
TURES! Blackstone 
Model 130A. Large, 
extra capicity tub, 
exclusive Hydrac- 
tor Washing Action 
and ‘Life-Time’ 
Lubrication! 


@ CAST ALUMINUM WRINGER! 
‘SUPERNAMEL’ FINISH! 
@ AUTOMATIC WASH TIMER! @ ALL METAL RUST-PROOFED! 





FINEST AUTOMATIC 
WASHER BUILT TODAY! 
Blackstone’s NEW 
Model 250. The 
Only Automatic 
Washer That’s 
Fully Automatic, 
Fully Flexible, 
Fully Mechanical! 
Features Amazing 


Flex-O-Trol! 


1953 
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THE DRYER WITH FEA- 
TURES THAT SELL THEM- 


SELVES! Blackstone 
Automatic Electric 
Dryer — Model 
190B...with Radi- 
ant Heating, Vacu- 
um Drying, Tumble 
Action! Gas Models 
available too! 
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AN AUTOMATIC CABINET IRON- 
ER WITH NEW FOLDAWAY 
CABINET! Blackstone Model 
180C. The finest in auto- 
matic ironing... Feather- 
Touch Action, Press-Iron 
Control, Adjustable Heat 
Control! Matches Washer 
and Dryer. Also: Black- 
stone—Deluxe Console 
Ironer, Model 3N; Porta- 
ble Ironer, Model 180. 
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BLACKSTONE'S WORLD FAMOUS COM- 
PLETE LAUNDRY UNIT! For the most 
discriminating buyer. Here is 
completely automatic washing, 
drying and ironing in only 72” 
of wall space! Units fit flush, 
match perfectly. Cost can be 
added to mortgage in most states! 


NEW YORK 
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NEW, 


BROILER-ROTISSERIE 


| UOT LICH cuddéaibe 
MMW conta 


Now Broil-King offers two major im- 














provements in Broiler-Rotisseries .. . 
# MONOMATIC CONTROL — a single 


dial which automatically starts and 
stops Motor, Heating Element, Pilot 
Light, and Timing Cycle . .. and 


*& PILOT LIGHT INDICATOR — which 


glows while unit is in operation. 


These brand new Broil-King extras 
guarantee more enthusiastic buyers. 


‘on ‘) INTERNATIONAL APPLIANCE CORPORATION 


COT TY 
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RCA-VICTOR Tape Recorder 


RCA Victor Div. 
Radio Corp. of America 
Camden, N. J. 


Device: RCA Victor portable tape 
recorder. 


Selling Features: Packaged in avi- 
ation luggage carrying-case; weighs 
25 lIbs.; overall size 14x12x9 in.; 
dual-speed; can record or play-back 
up to 2 hrs., and can rewind in ap- 
proximately 23 minutes; uses all 
sizes of tape reels up to 7 in.; push- 
button controls; unit also has a jack 
to permit easy attachment to 
phonographs, radios and public ad- 
dress systems; 2 operating speeds— 
3.75 and 7.5 in. per sec.; built-in 


amplifier has 4 tubes 


TV BRIEFS 





MODEL 755 


A new stacked bow tie with screen 
reflector for UHF is announced by 
Telrex, Inc., Asbury Park, N. J. 
No. 755 provides completely prc 
assembled unitary array of 2 verti 
cally stacked bow tie conical-V 
beam dipoles with stacking bars 
and a single screen reflector assem 
bly for peak efficiency. 





Tri-Fan, a new antenna for VHF 
reception is announced by Insuline 
Corp. of America, Long Island 
City. Designed for channels 14 to 
83, it is of bow-tie type with rec- 
tangular reflector screen; Bakelite 
insulation; standard low-loss 300 


JULY, 





ohm line used for lead-in to re 
ceiver. Mounts on standard pipe 
with singie U clamp. Single ele- 
ment, No. 6688 for normal recep 
tion areas. Stacked array No. 6689 
for weak signal areas. 








An improved Davis Super-Vision 
antenna for fringe area reception is 
announced by Davis Electronics, 
Burbank, Calif. It has been weath- 
erized, wind-tested up to 150 mph, 
braced, strength-increased, and lab- 
oratory and field tested. 


Four new Spico antennas were 
introduced recently by Spirling 
Products Co., Hicksville, L. IL, 
N. Y., two for outdoor and two for 
indoor use. 

Outdoor antenna for VHF 
fringe reception, E-Z-Bee, No. 904, 
features forward resonator section, 
mid-band parasitic resonator and 
narrow beam width; matches 72 or 
300 ohm line. 





Spico UHF bowtie No. BT-178 
is recommended as an addition to 


I:-Z-Bee. 








Super-Phantom indoor UHF- 
VHF antenna No. UV-506, has 
features of VHF model plus spe 
cially designed UHF inductance 
coupler; adjust knob and impe 
dance matching stub. 

Spico “Strato” for areas receiv- 
ing UHF only, features “super- 
phantom” plus calibrations for all 
UHF channels 14 to 83, 63 in. 
quarter wave length fixed dipoles. 
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Olympic Radio & TV Inc., an 
nounce a new “Twin Rocket” 
UHF-VHF tuner with precise sta- 
tion selection through range of 82 
channels, eliminating drift and 
noise. Tuning principle is a coaxial 
tuned line replacing sliding contact 
tuning system. 





r announces a TV 
coupler No, 240A] for use in com- 
binations of 2, 3 and 4 units, for 
operation from one antenna. For 
use with antennas having 300 ohm 
ribbon type transmission line, coup- 
ler is easy to service; engineered to 
reduce oscillator interference be- 
tween sets; does not affect imped- 
ance of transmission lines. 


RCA-Victo 


[ 
| 








Cavi-Tuner, a new UHF tuner 
and a new UHF converter which 
incorporates the Cavi-Tuner witha 
power unit are available from Ra- 
dio Receptor Co., Inc., New York, 
N. Y. Similar in size to a small 
radio, it is for use as an accessory 
for existing ‘I'V sets to allow UHI 
and standard VHF reception. Reso 
nant cavity principle with variable 
dielectric tuning. Consists of 3 
cavities, 2 function as a band pass 
pre-selector. The third controls the 
local oscillator frequency. ‘Two an 
tenna inputs are available for us« 
with 300 ohm or 750 ohm co-axial 
lead-in. 





JFD announces a new UHF an 
tenna, UHF 611 Bowtic-F lector, 
featuring rigid wire-frame screen 
reflector and bronzidite weather 
proot plating. Receives all UHI 
channels provided in stacked mod- 
els with free Baline matching trans- 
formers for fringe and remote areas. 


JFD Mfg. Co., Brooklyn, N. . £ 


Another model announced bv 
JFD is the “Golden Para Bow” 





aah 
antenna UHF 900. Patterned after 
radar and microwave antennas in 
reflector, rounded reflector reflects 
more of UHF signal toward Bowtie 
dipole from all directions and in 
creases receiving powcr. 


Leader Electronics, 5713 Euclid 
Ave., Cleveland, O., announces a 
new development for coordinating 
multiple antenna arrays called 
“Tenna-Switch”, which makes _ it 
possible to switch from one an- 
tenna to any other from within 
home by switching lever on the 
control box. Only one antenna 
lead-in needed; designed to work 
with any combination of antenna 
installations. Two or more sets in 
a home may be operated with a 
single antenna with no signal loss. 
Also suitable for use of dealer’s 
sales floor. Available in 3 models 
2-position model TS-2; 4-position 
TS-4 and 7-position model TS-7. 





Varicon Corp., Brooklyn, N. Y., 
announces a Preferred NoX-100 
converter which will receive UHF 
on regular VHF sets. Contains its 
own power supply and built-in bow- 
tie UHF antenna; features a phase 
inverter IF amplifier, silver ring 
inductors, low-loss double tuned 
pre-selector; no moving contacts. 
Bakelite cabinet. 


Channel Master Corp., Ellen 
ville, N. Y., announces two new 
Broad Band yagis a preassembled 
5-clement VHF yagi No. 626 and 
a 10-element Futuramic Board 
Band yagi No. 1126. Both models 
give high, uniform gain over entire 
low band channels 2 to 6, and in- 
corporate Z-Match 
matching system. 

No. 1126 can be combined with 
No. 1173 high band Futuramic. 


impedance 


TACA announces a broad-band 
triple-driven vagi No. 1540, for all 
channels. Employs parallel driven 
principle used in ‘Taco ‘Twin-driven 
yagi except three folded dipole el 
ments are used instead of two. Con 
sists of 3 directors, 3 driven ele 
ments plus reflector. Recommended 
for fringe areas receiving 2 or more 
low-band channels and for areas 
where channel change is contem- 
plated. 
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BROIL* KING 





he NEW 


“HOT FOOD S$ 





Here’s another new appliance in the 
BROIL-KING family .. . it’s the hand- 
some hot hors d’oeuvres and food serv- 
er. Ideal for home use or gift occa- 
sions, the big 2 quart combination 
ceramic dish and chrome plated elec- 
trical heating unit keeps hot food hot 
... the way it should be. 


Fully equipped with heat retaining 
cover, Bakelite handles and legs, 10 
foot cord and plug set, and Aluminum 
Water Pan, the BROIL-KING Hot Food 
Server is designed to make any eating 
time a pleasure time. Made especially 
to make food more appetizing at 
formal or informal dinners, 
buffets, cocktail parties 
and home snacks, 


og 


Guaranteed 


Good Housekeep 


. 
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16 REASONS WHY... 











6.9% MORE HOT WATER 


than most utility requirements, for 
electric models, because White’s Ex- 
CLUSIVE WATER-HOTTER baffle dif- 
fuses and tempers incoming water. 


KINDS OF 
SUPER SERVICE 
FOR YOUR 
CUSTOMERS 


FILM OF FLAME 


This famous feature 


















in gas models means 
no small holes to 
clog, cause wasteful 
combustion or slow 
pd heating. One wide-open 
. port bathes tank bottom in 
a film of flame-tip heat. 


14 OTHER WHITE BUILT-IN 
QUALITY FEATURES 


Every feature is a selling help for 
you! Long life and superior service 
make White your customers’ best 
buy... and you can prove it 14 ways! 


a 


For the Full Proved-Profit 
Story, Write White now! 


go 08 4 Miune Py > 
> Guaranteed by 
Good Housekeeping 
<3 
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AUTOMATIC WATER HEATERS 
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NATIONAL Charge Posting 
Register 


National Cash Register Co., 
Dayton, 9, Ohio 


Device: National charge posting 
cash register. 

Features: All records are made by 
register at time sale is made, cus- 
tomer gets statement showing items 
bought and new balance each time 
she makes purchase; at same time 
machine records total of purchases 
and new balance on_ individual 
ledger card for store record; entries 
are printed on an audit tape within 
machine and case or charge sales 
may be broken down automatically 
into various departments or Classifi- 
cations. 


UTILITY Apron 


Utility Apron Co., 
53 W. Jackson Bivd., 
Chicago, 4, Ill. 


Device: Utility apron of industrial 
“durawear” fabric, resistant to ani- 
mal fats and greases, water, stain, 
and acid and mildew resistant; also 
chemical and fire resistant, wipes 
off with damp cloth. 





REMINGTON Bookkeeping 
Machine 


Remington Rand Inc., 
315 Fourth Ave., 
New York, 10, N. Y. 


Device: Remington Rand low-cost 
bookkeeping machine. 

Features: Completely mechanized 
all-purpose including description of 
entries; typewriter keyboard, and a 
minimum of 5 registers; can be 
switched quickly from one type 
bookkeeping job to another includ- 
ing accounts receivable, accounts 
payable, payroll, general ledger, 
sales analysis, cost distribution and 
invoices; touch-operated, 26 key 
alphabetical keyboard permits every 
item to be described as fully as 
needed, 10-key numeral sequence, 
keyboard contains 9 character keys 
to round out descriptions. Has 
light touch of standard typewriter; 
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NEW EQUIPMENT in your business 


cross-register computes new ac- 
count balance, will lock automati- 
cally if balance is transcribed in- 
correctly. 





USP TV-Truck 


U. S. Products, Inc., 
Columbus, Ind. 


Device: USP TV-truck. 

Features: Makes tome demonstra- 
tion a l-man job; equipped with 
special stair climbing feature; en- 
gineered to handle largest or small- 
est set—console or table; reduces set 
and cabinet damage from handling; 
lightweight, compact; equipped 
with 8-in. semipneumatic ball bear- 
ing wheels; special stair climbing 
feature designed for save movement 
on steps; designed to be used in 
home demonstration as a_ table; 
tray hold set 16 in. above floor, 
will support table model without 
strap which is for use in moving; 
constructed of tubular steel, grey 
finish. 


SEYMOUR Enamel 


Seymour of Sycamore, Inc., 
Sycamore, Ill. 


Device: Seymour 

Spray Pack enamels. 
Features: For refinishing used ap- 
pliances, such as refrigerators, wash- 
ers etc, taken on trade-ins; dries 
quickly, gives a hard, durable, glass- 
like finish; easy to use; built-in 
agitator makes mixing simply a 
matter of shaking can before using. 


Lustre Color 





Special transparent polyethylene 
envelops to protect ranges, refriger- 
ators, washers, etc., in warehouses 
and in transit, called C-Line 
Covers, are now available according 
to Plastics Div., Canton Contain- 
ers Inc., Canton, O. Available in 
various weights for different uses. 
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Rodney Smith, Graybar Salesman, checks over set adjustment features with service men in 
this Ashland, Kentucky, store. 


YOU GET PERSONAL 
FRIENDLY SERVICE and SALES HELP fi 


...Via GRAYBAR 


Say: CARL MILLER and FOSTER GOFF, 
PARTNERS: BETTER HOME APPLIANCE CO., Ashland, Kentucky 
















When Rodney Smith makes a call at Better 
Home Appliances he often has an urgently 
needed repair part under his arm. 









eee e © © © © © © © © © © & © “We always know exactly when Rodney Smith of 
. « Graybar is coming. He lets us know well in ad- 
vance and he comes in, right on the nose. What's 
, * more, we can count on him to bring along any re- 
° ¢ pair part we particularly need for service...as well 
e e asa couple of bright ideas that will be of real help 
. ed . in our selling and display work, Rodney works 
44 with our local newspaper, radio and TV people 
e é 7 © just like a member of our own firm. 
7 . e 
E e a , “When we have to plan a special booth for a_ 
\4 home show we can count on Rodney to come up 
“ a * with some good suggestions and a ready hand to 


- Carl Miller and Foster Goff e carry them out. And he’s just as sharp on service 
as he is on promotion. For example, he brings the 
Graybar Product Service Manager in periodically 
to run service training meetings for our own Serv- 


In building their fast-growing business in 
e Ashland, Kentucky, both partners of Better ¢ 





Home Appliance Co., have stressed excellent ‘ ice Department. 
* " . 
store arrangement, fine display, and aggressive 
© promotion. Carl Miller and Foster Goff be- °¢ “We like doing business with Graybar because Because a new UHF station will soon go 
e lieve in high quality service work, too, and . they can see our problems from the retail view- on the air, Smith goes over the UHF one- 
make full use of Graybar cooperation to put point. They accept the responsibility of helping us knob tuner with Carl Miller. 
+ e / / q 


speed as well as skill into their repair work give our customers their money’s worth and then epg 
° e some.” Graybar Electric Co., Inc. Executive Offices: ’ 


Pe ee a a a es ae eae ee ee Graybar Building, New York 17, N.Y. ] 


GRAYBAR ELECTRIC CO., INC. 
Executive Offices: 
Graybar Building, 420 Lexington Ave., New York 17, N. Y. 








IN OVER 100 
PRINCIPAL CITIES 
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To sell more heaters 


BIG BONUS 


Here’s the dope: 


It was a success in 1952—ask the dealers 


OENTL, 


R) 


J 













This promotion covers 
OIL 
GAS and 
LP-GAS 
HEATERS 


who boosted their Coleman Heater sales! 
Again in 1953—Coleman and its distrib- 
utors sponsor a nation-wide Bonus Promo- 
tion to move even more merchandise and 
make bigger profits for you. 

Take part in this program—get your full 
share of Coleman Heater profits. Your dis- 
tributor will give you the facts—just get 
in touch with him (see the list at right). 
Then tie in with your own advertising— 
tell customers you have these heaters— 
build your store traffic. 

It’s the industry’s fastest-moving promotion 
for its fastest-moving heaters! There’s 
nothing else like it across the length and 
breadth of the land—tailor-made for profit- 
taking. Get on the bandwagon now—don’t 
put it off, don’t be sorry later. Call your dis- 
tributor now or send the coupon for com- 


plete information. 














Here’s how this promotion means 


» = 3 a] 
pote XE? x Bem er, Mater ; L oo err SEL j oe; a 


Coleman sponsors top | Coleman and distributor run You bring customers in with... 
radio talent... big newspaper ads... 









SPOT RADIO ANNOUNCEMENTS. They identify you 
as headquarters for the Coleman sale. Get them 








One of NBC's top-rating network These powerful ads com- from your distributor and reach customers with 
programs rounds up customers mand reader attention, give them on your own station, 
and heralds the news of the buyers the facts on the BROADSIDES. They give customers the 
Bonus Sale in your territory. A heater promotion. The ads | whole story on the sale. Use as counter 
total audience in millions—a big list your name, send buyers give-aways or send as mailing pieces. 
crop of customers at your door. in to you to take advan- : 
4 = er i ge WINDOW STREAMERS. They stop 
This network program makes tage of the special offer, | passers-by, bring them in to look 
the Bonus Sale a promotion of This is strong selling | over the Coleman line. 
national importance. It proves copy that promotes heater | NEWSPAPER ADS. Run them over 
to homeowners the Coleman sales in your market area. | your name. They tie in with big 
product is used and endorsed lie in with this promotion distributor ad, direct buyers to you. 
everywhere, from coast to coast. —let it sell for you. | Get mats from your distributor. 
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get in on the 








HEATER PROMOTION 


Here’s the deal 


YOU OFFER YOUR CUSTOMERS! 








Wey) 
IN ead 

A big 50,000 BTU Oil Heater 
that heats 4 to 5 rooms; a com- 
fort-making, automatic Coleman 
Heater that’s priced low to bring 
in customers. Priced to keep 


profits coming. Gas models as 
low as $69.95. 
ee 


LOW PRICE or 


_ 


69" 


LESS TANK 

















ELECTRICAL 





Comfort costs so little 
with a 


ALL EQUIPMENT AGA APPROVED OR LISTED WITH UNDERWRITERS LABORATORIES 


MERCHANDISING—-JULY, 


MeyY tow OPERATING COST 


Oil models have Fuel-Air Control that saves up to 
25% on fuel bills. Standard for all models except 
870-B and 871. Also Directionair Blower to blanket 
floors with warmth, Gas models have fuel-saving 
burner to get more heat from gas used. Big volume 
warm-air flow for all-over comfart. 






America's Leader in Home Heating i 


1953 





Here’s your man: 


Phone, wire or write your Coleman dis- 
tributor now. He'll give you the story of 
Coleman’s new profit-making program. 


ALABAMA 
Alabama Appliance Company, Inc., 
Birmingham 
ARKANSAS 
Gunn — Company, Inc., 
Little Rock 
CALIFORNIA 
The Coleman Company, tnc., Los Angeles 
The Coleman Company, tnc., San Francisco 
COLORADO 
B. K. Sweeney Company, Denver 


CONNECTICUT 
Roskin Bros., inc., East Hartford 


DISTRICT OF COLUMBIA 
Mid-Atlantic Appliances, Inc., Washingt 
FLORIDA 
Pearce & Johnson, Inc., Jacksonville 
J. D. Johnson Company, Pensacola 
|. W. Phillips & Company, Tampa 
GEORGIA 
Appliances, inc., Atlanta 
ILLINOIS 
The Harry Alter Company, Chicago 
Crum Distributing Company, Decatur 
Hardware Products Company, Sterling 
INDIANA 


Wayne Hardware Company, Fort Wayne 
Central Supply Company, Indianapolis 


IOWA 


G. J. Timmermann Company, Davenport 
Sidles Company, Des Moines 


KANSAS 

Siebert & Willis, Inc., Wichita 
KENTUCKY 

Valley Distributing Company, Louisville 
LOUISIANA 


Walther Bros. Company, Inc., New Orleans 
Frank Lyon Company, Shreveport 


MAINE 

Nelson & Smail, inc., Portland 
MASSACHUSETTS 

Bigelow & Dowse Company, Boston 
MICHIGAN 


Buhi Sons Company, Detroit 

Buhi Sons Company, Grand Rapids 
MINNESOTA 

Marshall-Wells Company, Duluth 

Marshall-Wells Company, St. Paul 


MISSOURI 
inland Distributors, Inc., Kansas City 
Hollander & Company, inc., St. Louis 
General Wesce Distributing Company, 
Springfield 
MONTANA 
Marshall-Wells Company, Billings 
NEBRASKA 
Bi-State Distributing Corporation, Omaha 








NEVADA 
Osborne & Dermody, Inc., Reno 
NEW MEXICO 
Albuquerque Lumber Company, 
Albuquerque 
NEW YORK 
Roskin Bros., Inc., Albany 
Lee Distributing Company, Buffalo 
Jericho Plumbers Supply Co., 
Centereach, L. |. 
Roskin Bros., Inc., Middletown 
O'Donnell Heating & Air Conditioning 
Co., Inc., Syracuse 
NORTH CAROLINA 
Shaw Distributing Company, Charlotte 
OHIO 
Hughes- Peters, Inc., Cincinna 
The Shulter Radiant Pe neany Cleveland 
Hughes-Peters, inc., Columbus 
The York nary So Company, Dayton 
The Joseph mith Company, reledo 
OKLAHOMA a 
Dulaney's, Oklahoma City 
OREGON 
Marshall-Wells Company, Portland 
PENNSYLVANIA 
The Coleman Company, Inc. of Pa., 
Philadelphia 
Anchor Distributing Company, Pittsburgh 
RHODE ISLAND 
Tracy & Company, Inc., Providence 
SOUTH DAKOTA 
Power City Radio Company, Sioux Fails 
TENNESSEE 
C. M. McClung & comoaey. Inc., Knoxville 
ae ay yh 5, Inc, Memph 
Radio Appliance Cocporntion, Nashville 
TEXAS 
Amarilio Hardware Company, Amaritio 
Radio City a ompany, Dallas 
W. G. Walz Company, El Paso 
J. A. Walsh & Company, Houston 
Straus-Frank Company, San Antonio 
UTAH 
Strevell- Patterson Hardware Company, 
Salt Lake City 
VERMONT 
The W. C. Landon Company, Rutland 
VIRGINIA 
R. F. Trant, Inc., Norfolk 
WASHINGTON 
Marshall-Wells Company, Seattle 
Marshall- Wells Company, Spokane 
WEST VIRGINIA 
Van Zandt Supply Company, Huntington 
WISCONSIN 
Wisconsin Heating Distributors, Milwaukee 


i THE COLEMAN COMPANY, INC, 
Dept. EM-951, Wichita 1, Kansas 


Name ae 
Address___ 


City eid 


Please have my distributor send me all the dope on the 
sensational new Coleman Bonus Heater promotion. 


State 
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This product 
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Some years ago, home dishwashing machines 
were launched into a tremendous potential 
market. Then, suddenly, the market began 
to dry up. DISHES WEREN’T COMING 
OUT CLEAN. Why? Because the cleansing 
agent and waterborne minerals combined 
. which no dish- 
washer on earth could remove. Mechanical 


to form washing film . 


dishwashers got a black eye they 
deserved. 

But CALGONITE* gave the industry a new 
start. Calgonite is a combination of Calgon* 
(a water conditioner that eliminates washing 


Now 


CALGONITE 


. the finest compound avail- 
able for regular use in auto- 
matic electric dishwashers 


never 


Two great 


film) and special cleansing agents developed 
for mechanical dishwashers. The 
“ties-up” 


Calgon 
washing film so the detergent can 
go to work. Result—-sparkling-clean dishes, 
glassware and silverware. Calgonite keeps 
dishwashing machines film-free . . . ready to 
do the good washing jobs they were de- 


signed to do. 


To make sure that new machine owners get 
the best possible dishwashing results, lead- 
ing makers of automatic dishwashers recom- 
mend the use of Calgonite .. . and pack 
a generous sample package in every new 


machine that is shipped from their plants. 


Now THANX*. 


veloped to eliminate special problems in 


a new compound de- 
mechanical dishwashing. A chlorinated san- 
itizing agent combined with effective deter- 
gents, Thanx takes care of all the special 
extra-duty Elimi- 
nates water-spotting in troublesome water 


dishwashing problems. 


areas . . . promotes quick-drying, without 
streaks washes plasticware perfectly 

. removes stubborn lipstick marks and 
coffee stains . . . keeps machines clean and 
in perfect working order. 


T. M. Reg. U.S. Pot. Off 


mechanical dishwashing compounds 


i 


thanx 


. the wonderful new com- 
pound designed as the answer to 
“special problem” dishwashing 


STOCK. ..DISPLAY 


\ CALGONITE and THANX 
FOR EXTRA PROFITS 


TLECTRIC. DISHWASHERS CALGON, INC. 
THES WASHERS , e 
Spee Pittsburgh 30, Pa. 
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ELECTRICAL APPLIANCE NEWS 


TRADE REPORT 


In Radio and TV 














TED WEBER, JR. 


The New Lines Make Their Bows 


rhe shape of lines to come was be- 
ginning to become apparent in the T'V 
industry last month. 

Even as retailers began to complain 
about the industry's summer slump, 
distributors and manufacturers’ field 
men were assembling for their first 
glimpses of the 1954 radio and ‘T'V 
lines. What they saw gave a good 
indication of what the trade can expect 
this fall. Specifically: 

—complete lines, covering every 
price bracket, with a new tube size ap 
pearing in volume. 

—some price competition at the low 
end of the scale but fairly unchanged 
prices throughout the rest of the line 

—a new emphasis on radio, and par- 
ticularly on packaged high fidelity units 

~—an acceptance of UHF as a field- 
tested and proved medium rather than 
as a novelty 

—and some frank talk on color tele- 
vision 

Still to come as this was written 
(mid-June) were new line showings by 
several important elements in the in- 
dustry. But the fact that many of the 
industry’s giants had already lifted the 
curtains on their 1954 lines made it 
possible to take a look ahead at some 
developments which seem certain to be 
important in fall and winter trade. 

Broad Lines. Philco showed its At 
lantic City gnests a line of 47 TV sets 
and 30 radios; Admiral offered 34 TV 
sets and 24 radios; and RCA had 48 





BIG SETS like this new Admiral 24-inch 
console, a tube size being added by many 
set makers 
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® Broadened TV lines contain a model for 
every taste and every budget; 24-inch sets 
are added by many manufacturers 


@ Inthe radio field almost everybody shows 
(or says they will soon be ready to show) 
packaged high fidelity sets. 


TV sets. At first glance it looks like 
quite an achievement to offer 40 to 50 
different TV sets. Actually, when one 
considers the various finishes, different 
chassis, and UHF-VHF combinations 
being offered by each manufacturer it 
is easy to see how a fairly basic line 
can multiply into the broad lines 
shown last month. 

Philco, for example, offered sets in 
three chassis types—the 180, 190 and 
HF 200 series. The latter incorporates 
new designs which, according to 
Philco’s Larry Hardy, produce a “pic 
ture of unusual clarity and depth 
called a deep dimension picture”. Ad 
miral was offering sets with three types 
of chassis—pentode, cascode, and super 
cascode. RCA listed its TV lines in 
three groups, subtitling them special, 
super and deluxe. Du Mont showed 
three lines and Zenith unveiled 48 


models for its distributors. 
As usual, there was some 


Prices. 


BIG LINES, with sets available in differ- 
ent chassis, different finishes and differ- 
ent sizes. Above, a new RCA console 


1953 


competitive maneuvering on prices of 
low-end sets. But prices on the rest 
of the line showed no really important 
variations. Admiral introduced a 
“summer special” in the form of a 17- 
inch plastic table model at $159.95. 
Philco’s low-end model was a similarly- 
sized table model in walnut cabinet at 
$179.95—a $20 reduction from the 
list price specified in news releases dis- 
tributed prior to the dealer showing in 
Atlantic City. Originally, the low-end 
RCA model was a 17-inch set at 
$199.95. In mid-June the firm added 
three more sets with a 17-inch model 
at $179.95 as price leader. 

Radio. ‘There was more talk about 
radio at the summer conventions than 
has been customary for some time 
and the manufacturers were confident 
that they had something to talk about. 
To begin with, the radio market has 
survived the advent of TV in much 
better shape than many had expected. 


as 


= # fst 





NEW INTEREST in hi-fi with several set 
makers adding packaged units, like this 
new Philco radio-TV combination. 


The popularity of the recently-intro 
duced clock radio was also encourag 
ing. But stealing the show at the sum 
mer conventions was high fidelity. 
Philco devoted plenty of time to in 
troducing its new “phonoramas’’—and 
drew an encouraging response from 
dealers watching the introduction. 
Admiral revealed that it will announce 
a hi-fi: radio-phono combination in 
August. Also in August will come two 
new high fidelity phonographs from 
RCA—one a table model, the second 
a console. Zenith showed a “hi-fi” 
line and CBS-Columbia incorporated 
Columbia Records’ “360” sound svs 
tem in several new models. 

UHF and Color. As might be ex 
pected, talk of color stole the show 
from UHF. 

All new Philco models are available 
with an all-channel UHF tuner—and 
the tuner is also available as a separate 
unit. RCA offered both a continuous 
tuner (in its less expensive sets) and 
its previously used 16-channel tuner. 
Admiral offered both all-channel tun- 
ers and strip conversion. Even Zenith, 
long the staunchest supporter of strip 
conversion offered an all-channel tuner 
as optional equipment. 

l'rankest talk on color came from 
Philco’s executives during the Atlantic 
City show. Executive vice-president 


James Carmine said that it would be 
two and a half to three years before 
volume of any kind was possible on 





CONTINUING INTEREST in clock radios, 
with new features being added to these 
units. Above, a new Admiral set. 
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© | Bett. Cnocksn of General Mills presents: 


~ Four Brilliant New 


— 








owe wer war [Impag fgelf! —  emusmene Quiak Chango Grids 


General Mills All-purpose Food Mixer has exclusive built-in Mix General Mills All-purpose Grill-Waffle Baker with exclusive Snap- 


Timer that assures perfect batter every time. Used on base or Latch allows 30-second grid changes . . . and it’s really BIG. Makes 
portably, motor delivers full power at every speed. Interchangeable 4 plate-size waffles at once. As a grill it fries bacon, eggs, meat, 
beaters ‘pop out”’ for easy cleaning. Retail: $43.95, with Mix Timer. toasts sandwiches, bakes pancakes—cooks plenty for everyone right 
Standard model $39.95. Timer available as accessory. at the table. Expansion hinge lets grill open flat. Retail: $29.95. 








Supported by the greatest 
advertising program In 
Goneral Mills history ! 


Atlantic City Housewares Show 







General Mills Double Automatic Toaster. 
High pop-up, toasts large or small breads 
to perfection. Retail: $22.95. 

General Mills Tru-Heat Iron & Steam Ironing 
Attachment for ironing and steam ironing 
the famous Betty Crocker way. Tru-Heat 
Iron: $12.95. Steam troning Attachment: 
$7.00. Combination: $19.95. 





Booths 900-901-902-800, 
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Stars for the Kitchen 








we ree cooee Tru-Heat Control —ssse'tt Dials Coffea to Fate 


General Mills Automatic Fryer-Cooker has famous ““Tru-Heat”’ General Mills Automatic Coffee Maker has special “Tru-Perk”’ 
control to maintain correct temperatures so important in deep fry- control dial. Set for desired strength, coffee brews itself to fragrant 
ing. It’s also a roaster, oven, deep-well cooker, bun warmer, “‘keep- perfection—automatically shuts off when indicated strength is 
hot”’ buffet server. Wide stay-cool handles for easy carrying; drain reached . . . keeps coffee “serving hot” for hours. Makes 3 to 9 cups. 
spout for easy cleaning. Retail: $29.95. Retail: $27.95. 





General Mills Home Appliances 
sronsoren sy Ett, Cocks. 
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Yes, Mr. Dealer, every time you sell a product 
in the Holliwood line you’re well on your way to selling more and 
more! Why? Because the plus value . . . the inherent quality and enduring 
top performance built right into each Holliwood, sells another! 
Housewives are SOLD on Holliwood! That’s why it’s the line that 
HOLDS housewives. . . for YOU! 


ELECTRIC 
HOUSEWARES 


~~ 






e new! exclusive grease well! 


Hollwood ROiWSSERie 


barbecue-broiler-grill 


The “INFRA-RED” heating element gives the 
advantages of sealed-in juices: more healthful food 
with out-of-doors flavor! The Rotisserie barbecues! 
broils! roasts! warms! toasts! Completely chromed 

inside and out. Features stainless steel removable spit 
that is motor driven. Complete with splash shield. 


model 751 


@ more sparkling chrome! 
e new streamlined handles! 


Mollewood Automatic 
DEEPFRY 


Extra large family size that deliciously french fries infra-R 
an entire cut-up chicken. Capacity: 134 cubic nfra-Red Ray 
oh pln tag eed BROILER OVEN 
Features easy drain spigot. Five year guarantee 
on heat element. 


Convertible 
BROILER-GRILL 


The wonderful Nichrome* infra-red 
ray element broils! grills! fries! toasts 
warms! Extra large ... broiling area 
136 sq. in.—grill-fry area 120 sq. in., 
giving total cooking area 256 sq. in. 
Chromed inside and out. 





Double wall construction . 
chromed inside and out for added 
beauty longer life. Nichrome * 

infra-red ray element 
guaranteed for one year 





MODEL 410 


Hollewood 

Cc 

ELECTRIC BROILER 
I'wo-heat control, even-heat 
INFRA-RED element and heat 


indicator. Chrome finish 
1 year clement guarantee. 











~~ > 


~~ 
ad MODEL 60 


4 
product is approved 





*Reg. T. M. of D-H Co. 





color sets. He said that after the FCC 
acts (he expects that to come at the 
end of the year) it will take a full vear 
to bring out sets of any kind. Even 
then they will be still “laboratory mod 
els,” cost about $1,000 and have smal] 
screens (about 14 inches). Dealers will 
sell black and white for the next tw« 

or three years and even after color at 

rives black and white will account fo: 
50 to 60 percent of volume. In a 
speech prepared for but not given to 
the dealer convention, Philco presi- 
dent William Balderston said: “I am 
sure that no amount of pressure from 
any one company anxious for commer 

cial gain or anxious to grab the lime 

light will persuade the FCC to short 
circuit the final field tests of the 
NTSC. To do so might jeopardize 
the entire future of color television. 
The system which finally is approved 
will be the result of splendid coopera- 
tion by the nation’s best television 
engineers representing all companies in 
the industry—and not the result of the 
research or inventions of any single 
company.” 

During the Admiral showing, presi- 
dent Ross Siragusa said that it would 
be at least a year and a half, and prob- 
ably two years, before “satisfactory” 
color sets would be on the market, 
even in sample quantity. 

New Tubes. The long heralded 24- 
inch tubes began putting in appear- 
ances in quantity during the summer 
shows. RCA skipped this tube size 
in its line but both Admiral and 
Philco showed 24-inch sets. Philco 
had five consoles in this size group 
with prices ranging from $499.95 to 
$599.95 (the firm’s only 27-inch set is 
priced at $750). Admiral also showed 
three 24-inch sets with prices ranging 
from $399.95 to $515. CBS-Columbia 
included two 24-inch sets in its new 
lines and Zenith had eight 





Scheduled Meetings 


HOUSEWARES SHOW 


Auditorium, Atlantic City 
July 13-17 


LOS ANGELES FURNITURE MART 


Summer Market 
July 13-17 


MUSIC MERCHANTS SHOW 


Palmer House, Chicago 
July 13-16 


WESTERN SUMMER MARKET 
Merchandise Mart, San Francisco 
July 20-24 


AMERICAN HOME LAUNDRY MFRS 
ASSN. 

Summer Meeting 

Grove Park Inn, Asheville, N G 

July 26-29 


INT‘L ASSN. OF ELECTRICAL 
LEAGUES 
18th Conference 
Fairmont Hotel, San Francisco 
August 5-8 


WESTERN ELECTRONIC SHOW & 
CONVENTION 

Civic Auditorium, San Francisco 

August 19-21 
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Plug in 
for Cool Cooking 


al 
Does your zest for cooking wilt 


th hot weather! Then you'll like this way © 
wu 


cook in comfort. Just wheel your 
electrical appliances to the coolest spot in 
the house or trundle them out on the 


nds 
porch near an outlet. A change of scene le 


eals new charm that makes eating o” 
me 


adventure for the whole family. Summer appetites 


will spark up at one whiff 
of good food in the electric broiler 


iH 
i 










yt 
i 
Me 





in 
I 


BY CAROL o'CONNOR 


COMPAMION BQUIPMENT orare 


| POSTSCRIPT FOR BRIDES 














Q 


.--tie in with this COMPANION electrig 








ousewares promotion 








More our-and-a-half milli 
womefiviliibee the importan 
eleg hous@wares article, 






g In for 
COMPANION. GIFT é, 













Cooking, @ithe big J 
. AS iC wale Nyy, 
ay it wise: tie or weather sales. Ss pe eo 


Write now for fre@@ioliige of summer selling 
material: display ca banner, seal, and 
COMPANION “‘cool cboking”’ recipe handout 
leaflets. Build displays in your windows, in 
your store. And identify your store as an 
Electric Housewares Gift Headquarters with 
this seal. It’s displayed in this month’s article 
to guide women to your store. 


F Re 






4. 
*> 


/ C H us ,s 


4tanagur* 





Remember: what the COMPANION says 
goes for more than four-and-a-half million women. 


For free display material, write: Merchandising Department, 
Woman's Home Companion, 640 Fifth Avenue, New York 19, N.Y. 





()MPANION 


CIRCULATION 4,545,007—NET PAID ABC 


THE CROWELL-COLLIER PUBLISHING CCMPANY—640 FIFTH AVENUE, NEW YORK 19, N. Y.— PUBLISHERS OF WOMAN’S HOME COMPANION, COLLIER’S, THE AMERICAN MAGAZINE 
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BIGGER, BETTER, MORE POWERFUL THAN : 
LAST YEAR’S RECORD BREAKING OFFER! . 


SCOOP Wit COMPETITION WITH THIS 7: 
PROVEN PROFIT BUILDER! 


MAIL COUPON TODAY rice rroceam THE EASIEST WAY TO VOLUME HOME 
HEATER PROFITS! 


., Dept. EM73 a: mS , 
To: Queen Stove Works, Inc., P Complete Sales and Advertising Kit is furnished! Everything is included 
Albert Lea, Minnesota to make 1953 the biggest, most profitable home heater year you've ever had! 


7 sate 1-Up” SALI 

| Send oa Old Heater Round-Uf ; 

, letails. 
lye I obtain an “Exclusive Superflame 10 ALL HO ; 

} w ec 
Franchise” and who is my distributor: 

HEATER DEALERS: 

+ 


Right now is the time to get ready for this proven money making pro- 
motion. Take advantage of its FULL PROFIT POTENTIAL! If you are a 
SUPERFLAME dealer make sure your stocks are complete—make sure that 
you have your complete sales kit—then plan your advertising and promotion 
for the entire period of the offer. 

If you are not a SUPERFLAME dealer rush the coupon or write or wire 
today for the name of your SUPERFLAME distributor and full details of 
this super-sensational “Early-Bird” promotion. 
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“OLD HEATER ROUND-v >| 
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FORCED AIR BLOWER 


~» SAFE! NO DANGEROUS FAN BLADES 
> w+ 


ane America’s most versatile air circulator. Superfan provides forced air 
Superfan fits under Superflame warmth in winter with Superflame ° ‘Fuel-Saver” heaters. In hot summer 
Heaters—gives up to 25% more weather Superfan keeps folks cooler! It circulates, cools bedrooms, 


winter = the same ventilates kitchens. It’s the modern portable blower with countless uses! 
amount of fuel. 


"SALES-MAKING” AUTOMATIC 
THERMOSTAT Gives you FOUR big sales advant ages! Gives your customers: 1. completely auto- 


matic heating; 2. “Round- the-clock” comfort; 3. savings in time and work; 4. savings on fuel! No 
electricity needed. No wiring. No costly installation. Attaches quickly, easily to the top of the safety 
control valve. Maintains room temperature within 2 degrees. Eliminates overheating and underheating. 


SU, per fla TITEL ov wearers 


WITH THE AMAZING “*FUEL-SAVER” 


America’s Most Beautiful and Complete Line of Home Heaters! 


Give your customers more for their money with SUPERFLA ME! More beauty! More comfort! 
Amazing fuel savings! Only SUPERFLAME has the super efficient ° ‘Fuel-Saver” that increases 
radiating surface 100% . . ’ decreases chimney loss 40%. Saves up to Y, onfuel. some- 
times more! 20 outstanding sales clinching features in all mean faster, easier sales! 


THROUGH SPECIAL ARRANGEMENTS YOU 


CAN OFFER YOUR CUSTOMER #47790 NOW 
MORE FOR HIS OLD HEATER af aa 


FOR THIS GREAT 3 WAY RAE lala IN DECORATOR 
QUEEN STOVE WORKS, INC. COLORS! 


ALBERT LEA, MINN 


Canadian Distributor 


tri 
ric & Radio, Lid, Winnipeg & Regina « Trans-Canada Electr 


Great West Elec 


2! Appliances, Lt 
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All This and Business Too 


Philco provides a rodeo, ice-show, fight night, thrill show and vaudeville show for its 7500 


dealer guests at mid-summer convention in Atlantic City—then writes record-breaking volume 


of business 


Just getting 7500 dealers together in one pot 1$ 
unusual enough 

But when you're trying your best to impress and 
entertain those dealers at the same time the result is 
likely to be fantastic 

That pretty well sums up Philco’s mid-summer con 
vention in Atlantic City last month 

For its guests—who arrived from every section of th« 
country by plane, rai] and car—Philco offered four days 
of entertainment and a minimum of business. The 
single officially scheduled business meeting (the intro 
duction of new radio and television lines) even had a 
sugar-coating—it was built around a spectacular profes 


4 


Hall just before meeting opens. 








INSIDE: The ‘“Philco Posse’ of Houston, probably the most colorful of many groups wearing 
identifying costumes, settle down to watch new lines unveiled. 





170 





PAGE 











OUTSIDE: A full brass band serenades Philco dealers as they assemble outside of Convention 


ional ice show. And since anything which can be 
scen by 7500 people at once must of necessity be on 
the spectacular side, Philco went all out in providing 
entertainment for its guests. Besides the ice show they 
saw a rodeo, a fight night, an outdoor “thrill show” 
and a grand finale with a cast of over 100. Even the 
weatherman cooperated by providing four pleasant but 
not too hot June days. 

For Philco executives the best news of all came as 
the four day meeting ended: dealers, evidently impressed 
by the entertainment (and by the new lines) had placed 
heavy orders with distributors. Said a Philco official 
“business 


is ternh 



















ALL EYES were on the ice rink and on 
the three giant TV screens at the far 
end of Atlantic City’s huge Conven- 





THE SHOW: Introduction of new lines was built around a spec 


tacular three hour ice show. 
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THE TOP BRASS: Philco president William Balderston and exec- 
utive vice-president James Carmine pause after the show 
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tion Hall as Philco began formal presentation of its 1954 radio and TV lines 
for 7500 dealers visiting the resort as guests of the firm and its distributors. 
of new line were shown on the mock-up sets. 


Pictures 





THE LINE: Skaters and products 
“Philcorama”’ 


share the in center-ice as the 


ice show comes to an end. 


spotlight 





THE BRASS: Philco executives acknowledge applause of their dealer guests as 
they circle the ice in this ‘’Philco special’’. 
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Sell H. 6. Littl 
th bi 

* Oil Heaters 

for Real Profit! 











RS A nee tend Se or DON tea ee 


No. 71 
H. C. Little 
Automatic 
Oil Heater 








These consumer advantages build PROFIT! 


/ No pilot light —On-and-off op- 
eration, thermostat controlled — 
the same system as on our costlier 
warm air furnaces. 


P| Heat even if electricity fails 
— automatic models can be hand 
operated during power failure. 


No moving parts in burner 
or heater —no motors to oil or 


Both radiant and circulating v 


V 


| " heat—instant, body-warming service. 

| warmth and uniform floor-to- y Four sizes—42,500 to 77,000 
| ceiling temperatures. BTU output. 

| Cheery, visible flame—On / Listed by Underwriters’ Lab- 
| No. 71 model. oratories. 


Get details today about the money-saving DATING- 
DISCOUNT PLAN that permits you to order oil heaters 













NOW and PAY LAT ER out of profits / 
@ 


MAIL COUPON TODAY 
-— Burner Company, inc 


H. C. LITTLE BURNER COMPANY, INC. 
SAN RAFAEL, CALIFORNIA 
Gentlemen: 


Please send us complete information about 
your OIL HEATERS and the new DATING- 
DISCOUNT PLAN. 


SAN RAFAEL, CALIFORNIA 


H. C. LITTLE DISTRIBUTORS: 








| Avrora, til. Prescott, Ariz. 

| Baltimore, Md. Reno, Nev Nome Vain ciliated 
Be’ , Mass. , NY. 
Boise, Idoho St. Lovis, Mo. 
Columbus, Go. St. Petersburg, Fla. —_—--- — 
Detroit Lakes, A Minn. Salt Lake City, Utah 
East O Seattle, Wash. 
Fayetteville, oy ‘Cor, Spokane, Wash. Nic cg Feira ert RIC a ig emma aa irae 

Portland, Ore. Toledo, Ohio 
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Will help you get a good 


You can talk all day to a woman about the wonders of 
owning an automatic dishwasher. 


But you'll save a lot of words, and get much faster action, 
if you let her use it in her home. When she’s proved to herself 
how a G-E Automatic Dishwasher saves her time; gets her 
dishes and pots and pans hygienically clean (and helps pro- 
tect her family’s health); saves her hours of unpleasant work 
—that sale is made, no question about it! 

Case histories prove this, time and again. When a woman 
has lived with an automatic dishwasher for a while, she isn’t 
about to part with it! 

No plumbing necessary! The new General Electric UC-120 
is designed for home trials. 


DONT PASS UP THIS MONEY-MAKING OPPORTUNITY 
Get ih touch with your distributor TODAY / 


It’s a full-size, fully automatic, de luxe dishwasher equipped 
with casters and a discharge hose that hooks over the sink. 
A universal coupling attaches right to the faucet. So it 
actually requires no costly installation—can even be used 
as a portable! 


We're telling everybody about it! The 10-Day Free Home 
Trial is an important offer in our advertising, both in nation- 
ally read magazines and on television (‘‘I Married Joan,” 
featuring comedienne Joan Davis). 


Since we’re telling so many people about it, isn’t it just 
good business sense for you to get in line for the profits? .. . 
to establish your store as local headquarters for this FREE- 
HOME-TRIAL offer? 






IN 


JULY, 
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chunk of kh 


Portable Conversion Kits now available! Your distributor 
has a special Conversion Kit, with which you can convert a 
free-standing dishwasher into a portable model on casters. 
With the portable dishwasher, no installation is required in 
your customers’ homes! You should always have at least two 
of these kits working for you in your best prospects’ homes— 
and you can expect that about 80°% of these kits in homes 
will result in sales. 








“One home-demonstration 
model sold 3 dishwashers 
in 10 days!” 


—says Mr. H. L. Shelhamer, G-E dealer 
in Morgantown, W. Va. “I’m firmly con- 
vinced that the free-home-trial plan is the 
only way to sell dishwashers—and I’m 
putting more demonstration models out in 
the field right away!” 


In addition, there’s a host of promotion materials, in- 
cluding newspaper ad mats, to help you set up and cash in 
on a home-trial plan for selling G-E Dishwashers. The 
General Electric Company, Louisville 2, Ky. 

















GENERAL @@ ELECTRIC 
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THE ONLY 30-INCH GAS RANGES 


ae, COMFORT-LEVEL 


ot — BROILING 


(up near the cooking top) 








| Radio-Television 


TV for the Music Trade 


Fifty-second annual trade show gives promise of 
more television and radio; broadening of lines calls for 
additional space in Chicago 







automatic 


GAS RANGES 


MOST COMPLETE 
LINE OF MODELS 
IN THE INDUSTRY 


ber all qareo 


orem / 


>. 
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suit to ( () ) sranparos 


EXAMINE THESE OTHER OUTSTANDING 


ROPER prODUCTS, TOO... 





Sensational, Deluxe 
“SPECTRO-MATIC”’ 
GAS RANGES 


—— 
a a te 
Cn 6 o 


—_ 
; 














EM 
adh on ae F onchis® 
Geo. oper Pro 
Ym iatoresinr \ formation” cents 
cut ECS saeco 
OO’ ce tt NOOO Fully-Automatic 
Rewer Teen» om eked 
pon ED seine grote" DRY-AIRE Gas 
srreet rm agent 


Clothes Dryer 


GEO. D. ROPER CORPORATION «© Rockford, Illinois 


OFFICES AND WAREHOUSES IN PRINCIPAL DISTRIBUTION CENTERS 
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i the 


|hibit spaces have 
| the show. 


| 

| bid 
| year, with additional space being pre 
| pared for the video folks. Both tele 
| vision and radio-phonographs will ap 


Bigger and better things are in 
sight for visitors to the fifty-second an- 
nual Music Trade Show & Conven 


| tion to be held in Chicago this July. 


The annual affair, scheduled for a 


| four-day run from July 13 to 16, is 
|expected to draw a large number of 
| interested buyers from throughout the 
| country. 


Last year’s event, held in New York 


| City, drew an attendance of some 
| 7,400 people, despite the sweltering 
| heat during the summer period. Some 
| 1,670 retail stores were represented on 


registration list. 

The Palmer House will be the site 
of this year’s Windy City activities, 
with additional exhibition space read 
ied for the merchandise to be dis 
played. More than 300 rooms and ex 
been reserved for 
Television will be making a strong 
to the music merchants this 


pear at the following locations: mez 
zanine booths, Red Lacquer Room, 
club floor, exhibit hall and the sixth 
floor. High fidelity systems, in addi 
tion, will be seen on the sixth and 
ninth floors, plus the exhibit hall. 
The ninth floor of the Palmer 
House, formerly an overflow area, will 
be a full fledged exposition floor, 
practically a duplicate of the seventh 


A Sound Idea 
ait 


floor as to number of exhibitors, va 
ricty and quality of merchandise. 

lo accommodate the demand for 
more large exhibit areas, the north 
end of the exhibition hall has been 
divided into large units. TV and 
radio manufacturers have taken over 
this extra available space, with the 
remaining area devoted to booth dis- 
plays as in former years. 

Registration for the show begins 
Sunday, July 12 at 10 a.m. in the 
ball room foyer on the fourth floor. 
The exhibits will officially open at 
9 a.m. on Monday, July 13 


Split Introduction 


A new twist in distributor-dealer 
meetings was inaugurated by Raytheon 
Mfg. Co. recently when the firm pre- 
sented the initial part of its “two 
part” sales meeting. 

During the first phase of the meet 
ing (June 4-13), heads of distributor 
companies were invited to Chicago for 
a confidential two-day discussion of 
the summer and fall plans. The se 
ond phase of the newly styled setup 
will consist of the formal presentation 
of the 1954 Continental line of Ray 
theon television receivers July 30 in 
Chicago. The company expects mor« 
than 1,000 distributor salesmen and 
dealers to attend the meeting. 

While the Continental line will be 





NEW INVERTED speaker brings smiles and congratulations from William H. 
Kelly (right), vice president in charge of sales for Motorola to Gordon S. Carbon- 
neau, president of Carbonneau Industries Inc. Reduction ef bulk is possible with 
the new speaker, making possible large-speaker tone in small radios, according 
to the firm. Motorola is using the new speaker in its Porta-Clock and other 
models in the line. 


JULY, 1953—ELECTRICAL MERCHANDISING 








SESSIONS MAKES 
HEADLINES AGAIN! 


There's profit news for YOU in these 
9 great additions to the Sessions line! 





It’s a Sessions year! First came Sessions’ 
revolutionary new thin movement, biggest 
electric clock news in ages. Then the Saucer 
Clock, America’s lowest priced quality 
kitchen clock. And now look! New wood 


alarms, the handsomest values in their 
field ... The new low-priced “Sweetheart” 
alarm ...A distinctive kitchen clock... 
And a promotable new gift set. More proof 
that today Sessions brings you the most 
salable clock line in the business! 





New “Belmar” Alarm! 





Smart blond mahogany-finished wood case. 
Tapering sides. Brass feet. Light wood grain 
dial. Gold colored hour and minute ladder. 
Tru-Bel alarm. Retails at $8.95.* Dark mahog- 
any, luminous numerals and hands, $9.45 * 











new P 


n Cloc 


* 
at only $12.49 
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New ‘‘Sweetheart’’ Alarm! 





Coffee-colored face in a gleaming new kind of 
clear ivory case. Distinctive numerals, sweep- 
second hand. Famous Tru-Bel alarm. A sweet- 
heart of o buy. Retails at $4.95.* With lumi- 





nous dial and hands. . . $5.95* 





essions 











Ro 






YEARS AHEAD IN ELECTRIC TIME 


New “Encore” Alarm! 





What a low price 


‘ for a w 
lark mahogany finish, gleaming bras 


‘00d-cased alarm} 


S Colored 

nw ee center 
s, 

etails at one second 


b 
a frames gold nee 


h 


eld. White minu ee? ey 
te 
and, Tru-Bel pr eh 


aes, * IP iM. 


New ‘Windmill’ Kitchen Clock ! 





Modern version of Sessions’ famous Dutch clock. 
White polystyrene case frames Dutch windmill 
scene. Delft blue or red dial, black numerals 
and hands. Red Day-Glo windmill vanes serve 
as sweep-second hands. Retails at $5.95* 


STYLED BY MAC TORNQUIST 


THE SESSIONS CLOCK COMPANY, Forestville, Connecticut. 
In Chicago: Merchandise Mart Plaza. In San Francisco: Wes- 
tern Merchandise Mart. In Canada: The Frank Martin Co. 
(Exclusive Sales Agent) Toronto. Ontario. 


*Plus applicable taxes 


See you at the National Housewares Show 


in Atlantic City-July 13 to 18-Space 1302-03 
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The hottest housewares promotion in years! 


, 
, yn 
+ 


»--f0 start your 


Christmas selling early! * he Arvin 


TR HeXmae 
Sonug 


Your customer buys either 
Arvin Lectric Cook or 


| — em Arvin Coffee Perk at - 
ee the regular price, 


— ia i ie | | and gets this new 
| g Arvin Convertible 
Tray-Table 

for oO 














> ~ 


‘ 2X 








An In your window...on your floor... 

luc this Arvin Convertible Tray-Table 
EXCIUSIVE will make traffic and sales 
Raymond Styled by famed Raymond Loewy Associates ex- 


clusively for Arvin. Plastic on steel, Saffron Yellow 
finish, 18 x 25 inches. Converts instantly from a 

Loewy tray to a sturdy, smart-looking coffee table stand- 
ing 16 inches high on black wrought-iron legs. 

A miracle of convenience. A perfect gift. Your 
~ customers will say ‘That's for me!’’ when they 

esi gn spot this sensational Pre-X mas offer in your store 


(established retail 
price $7.95) 








——at a saving of $6.45! You'll find it an irresist- 
ible stimulant to early Christmas shopping! 





, Xf 


Get all the details from your Arvin distributor now—or write... 


PAGE 176 JULY, 1953—ELECTRICAL MERCHANDISING 











These Arvin favorites have terrific holiday gift appeal. 
With the Arvin Tray-Table Deal—well, get ready for traffic! 





Lectric Cook 


er Sandwich Toaster! Steak Grill! Double 
Griddle! Automatic Waffler! Remind your 
customers that they’re actually getting 4 ap- 
VE : pliances for one price! Arvin Lectric Cook, 


Oe d open as a griddle, has a cooking area equal to 
“SN i 


3 ten-inch skillets, for hamburgers, pancakes 


ndwich Toaster 


: 1y and sausages—even crepes suzette! Converts 
LA / in seconds to a fully automatic waffler, with 
‘Cae ~ heat control and signal light. Beautifully 
ors saith styled in gleaming chrome for 5 95 
Autome et instant appeal to gift shoppers. 29 


(waffle grids included) 


National Advertsing a Mats -Radio Spots 


ar YPANION 





BONUS! ; 














Big color ads during October and 
November in This Wee k Magazine, 
Ladies’ Home Journal and Woman’s 
Home Companion will bring you 
customers on the run! 





Red Ball Control 











* Ayvin — 
Pre-(hristinas nin rH6 508 


oS OOOO vY wANOW USES J 
vertible Tray-T avle ne j igo ae “9 pe A 
WASE OF HITHER THE FAMOUS /? £8 Ife Se \ \¥ 
# Arvin Lectric Cook or #79 95 ni ee) et 
* Automatic Coffee Perk #4 pal OF Ps 
amureiiad /=\ 


nner 


FREE—4 x 23-inch colorful display label for top of tray-table 
FREE—12 x 36-inch 2-color window streamer 


—plus free mats 





Automatic Coffee Perk 


Everybody likes the beauty and dependabil- 
ity of the Arvin Automatic Coffee-Perk. Users 
enjoy having coffee of uniform strength, every 
time—kept hot and ready to serve automati- 
cally, without boiling. Not to mention the 
safety factor (no harm done if water is for- 
gotten)—and the easy-to-clean wide opening 
and well. No wonder Arvin Automatic 
Coffee-Perk is fast becoming America’s favor- 
ite coffee-maker! It will perk up $9995 


sales in your housewares section! 








—plus radio spot announcements 





ELECTRIC HOUSEWARES DIVISION, ARVIN INDUSTRIES, Ine.. COLUMBUS, INDIANA 
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eatures that make 


yj g 
your BEST-SELLING ELECTRIC RANGE ! 


SHOW any woman how the Enterprise Electric Control Clock starts and 
stops cooking in either big oven... POINT OUT how much less it costs her than 
other ranges...and you move closer to a sale! 








SHOW her the TWO high-wattage units for rapid preheating and balanced, 
even cooking...the one-piece, porcelain finish, tank-type design with rounded 
corners that catch no grease...the easy-to-remove bottom for quick cleaning ! 


SHOW her the rack supports embossed in the sides...non-tilt racks with 
stops to prevent accidental pull-outs...extra height in both ovens for practical 
use with large utensils... heavy Fiberglas insulation around both ovens ! 


TO SHOW these down-to-earth features is to sell an Enterprise. And to 
sell an Enterprise is to sell guaranteed merchandise that won't come back and a 
customer who will! 





ae) BR 4- 
TWIN OVENS 





AND REMEMBER — Enterprise makes 

a range for every need... 
MODEL 26384 30 gas, 14 electric models. 

WRITE TODAY for free catalogue. 


Serving a value conscious America for nearly 100 years 


PHILLIPS & BUTTORFF MANUFACTURING COMPANY 


NASHVILLE 3, TENNESSEE 


shown this July, the Suburban line 
was introduced in May, giving the 
firm a split introduction of the lines, 
instead of the traditional mid-summer 
presentation. The recommended re- 
tail price structure on the Suburban 
line was designed, according to W. L. 
Dunn, Raytheon vice president, to 
permit greater margins at both dis- 
tributor and dealer levels. Lists of 
some models have been boosted to 
permit increased trade-in allowances 
and at the same time, reductions of 
distributor costs averaging six percent 
have been formalized. It is hoped that 
these wider margins will permit greater 
freedom in new markets and that the 
program will minimize the distrib- 
utor’s inventory problems. 

No recommended lists have been 
placed on all promotional table models 
in the 1954 Suburban line. Each dis 
tributor will be permitted to establish 
his own list price. 


Radio-TV Briefs 


@New York’s_ fashionable Essex 
House, located on Central Park 
South, has installed CBS-Columbia 
television sets in almost 400 suites. A 
17-inch CBS-Columbia table model 
receiver has been made available to 
hotel residents without charge, ac- 
cording to the hotel management. 


@ Increased production of aluminized 
T'V picture tubes is expected by Gen- 
eral Electric with the opening of a 
three-story addition to the Buffalo 
tube works. Built at the cost of $100,- 
000, the addition will add 7,000 
square feet to the plant’s existing 
169,000 square feet. 


@ Expansion of the export market by 
Allen B. Du Mont Laboratories Inc. 
is indicated by the appointment of 
Yaou Radio Mfg. Co. of Tokyo as 
exclusive distributor in Japan for Du 
Mont T'V receivers and picture tubes. 
The new distributor is an outstanding 
electronics manufacturer as well and 
employs 2,000 dealers in the distribu 
tion of its products. 


@ Radio-television division of Strom 
berg-Carlson has changed its service 
policy to include one year’s warranty 
on picture tubes and 90-day warranty 
on parts and small tubes. The com- 
pany is discontinuing its former pol- 
icy of adding the warranty charge to 
the retail price of each model, fol- 
lowing the industry trend of includ- 
ing warranty in suggested list prices. 


@ Capehart-Farnsworth is now work- 
ing directly with trailer manufacturers 
in the installation of Capehart tele- 
vision receivers in the mobile homes. 
Capehart will supply special trailer 
kits ready for installation in the 
trailer. 


@ Sixty-five percent of those replying 
to a recent Purdue opinion panel said 
they would pay $1 to see a champion- 
ship fight in their home by subscrip- 
tion TV. Although some said they 
would not pay to see fights, they 
would do so to see football, opera, 
good movies and drama. Postcards 
were sent to 100,000 TV owners. 
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PROFIT 


TRAFFIC 


VOLUME 





989 Champion Iron 





990 Steam-Dry Iron Hi-Lo Table; Model 50A Cordminder 


1483 Custom Toaster 


5S AND 1 DEALS 


Deal No. 1: 5 Deluxe Toasters 








sing 
Advertis! 
eatest 
P ome in Proctor History * 
ro 










Deal No. 3: 5 Champion Irons Deal No. 5: 5 Never-Lift lrons 
Store 1469A—1 Deluxe Toaster Model 989-1 Chompion Iron Model 991-—1 Never-Liff iron 
Brings Sales into Your 1469A at 50% off list Model 989 ot 50% off list Model 991 at 50% off list 
kaging Deal No. 2: 5 Custom Model Deal No. 4: 5 New Steam Deal No.6: 5 Cordminders 
- Smartest Pac sore Toasters 1483-1 Custom Model Dry Irons Model 990--1 New Model 50A—1! Cordminder 
've Ever Seen for Toaster 1483 at 50% off list Steam-Dry Iron Mode! 990 at 
pre ond More Profits 50% off list 
°] 





Model 50A at 50% off list 


PROCTOR 


e New Features or 
petition Can't range 
Mean More Sales 





e Now... Ask about Proctor's 
5 & 1 Profit Program for 
More Sales 
PROCTOR ELECTRIC CO. 
3rd & Hunting Park Ave. Ame 4 

y v> 
Philadelphia 40, Po. OU can 18 
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ows famous 4 Pitan 


rAd 


GE beings you Super Speed Cooking 


mere, beet 


— 4 ———— 
Sam i. 1c 


Before sponsoring this “Advertised-in- 
LIFE” promotion in all their stores, the Worces- 
ter County Electric Company first ran a 
pilot promotion in their main store in Worces- 
ter. This try-out was so successful that the 


promotion was expanded to the whole chain. 





The way LIFE sells appliances 


Newspaper ads like this > 
kicked off the promotion. Fifteen 
LIFE-advertised appliances were 
featured, LIFE’s retail represent- 
atives worked right along with 
Worcester’s supervisors to help 
plan this sales program. 
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cook 
4 COMPLETE 
FAMILY 
DINNER 
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... sells 


(ee WORCESTER COUNTY ELECTRIC COMPANY of central Mas- 


sachusetts recently staged an “Advertised-in-LIFE” pro- 
motion in their 20 retail outlets. This promotion went a long 
way toward helping the company further its two aims—1) To 
sell electrical appliances, and 2) to increase consumption of elec- 
trical power, through the use of these appliances. 


Jack T. Healy, Worcester Electric’s assistant merchandising 
manager, says: 

“Our recent “Advertised-in-LIFE’ promotion was a great suc- 
cess. It provided us with a chance to further impress our cus- 
tomers that we have the brands advertised in LIFE. Most of 
Worcester’s population reads LIFE, so it was a natural thing 
for us to tie in with LIFE in a big way. 

“The promotion was a definite stimulus to our whole organi- 
zation and was worth every minute of the time and effort put 


into it. We definitely would like to consider a repeat promotion 
in the future.” 
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Attractive arrangements of display mate- 
rial in windows and store interiors created 
much favorable comment. This was the see- 
ond independent member of the New England 
| Utilities System to stage a major “Adver- 
tised-in-LIFE” promotion recently. 


~_ 


appliance men on 








9 Rockefeller Plaza, New York 20, N. Y. 


Every issue of LIFE sess saul 
reaches 11,880,000 house- | fen crn cr trerce doctors 
holds in the United States* 


*From a Study of the Household Accumulative Audience of LIFE 
(1952), by Alfred Politz Research, Inc. 
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Marketing 





Freezers: Where and Why 


Convenience, not savings, rates first with freezer 
owners, Amana finds; larger upright models are moving 


into the kitchen 


The typical purchaser of a food 
freezer buys it primarily for the con- 
venience it provides for storing food. 
This typical consumer, head of a 
family of four in a small city, installs 
an 18 cubic feot upright in his single 
family residence. His interest was 
probably stimulated by a dealer sales 
man. 

These are the conclusions drawn 
by Amana Refrigeration, Inc., from a 
study of warranty cards submitted by 
recent purchasers of the firm’s freezers. 
Amana’s vice president George C. 
Foerstner said that the study confirmed 
the growing preference for larger size 
upright units and that convenience is 
becoming the principal advantage of 
the freezer in the home. 

The study revealed that urban resi 
dents lead in ownership of the firm's 
freezers (42.5 percent), with the 
suburbs close behind (33 percent). 
The rural market owns about a quar- 
ter of the firm’s freezers. Single 
homes lead the entire group by the 
wide margin of 87 percent, with 
apartment owners showing a weak 
seven percent as against only five per 
cent being found in duplex units. 

The question of location for the 
firm’s customers points out that the 
favored spot is the kitchen (30 per 
cent), while the basement came in 
second with some 26 percent. Other 
preferences followed with the utility 
room at 16 percent, while the garage 
and porch locations both were favored 
by under 10 percent. 


His Day 


Queried as to size of family, the 
owners answered with “four” as the 
leading number of persons using the 
freezers (33 percent), Families of 
two, three and five followed with 
only slight variance between them 
(17-18 percent). 

When asked what the 
greatest advantages were, +5 
voted convenience in storing food as 
first choice. Savings through quan- 
tity buying came next with 44 per 
cent. Interest in the Amana freezers 
were stimulated the most by dealer 
salesmen (over 58 percent) says the 
survey, while other factors (word-of- 
mouth, television and radio) interested 
well over a quarter of the owners. 
Magazine and newspaper ads, plus 
demonstrations by home economists, 
were also listed. 


freezers 
percent 


Washer Follow-up 


“Preferred customer’ certificates 
are being used by Norge distributors 
in a preliminary campaign to mer- 
chandise the firm’s new dryer. 

he certificates, which give priority 
on purchases of the dryer to owners 
of the companion automatic washer, 
are being sent out by distributors 
with a personalized letter on the dry 
er’s features, plus an illustrated dryer. 
I'he certificate carries the customer's 
name and that of the dealer who sold 
the washer 





ART LINKLETTER, stor of the ‘People Are Funny’ show sponsored by Amana 
freezers, arrives in Cedar Rapids, lowa, to open the summer series of the program, 


and finds it is “Art Linkletter Day.” 


Talking about the proclamation at the 


airport are (left to right) Mayor Milo Sedlacek, Amana vice president George C 
Foerstner, Linkletter and the show's producer, John Guedel 
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Shirt Ironing Contest 





NOVEL SALES PROMOTION stunt staged jointly by the Levittown (L 
Merchants Assn. and National Presto Industries found husband and wife teams 


entered in a shirt ironing contest. 


Women’s speed and skill in 





1.) Center 


ironing and 


husband’s agility in putting on shirt and tie and sprinting to judges’ stand 
determined winner in the contest which drew entries from 15 couples representing 


various towns and shopping centers in the area 


Avoids Trade-ins 


Plugging the theme that when a 
consumer buys a new refrigerator, 
she should think twice before trading 
in the old unit, the June issue of 
Better Homes & Gardens featured the 
various ways of putting this idea into 
use. 

Basic idea is to help appliance 
dealers sell more new refrigerators by 
showing how a “second one” can be 
used, thus side-stepping trade-ins. 

A tie-in with the BH&G feature 
for dealers was accomplished through 
direct mail, display and newspaper 
advertising. 


Border Business 


Merchants in Vancouver, B. C., are 
again carrying on a campaign 
to awaken Ottawa to action to curb 
the flow of merchandise from Port 
land, Seattle, and Bellingham to Van 
couver and other B. C Every 
week-end and over holidays hundreds 
of United States labels can be seen 
lying in the gutters in cities near the 
border after shoppers rip them off in 
order to get illegal purchases across 
the border, B. C. merchants claim. 

It is pointed out that Seattle re 
tailers are stepping up their campaign 
to secure Vancouver business and one 
big firm of Seattle credit jewellers has 
been circularizing Vancouver  resi- 
dents offering them credit accounts 
and no down payments. The letter 
points out that purchases made under 
this plan will be duty free, and there 
will be a premium for the Canadian 
currency, as well as a special souvenir 
gift. It is pointed out in the letter 
that world-famous appliances are 
priced much lower in the United 
States. 

The electrical appliance dealers 
section of the Retail Merchants’ Asso- 


once 


cities. 


JULY, 


(Wide World photo) 


ciation has also issued a warning that 
electrical appliances bought in the 
United States may not come up to the 
requirements of the Canadian Stand- 
ards Association and that Canadian 
insurance companies can refuse fire 
claims where the fire originated from 
an unapproved appliance. 


The Windup 


Some 20,000 retail salesmen were 
listening for the phone to ring dur- 
ing the week of June 15. If it was 
the top brass of Westinghouse on the 
end of the line, the salesmen had a 
chance to be one of the 32 grand prize 
winners of the firm’s operation Bing 
Bong. 

Vhis was the highlight of the 1953 
training program by Westinghouse to 
train the retail salesmen on the firm’s 
full line of major appliances. 

Divided into two parts, the first 
section of the program was a series of 
one-day retail sales clinics held in 47] 
cities across the country. Each sales 
man was fully trained to give a four 
point sales story on each appliance. 

The second phase, called operation 


Bing Bong for the telephone ring. 
involved a nationwide check to find 
just how well the men knew their 
sales pitch. Over 8,000 calls were 


placed by Westinghouse, with good 
stories paying off in cash prizes rang 
ing from $5 to $50 depending on 
whether a distributor, branch or dis 
trict office or division headquarters 
made the call. 

The windup came when Westing 
house top executives placed calls in 
search of the 32 grand prize winners. 
These winners will receive an all-ex 
pense trip to electric appliance division 
headquarters at Mansfield. Distributor 
salesmen who trained winners will go 
along. 


1953—ELECTRICAL MERCHANDISING 








Taped Meetings 


Webster-Chicago 
Corp. hold monthly sales meetings 


Executives of 


simultaneously in 14 different cities 
by using the firm’s own product, a 
portable tape recorder. 

The plan was devised by the com- 
pany s vice-president in charge ot 
sales, Norman C, Owen. The Web- 
cor merchandising committee puts on 
a monthly “merchandising round 
table” in Chicago just as if all the 
sales torce were present. A tape r 
cording of the meeting is made and 
copied, then sent to each of the 
regional representatives. They in 
turn play it back at the same time of 
a specified day. 

The messages, 30 to 45 minutes 
long, usually review plans and sales 
activities and often include requests 
for action on specific campaigns or 
sales matters 


A Cool Prediction 


Within five years we may find that 
one out of every two new houses 
will be air conditioned. So savs 
Cloud Wampler, president of Car- 
rier Corp., in forecasting the future 
for the air conditioning market. 

Emphasizing that the percentage 
of new house construction with year- 
round air conditioning has jumped 
from 1.5 percent in 1952 to 6 percent 
in 1953, he said that the number of 
air conditioned homes in the country 
may pass the 2 million mark in 1958. 

Speaking of the growing popularity 
of the room air conditioner, he said 
that 750,000 units may be sold by 
the industry this vear, an increase of 
82 percent over the number sold in 
1952. He said that next vear should 
see higher production and sales. 

Wampler sees the purchasers of 
room units as the best future cus 
tomers for complete home units, 
being sold on the advantages of air 
conditioning. “As a result,” he said, 
“I am convinced that by 1958 the 
dollar volume of sales of year-round 
residential units will catch up with 
and thereafter exceed that of room 
air conditioners for homes.” 


Planning Contest 


A kitchen planning contest open to 
all retail salesmen of General Electric 
major appliances is now running, 
tying-in with the appliance firm’s 
Diamond Anniversary Sweepstakes 
campaign. 

The contest offers as prizes 60 of 
the 24- and 36-inch spacemaker ranges 
for the best planned kitchens employ- 
ing these ranges to solve a particular 
space problem. The dealer-salesman 
contest is on a sectional basis of five 
regions. To participate, salesman 
must develop a kitchen layout for 
his home, that of a customer or one 
for his store. Plan must include a 
G-E spacemaker range and be backed 
by a less-than-one-hundred word re- 
port on how the range solved the 
kitchen planning problem. 

National advertising and _ in-store 
display is being uscd to stimulate 
sales of ranges and water heaters. 
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pre-sells your customers in 
these and other great con- 


sumer publications. 





LOOK WHAT'S HAPPENING 
TO YOUR MARKET! 


) 





now doubles and 
re-doubles your liquefier-blender market 


Already dollar volume of liquefier-blender sales have doubled in 
the last two years, And now OSTER goes “all out” to re-double 
your market with our “Food Preparation Story”. Yes, to presell 
8 out of 10 families that the OSTERIZER is the “New Modern 
Meal Maker” to be used in preparing every-day meals. 





Special blender cookbook offer advertised in leading 


magazines brings women looking for the Qsterizey, 


Tie in with this consumer advertising — Feature this $42.95 
value for only $39.95. All you need for a successful promotion 
is packed with the OSTERIZERS, Here’s the offer! You order 
10OWE-D1i OSTERIZER packed two in master carton with 
Mary Meade Blender Cookbooks, one counter ‘or window 
display, one window streamer, and fifty consumer leaflets. 
Stock, display and se// OSTERIZERS now. John Oster Manu- 
facturing Co., Racine, Wisconsin. 








SEE US AT THE 


HOUSEWARES SHOW 


July 13 — 17... Atlantic City, N. J. 


BOOTHS 1101 and 1102 
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OSTER GIVES $3 COOKBOOK 
BONUS TO OSTERIZER BUYERS 


The big Osterizer liquefier-blender of- 
fer including the new “Mary Meade 
Cookbook” has captured the fancy of 
the electric housewares market. It has 
dealers with a tremendous 


provided 
sales opportunity . enabling them to 
offer a regular $42.95 value for only 
$39.95. For complete details, write John 


Oster Mfg. Co.,.Racine,. Wis.. 


1953 


DEALERS FIND HOMEMAKERS 
WANT DOUBLE ACTION 
KNIFE SHARPENER 


Homemaker approval . showing it- 
self in stepped up sales . has proved 


WORLD'S LIGHTWEIGHT 
CHAMP 
BOOSTS DEALER PROFITS 


The Oster portable mixer . the most 
powerful mixer pound for pound in its 
the Oster double action electric knife field (actually weighs only 28 ounces). 
sharpener a real money maker. Dealers Every home, every housewife is a pros- 
report that women praise the speed and pect for this lightweight beauty. To 
ease of sharpening both sides of a blade 
at once. Oster is helping its dealers with 
a hardselling advertising program in 
national magazines. For details, write 
John Oster Mfg. Co., Racine, Wis. 


help dealers, Oster is now pre-selling 
this mixer with a nationwide advertis- 
ing program. If you would like to profit 
with Osterett, write John Oster Mfg. 
Co., Racine, Wis. 
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Order these hew 
NEW GE Cocks now! 


(You'll make bigger sales with full shelves in October, November, December!) 


bu/ Kiehen | 

Cok with hovel | 

/nerchangang | 
t0-Ypl[ 
Se: 





The Jac 


Retail price $6.95.* A crisply styled kitchen clock created by G.E. in three 
exciting colors—red, blue, green. They match the popular ‘‘Jackstraw’”’ de- 
sign of Gold Seal inlaid linoleum. And look how we help you work up a 
strong “Jackstraw’’ promotion with the special display below, which will 
look well on counter, window or anywhere! Model 2H42, 


Never Offered Before! 
“Jackstraw"’ In-Pack Display ! 





This powerful counter display comes packed 
right in shipping carton. All you do is remove 
display, open side wings and you’re in busi- 
ness. Three clocks as shown are already 
mounted in display. Three infcarton for re- 
serve. Ask your distributor salesman how to 
get this G-E first! 


Get One G-E “Jackstraw” at No Extra Charge! 


For a limited time only, you can get one G-E 
‘“Jackstraw”’ at no extra charge. Order 18 of 
these clocks and receive one at no cost. Or 
order 9 and get bonus clock at 4 your cost. 
Hurry! Hurry! Supply limited. Call your G-E 
Clock distributor. Get your share! 


What about Advertising 7 


Advertising? It’s 4-color all the way! In the big clock months— 
September, October, November—you get sparkling half pages with 
“‘Jackstraw”’ tie-ups in the top magazine for homemakers, Better 
Homes & Gardens. 








JULY, 1953—ELECTRICAL MERCHANDISING 





it You 











havent got mn ! 





ook the fete of 
lif about clocks 
in the fyee L 





e ’ 
* 


ee 






\ 


More electric clocks are sold every year than any 
other electrical appliance. Fast turnover? Quick 
profits? Yes! 

But, Bud, you can’t sell ’em if you ain’t got ’em. 
Remember, everybody is a prospect for clocks. So 
—how about your inventory? Shelves full? Prepared 
for fall business? Order now! 


©) i re 
f Boudoir 

Retail $7.95.* A traffic-stopper for women. 
Luminous hands and numerals. Red sweep- 
second hand. Shatterproof crystal and grace- 
ful, lacy, bezel; dark dial. In antique white 
case, carnation pink, willow green or corona- 
tion blue. Model 7H222L. 


2.The Wink 


Retail $5.50.* A new styling of a popular-priced 
favorite in a warm carnation pink. White dial. 
Easy-to-read numerals. Shatterproof crystal. 
Red sweep-second hand. The Wink is very 
appropriate for night table or for any home 
surroundings. Model 7H192 Pink. 








New Brite-Dial and Boudoir Display Unit 
Makes Mass or Showcase Displays Easy! 


Open carton as shown in picture and you 
have units for building any type of display 


you need in your store. 


j 1 
Get One Boudoir at No Extra Cost! 
but for a limited time only, 
24. receive one at no extra 


Not forever 

you can order 
or order 12 and get a bonus clock at 
Call your G-E Clock Dis- | 


cost, 


4 your cost. 
' 
tributor now. 

















__— 


You can foul Yous confidence tHi— 


GENERAL @@ ELECTRIC 


* Manufacturer's recommended retail or Fair Trade price. Prices plus applicable taxes. 
B 


2 Brite-Dial 


Retail $9.98." Just a flick of the knob at the 
lower right and you have more light or /ess 
light on the dial! Optically engineered for 
non-glare readability. A G-E first! Ideal for 
TV. Soft but compelling alarm. Handsome 
styling. Model 7H216K. 
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$1893 


Combination 
for only 








No. 400 MET-L-TOP 
Deluxe Ironing Kit Special 





Saues$ 38 


Flips back out of 
way when not in 
use! Easy to hook mn 

on and remove! iacinmein 


s handy NOW wien Sian 














All-metal; fire-proof; ventilated top... 
Fastens firmly to ironing table; can't wiggle or 
slide... Light weight; folds flat; easy to store. 


TIME 1S LIMITED! 


This offer expires August 15, 1953. 
Order from your jobber. 


Pree Newspaper rtd Wats are avacdable 






Free Floor 


For the first time a major appliance 
manufacturer and a major floor coy 
ering firm have joined in the biggest 
single product promotion in their re- 
spective histories. 

Hotpoint and Congoleum-Nairn 
announced June | that Hotpoint deal- 
ers will give away free with every pur 
chase of a Hotpoint EG-95-6 refriget 
ator a completely installed Gold Seal 
Nairn inlaid kitchen floor. Congo 
leum-Nairn dealers will advertise the 
same promotion in their stores, along 


| with display of the Hotpoint refrige: 


ator. 

Hotpoint dealers have been supplied 
with window streamers, special Gold 
Seal certificates, newspaper ads and 
promotional material. 

The joint promotion has been pre 
tested in key cities and its success 
prompted the nationwide activity by 
the two firms. 


Plenty Big 


A one-week test sales campaign dur 
ing May piled up the biggest single 
sales weck in the history of Frigidaire 
by selling over $24 million worth of 
home appliances, commercial refrig 
eration and air conditioning equip 
ment, To top it off, the company 
broke another record when more than 
$94 million worth of products were 
sold in one day. 

Convinced that business is there 
for the firms who will go after it, 
Frigidaire has launched a midsummer 
appliance sales campaign that is de- 
signed to (1) build store traffic for 
Frigidaire dealers; (2) sell additional 
products to present Frigidaire users; 
and (3) secure more aggressive selling 
activity on the part of retail salesmen. 

The sales campaign features the pro 
duction of the 16 millionth Frigidaire 
refrigerating unit built and sold by the 
firm, with dealers displaving special 
“16 millionth” Frigidaires in their 
store. ‘To build store traffic, Frigidaire 
is making orchids available to dealers 
on a national scale. Additional sup 
port for the drive is being furnished 
with direct mail plans, free trials and 
demonstrations, plus national and lo- 
cal advertising. 


Too Much Theater ? 


“When it comes to razzle-dazzle in 
sales meetings, some companies have 
gone about as far in that direction as 


_ good judgment allows.” 


Chat’s the opinion of Edward R 
l'aylor, vice-president of Motorola, 
who told the recent convention of the 


‘National Sales Executives in Atlantic 


City that “by going too theatrical you 
lose in sincerity. ‘The central theme or 
carry-home point should not be suber 
dinated to theatrics.” 

Taylor’s preference in sales meetings 
was for a more serious, informal and 
economical tvpe of meeting, and as an 
example he cited the spring-time train- 
ing meetings held by Motorola in 12 
cities. (See EM, April, page 252). He 
said that response to and results of 
these meetings were “most gratifving.” 
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If the form chart holds up, Atlantic City, N. J., in mid-July will, 
like many another coastal resort area, be hot and crowded. 
It will also be, for four days, the housewares capital of the 


entire country. 


The occasion: the annual summer exhibit of the National 


Ilousewares Manufacturers Assn. 


The place: as usual, the mammoth Convention Hall on the 


Boardwalk. 
Ihe dates: July 13-17 


\ctually, the heat and the crowds have never combined to keep 


ny appreciable number of buyers and manufacturers away from 


the exhibit. 


his year doesn’t appear to be any exception. By late spring it 
was difficult to line up good hotel space and once again exhibits 
were being spotted on both floors of Convention Hall. ‘Those were 
two good indications that this year’s market would compare favot 


ibly to previous years in attendance. 


\s far as the hot weather goes, Atlantic City has one compen 
sation. ‘The warmer it gets in Convention Hall the more attractive 


+} 
| 
t 


e beaches become—and thev’re just across the Boardwalk 


[lere’s a partial list* of exhibitors for the show 


Aluminum Cooking Utens'!l Co 418-20-22 


Aluminum Goods Mfg. Co 445-47-49-51 
Applicnce Corp. of America 825 
Aristocrat Clock Co 419 


582-83-84-681 


Arvin Industries, Inc 


Babcock & Preuss 625-27 
Bersted \f-. Co., Div., McGraw Electric 

Co 406-08 
Birmingham Stove & Range Co 1301 
Bissell Carpet Sweeper Co 503-601 
Block & Co. 672-74-76 
Borg-Erickson Corp 645-47 
Brearley Co. 316-18 
Brewer-Titchener Corp 621 
Broil-Quik Co. 820-22 
Burgess Vibrocrafters, Inc. 919 
Burpee Can Sealer Co. 625-27 
Camfield Mfg. Co. 171-73-75 
Capitol Products Co., Inc 1121-23 


Casco Products Corporation 568-70-72-74-76 


Chicago Electric Mfg. Co 444-46-48 
Clark Co., J. R 612-14-16 
Clements Mfg. Co 268 
Club Aluminum Products Co...315-17-19-21 
Conco Engineering Works 625-27 
Continental Scale Corp 332-34 
Corning Glass Works 526-28-30 


Cory Corporation 514-16-18-20-22-24 


Davis Manufacturing Co 648-50 
Dazey Corporation 513-15 
Detecto Scales, Inc 102-201 -02 
Dominion Electric Corp. 469-71-73 
Dorby Company 763 


Dormeyer Corporation 549-51-53-55 

Dulane, Inc. 1331-33-35-37 

Du Pont de Nemours & Co., Inc., 
gt 


1249-51 
Duralux Co. 354 
Eastern Metal Products Co. 1252-54 
Ekco Products Co. 302-03 
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Electric Steam Radiator Corp. 1047-49 
Enterprise Aluminum Co. 206-08-10 
Everedy Co. 666-68 


Everhot Products, Tropic-Aire, Inc. Mc- 
Grow Electric Co. 523-25-27-29-31 


Farber, Inc., S. W. 407-09-11 
Federal Tool Corporation 615-17-19 
Finders Manufacturing Co 607-0) 
Foley Mfg. Co., Lawn Mower Div 1257 


Fresh’nd-Aire, Div. of Cory Corp. 
514-16-18-20-22-24 


General Electric Co., Small App'iance 
Div. 282-83-84-381 

General Mills Inc., Home Appl. Dept. 
800-900-901 -02 


Geuder, Paeschke & Frey Co. 270-72 
Gits Molding Corporation 1349-51 
Haddon Products, Inc 940 


Hamilton Manufacturing Corp. 


179-80-82-281 
Hoover Co 483-84-581 
Ingraham Co. E., .. 1453 
International Appliance Corp. 229 
International Register Co. 1425 
Kalamazoo Vegetable Parchment Co. 536 
Kamkap, Inc. 554 


KitchenAid Div., Hobart Mfg. Co. 575-77 
Knapp-Monarch Co 424-26-28-30 


Landers, Frary & Clark 333-35-37-39-4] 


Lee Industries, Inc 1347 
Lisk Savory Corp 538-40 
Lux Clock Mfg. Co., Inc 1419 


Manning Bowman & Co. Div., McGraw 

Electric Co. 523-25-27-29-31 
Markel Electric Products, Inc. 1429 
Marlun Mfg. Co., Inc. 1355-57 
Mastercrafters Clock Co. 1213 
Metal Ware Corp. 1100 
Meyer & Sons, Inc., W. F. 644-46 
Meyercord Co 2s <b ee 
Nesco, Inc. 231-33-35 
Nicro Steel Products Co., Div., Cory 

Corp. 514-16-18-20-22-24 
Northern Electric Co. 1317 


Re oss bee Bis secevek 141-43-45 


Oster Mfg. Co., John 1101-02 


Paragon Elcctric Co. 1629-31 
Plastray Corp. 1033-35 
Proctor Electric Co 708-10-12 


Ransburg Co., Inc., Harper J. 
714-16-18-20-22 


Regal Ware, Inc 245-47 
Revere Copper and Brass, Inc., Rome 

Mfg. Co. Dy. 506-08-10-12 
Rival Mfg. Co 472-74-76 
Robeson Rochester Corp. 809 
Rotiss-O-Mat Corp. 811 
Salmanson & Co., Inc.. 682-83-84-781-82-84 
Seal-Sac, Inc 356-58 
Sersions Clock Co 1302-03 
Seth Thomas Clocks 1261 
Silex Co. 4500-52-54 
Son-Chief Electrics, Inc 211-13 
Snerti Faraday, Inc. 382 
Steam Electric Mfg. Co. 1045 
Stern-Brown, Inc 532-34 
Superior Electric Products Corp. 312 
Swing-A-Way Mfg. Co. 564-66 
Taylor Instrument Cos. 360-62 
Telechron Dept., General Electric Co.. 274-76 
Tetfoam Corp. 1133-35 
Titan Mfg. Co., Inc . 1044 
Toastmoster Products Div., McGraw Elec- 

tric Co. 523-25-27-29-31 
Tricolator Co., Inc 1112-1114 
U. S. Mfg. Co 633-35-37 
United States Electric Mfg. Corp 365 
Vollrath Co. 351-53 
Waaner Mfg. Co., E. R. 468-70 
Waring Products Corp. 723 -25-27-29 
Welmaid Products, Inc 344-46 
West Bend Aluminum Co. 544-46 


Westinghouse Electric Corp 
738-40-42-44-46-48 
Wooster Rubber Co. 368-70-72 


* (ELECTRICAL MERCHANDISING hes prepared 
these partial listings from information provided by 
the managements of the National Housewares 
Mfrs. Assn. and has made every effort to include 
all names of interest to the appliance, electric 
housewares, radio and television industries, but 
takes no responsibility for errors of omissions.) 
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You’ve probably heard about ultrasonic dog whis- 
tles. You huff and puff like mad but only Rover 
responds. The whistles are above the range of 
human hearing. Perhaps this fact, in itself, may 
not be important to you but it is important whether 
or not your trade advertising is reaching the audi- 
ence you have to reach. You don’t blow your dog 


whistle to call a cop .. . you make sure you’re 





FOR DOGS IT's. 





heard. The same thing should be true of your ad- 
vertising message. 


A responsive audience, like a tuning fork, will 
really respond if you give it the right pitch. But it 
is necessary to strike the right note in the right 
audience . . . or it will sound like a counterfeit 


quarter on a change counter. 


SERVING THE APPLIANCE-RADIO-TV INDUSTRY 


JULY, 1953—ELECTRICAL MERCHANDISING 








FINE 


Some fine examples of using the right pitch can be 
found in every issue of ELECTRICAL MERCHAN- 
DISING. It is here that leading manufacturers talk 
to a really responsive audience of dealers and 
distributors in the language they like to hear... 
using a pitch they really understand... one which 
helps them make cash register music... and moves 
their product. 
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Reach sales-minded dealers and distributors regu- 
larly in ELECTRICAL MERCHANDISING. Distributor 
executives vote it “most useful for sales-making 
ideas” and dealer subscribers give it the same high 
ranking. Your advertising will come in loud and 
clear with these important sales influences in the 
right publication . .. ELECTRICAL MERCHANDISING, 
the appliance-radio-TV Industry’s Best Seller. 


A McGRAW-HILL PUBLICATION, 330 WEST 42ND STREET, N.Y. 36 
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‘The profit “natural” (ie ...3 ways 


REPLACEMENT 
: pe | You need only 4 units and 9 pans 


to be in business. Profitable because 
you don’t have to invest heavily in stock 
(and over 50 range manufacturers now use 
TK Monotubest as original equipment). 


MODERNIZATION 
This is the key to extra sales, extra 


profits. And you'll sell many a new 
range while promoting modernization of 
your customers’ old ranges. You'll find 
“Simplified Cooking” has tremendous 
appeal to women. Why not cash in on it 


in your area? 
tTredemark Reg. U. S. Pat. OF. 








TERR | 


TUTTLE and KIFT, INC. 
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NEW RANGE SALES 


With or without the “Moderniza- 

tion’”’ promotion, you'll find “Sim- 
plified Cooking” with TK Monotubes is 
your best bet for new range sales. Tell your 
prospects about Monotubes’ instant all-over 
heat at every cooking speed and up to 32.8% 
greater utensil contact. Show them, too, 
how Monotubes’ exclusive “swing-away” 
action makes them the easiest surface units 
in the world to clean. 





Take advantage of TK Monotubes’ exclusive 
3-way profit features by selling “Simplified 
Cooking” to your very next customer. 


* Must be installed by authorized TK representative. 


MAIL THIS COUPON TODAY! 


Tuttle and Kift, Inc. 
1835 North Monitor Ave. 
Chicago 39, Illinois 


Gentlemen: Please send me the new No. 6 Catalog 
giving complete details on TK Monotubes and “Sim- 
plified Cooking.” [) 

Please send me the free Monotube Promotion Package. (1) 


ITI cine iccncmenimeiioienitaetmienec eens 
COMPANY 
STREET 


city STATE 








People 





Norge Manager Dies 


Glenn T, Thompson, manager of 
the market analysis department, Norge 
division, Borg-Warner Corp., died 
May 3 in Chicago after a long illness. 

Thompson held his position from 
the time he joined Norge in June, 
1950. He previously was with the 
market research department of Hot- 
point. 


J. L. Owen Dies 


John L. Owen, treasurer and gen- 
eral manager of F.. B. Latham, New 
York distributor, died May 27 in New 
York at the age of 75. 

Owen was a pioneer of the whole 
sale appliance and electrical supply 
industry and long an active member 
of the distributing firm. 


Van Dyke Retires 


R. D. Van Dyke, manager of the 
Dayton sales branch of Frigidaire 
Sales Corp. since 1936, retired May 
13 after more than 25 years service 
with the appliance firm. 

Van Dyke joined Frigidaire in the 
educational department in 1927, be- 
came a branch manager and then 
southwest region manager. He was 
made assistant sales manager for com- 
mercial and air conditioning prod- 
ucts in 1934. 


W. H. Hansen Dies 


William H. Hansen, assistant secre- 
tarv and assistant treasurer of Landers, 
Frary & Clark died unexpectedly 
Mav 6. 

Hansen joined Landers, Frary & 
Clark as an auditor in 1919, was pro- 
moted to sales auditor and became 
issistant to the late Arthur G. Kim 
ball, then president of the firm, in 


1925 


Sales Head Dies 





GEORGE DURBAN, former special pub- 
lic utility representative of the Frigidaire 
division, General Motors Corp. died re- 
cently after a long illness. Associated 
with General Motors for 32 years, he re 
tired from active service with the firm 
in July, 1949. Durban started with Delco 
Light of Dayton in 1917 and later joined 
the G.M. public utility staff and con- 
tinued in this capacity until his retire- 
ment 
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DWW AUTOMATIC WATER HEATERS GIVE 
@ QUICK, CONSTANT HOT WATER 


@ LONG, TROUBLE-FREE SERVICE 





: @ LOW-COST OPERATION 
ef | © HEAVY FIBERGLAS INSULATION 
Pye ei ae @ MODERN SPARKLING BAKED 
3 Weccea| ENAMEL JACKET 
ea | @ SAFETY AND CLEANLINESS 























ELECTRIC UPRIGHT 


FEATURES OF DWW AUTOMATIC ELECTRIC WATER HEATERS: Chromalox immersion heating unit * Easily 
removable porthole cover * Cathodic protection by magnesium rod * Heavy legs for sturdy support * Inlet and 
drain located to offer greatest installation conveni * Heat trap to prevent back circulation in piping 
* Double extra-heavy galvanized steel tank * Underwriters’ approved heavy wiring * Precision engineering 
* Upright models to conserve floor space, tabletop for extra work space * Advanced design * Adjustable 
thermostats. 

Exclusive baffle at cold water inlet prevents mixing of hot water with incoming cold, 


insuring constantly even water temperature and greater economy of operation. 





FEATURES OF DWW AUTOMATIC GAS WATER HEATERS: 

Adjustable thermostat easily set for any temperature * Advanced design with latest scientific improvements 
* Precision engineered * Automatic safety pilot that automatically shuts off gas if light goes out * Liberal 
10-year guarantee * Non-clogging burners * Dust-free base for trouble-free performance. 


D. W. WHITEHEAD MANUFACTURING CORP., 
1218 Walnut Ave., Trenton 9, N. J. 
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automatic 


WATER 
HEATER 


In building a reputation, a dealer must 
make more than just a sale, The mer- 
chandise he carries must deliver top 
performance—sell the dealer's name as 
well as its own. This is the case with 
DWW, the trademark that stands for 
the best in automatic water heating. 
And it’s easy to sell too. Customers rec- 
ommend it to one another. Economical 
operation is a proven fact. So is the long 
list of other excelling features of the 
DWW. Point them out with confidence. 
You'll see for yourself how they turn 
showing into selling — shopping into 
buying. 


A TYPE AND SIZE 





FOR EVERY 
peer y: PURPOSE 
OFF 
DWW manufactures a 
1 Year, 5 Year, 10 Year, 
iy and 
- Stone Lined Water Heater 
Liberal 10 year Guorantee on 
Extra-Heavy Copper-Bearing 
GAS 


Galvanized Stee! Tanks 


When Ordered With Cathodic 


Protection. 


D-W-WHITEHEAD 
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PHONE CALL between business meet- ANSWERING a question is Lewis 
ings occupies attention of Norge vice- Selmeier, left, of RCA-Estate. With 
president H. L. ‘Red’ Clary. him is John McCord of Ferro Corp. 


ICHAM Holds Annual 


Meeting in Cincinnati 


Discussions on how to improve marketing and merchan- 


SPEAKERS at the top management session of the ICHAM meet dising techniques occupy attention of members and guest speak- 
ing in Cincinnati included Cecil Dunn, president of RCA-Estate 


and ICHAM, and Sheldon Coleman left, president of Coleman Co ers (For story, see opposite page) 


CHECKING PROGRAMS before sessions get underway WAITING for ICHAM discussion to begin are, left LISTENING to speakers at the electric range session 
are D. O. Tomlin, left, and R. H. Norris, president to right, A. A. Schubert of A-P Controls, Karl Egeler are, left to right, J. R. Kaufman of Tuttle & Kift, F. J 
and executive vice-president of Dearborn Stove Co of Duo-Therm and Del Moerick of A-P Quinlan, Detroit Edison, and B. H. Melton, Norge 


wwe ee 


igus HAPPY YEARS 


the 


LOBBY CONVERSATION finds C. J. Thomas, left, of GROUPED around luncheon table are J. T. Groten- VISITING BETWEEN SESSIONS ore Honk Berman, 
Rutenber Electric and J. S. Underwood of Eagle Stove house of Silent Sioux, Roy Johnson of A-P Controls, executive vice-president of Lindermann & Hoverson, 
visiting with D. Lawrence of Portland Stove Foundry Marc Resek and Leslie Bushfield, of Perfection Stove H. J. Dewees, and H. F. Bond of Tuttle & Kift 
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Retailers and utility executives as 
well as manufacturers had their say 
about today’s problems in merchandis- 
ing ranges during the annual meeting 
of the Institute of Cooking and Heat 
ing Appliance Mfrs. in Cincinnati in 
early June. 

Expert View—Advice on this prob- 
lem came from guest speaker Robert 
Whitney, president of National Sales 
Executives, Inc. 

Said Whitney: “We are not going 
to hell, just passing through it. We 
haven't started to sell! There are many 
great markets for appliance merchants 
—if you just make goods cheaper it 
won't sell them. You have to create a 
demand for them.” 

Whitney explained that about 141 
million people moved to different 
homes last year. Each one needs a 
product . but “how many salesmen 
were there waiting for them?” he 
asked. 

“Constant changes are going on in 
our country,” Whitney pointed out. 
“There are more girls from 17-19 be 
ing married each year. They aren’t be 
ing attracted to range and stove ads 
because the manufacturers and retail 
ers are not pointing their appeal 


right.’ 
Whitney concluded: ‘Americans 
don’t buy anything they just like 


to be sold 2 

Utility View—Presenting the utility 
viewpoint were M. F. Skinner of 
Union Electric, St. Louis, Mo. and 
W. R. Milby, customers service divi 
sion of the Detroit Edison 

Said Skinner: “There are many fa 
vorable factors in the range business 
But with a good product, there is still 
the need for better channeling of dis 
tribution and devising and integrating 
a good sales promotion plan 

“The market has doubled over a 


22 year period, and people doubl 
their use of electric needs every 12 
years, but it is difficult to get good 
salesmen. That is why we as a utility 


went into merchandising. If we can 
find out what the consumer wants, 
then we can tell other dealers what to 
do 

Milby added comments from a 
non-merchandising utility. Detroit 
Edison repairs all ranges that are used 
on its lines 

“In 1952, Detroit Edison used 10, 
000 feet of cable leads, and it was al 
most always on a new range,” Milby 
added. “We serviced 42 makes ot 
ranges that in 1952 had hundreds of 
models. This is a great increase from 
the early forties on number of 
models 

Dealer View—Louisville dealer 
Shelley L. Abramson discussed prob 
lems in range merchandising. 

Said Abramson: “Your line must 
turnover as fast as TV, if dealers 
are going to really sell. But to sell, 
they must have ads that sell merchan 
dise. One of the greatest evils in the 
retailers mind today is that $1 spent 
on a national level to him is worth 
about $4 on a 50-50 basis in local ad 
vertising. In a survey conducted in 
Louisville, about 90 percent of the 
people read the two Louisville news 
papers. But only 9 to 14 percent read 
leading national magazines. 

Abramson feels that more emphasis 
is needed on the retail level—more 
product meetings, merchandise priced 





PAK-A-WAY 










A NEW 
COMPLETE SALES AND 
MERCHANDISING PLAN 








A NEW 
COMPLETE FLOOR AND RETAIL 
FINANCE PLAN 





TO HELP YOU TO EXTRA PROFITS 
WITH THE FINEST HOME 
FREEZER EVER BUILT 








Model 1900 
19.16 cu. ft. cap 


Full width doors Adjustable fast freeze 
Automatic audible alarm controls 

5 year food protection Lifetime insulation and 
5 year sealed unit warranty finish 


Fingertip locking latches Lower cost per cubic foot 


PAK-A-WAY 
Home Freezer Division, Schaefer, Inc. 


819 Washington Ave. N., Minneapolis 1, Minn. 


Please send me details on your Merchandising and Finance 
plans. 


PAK-A-WAY 


Name___ 





Address___ 





| 


nd 








| 


CR idinninnn serait NOD iieicanchitticsnastinn 
Remember only PAK-A-WAY Has Kolrod Shelves. 
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19593 Outstanding Buy 
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PRODUCT OF CENTRAL RUBBER AND STEEL CORPORATION e FINDLAY, 
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fairly for adequate profit and satistac 
tion to the dealer and consumer. 
Manufacturers should place some em 
phasis on design and engineering to 
make those ranges now in use obso 
lete. There is a very high trade-in 
market on refrigerators, but it should 
be greater for ranges. 

In discussing the subject “Can 
small companies enjoy the benefit of 
TV advertising?” Lewis Selmeier of 
RCA -Estate Appliance Corporation 
stated: “There are many good shows 
that vou can get for TV, but costs 
have gone up in recent years. But 
there are hours a company can use 
without spending too much money. 

“If you agree that you want to at 
tract women, then the best time is 
about 10 in the morning; when you 
want to get male attention, you must 
use class A time in the evening. But 
most recommended is participation 
in giveaway shows and using local 
outlets—not network program 


Facts on Wiring 


A fact folder called “Facts about 
Electric Wiring for the Home” is a 
new addition to the National Ade 
quate Wiring Bureau’s edu ational 
program. 

Designed for distribution to stu 
dents and consumers, it contains 
fundamental information on adequate 
wiring in elementary terms. 

The folder is for educational rather 
than promotional purposes and can be 
used wherever a general folder is de- 


| sired. 


Coverage of the folder includes: 
functions of the home wiring system, 
home wiring and homemaking, im- 
portance of the electric service en- 
trance, branch circuits (kinds, purpose, 


| protection, capacity and number re- 


quired), points to consider when plan- 


ining locations of outlets and lights 


and switches. 

Copies may be secured from the 
National Adequate Wiring Bureau, 
155 EF. 44 St., New York 


‘Weather Winners 





WINNERS in a novel dryer contest spon- 
sored by Washington's Electric Institute 
board an airliner for a free holiday in 
Miami Beach. Mrs. William T. Littell 
made the best guess as to what the 
weather would be on Easter Sunday. Each 
contestant also explained why she wanted 
a dryer. Seeing Mr. and Mrs. Littell off 
is William G. Hills, managing director of 
the Institute. 
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ARI Sets Up Shop 


I. C. McKesson, vice-president im 
charge of sales for the Ansul Chemi 
cal Co., has been elected president 
of the newly-formed Air-Conditioning 
and Refrigeration Institute. 

ARTI is the result of the consolida 
tion of the Refrigeration quipment 
Mfrs. Assn. and the Air Conditioning 
and Refrigerating Machinery Assn. 
The newly-formed group gives the in 
dustry a united front which its spon 
ors believe will be of greater service 
to all members.) 

\. J. De Fino of Vedders-Quigan 
was named vice-president of ARI and 
James Emmett of the James P. Marsh 
Corp. was clected treasurer. Man 
aging director of the new group is 
George S. Jones, Jr., formerly vice 
president in charge of sales for Servel. 

The first meeting of the room ait 
conditioning section of ARI was held 
in Chicago on Mav 26 and 27 with 
representatives of 35 manufacturing 
firms in attendance. W. I. Carolan 
of RCA was named to succeed Her- 
bert L. Laube of Remington as chair 
man of the section and A. E.. Meling 
of Carrier was elected vice-chairman. 


End List Prices? 


List prices on appliances mean 
nothing today and are only “a point 
from which to begin _ bargaining 
down,” Benjamin Gross, New York 
distributor, told the New York chapter 
f the Electrical Women’s Round 
lable recently. He added that appli 
ince manufacturers may have to 
bandon list prices in the future. 

Appearing on the speaker’s panel 
before the group, Samuel Fingrudt 
of Everybody's Supply Co., Philadel 
phia, discussed price cutting and put 
much of the blame squarely on manu- 
facturers, stating that most discount 
houses get their stock directly from 
factories or distributors. 

Don E. Boor, Times Appliance Co., 
New York, saw an optimistic year for 
automatic laundry equipment sales 
in 1953, declaring that the total 
should equal or surpass that of 1952. 

Charles G. Pyle, executive director 
of the National Assn. of Electrical 


Distributors was moderator. 


Association Briefs 


@A_ new trade association covering 
the tape recording industry has been 
formed under the name of the Mag 
netic Recording Industry Assn 
Spokesmen say the new group, formed 
during the Chicago Electronic Parts 
Show, embraces a “majority of leading 
tape recording manufacturers.” Presi 
dent pro-tem of the group is Joseph 


F’. Hards of A-V Tape Libraries, Inc 


@%. L. Hanssen, president of Hanson 
Scale Co., has been named president 
of the National Housewares Mfrs. 
Assn. with C. M. McCreery of Revere 
Copper and Brass as vice-president 
and W. E. O’Brien of Toastmaster 
as treasurer. A. W. Buddenberg was 
re-elected executive secretary 


It’s the same building... 


with a new sales personality 











Thanks to a new PITTSBURGH STORE FRONT! 








M. B. Hagen Appliance Store, Hopkins, Mi t 


P 


rJcue electrical appliance store that has a pleas- 
ing personality . .. whose face is modern and 
inviting ... is the store that attracts the eye of the 
passer-by, brings in the most customers. An eye- 
catching Pittsburgh front like the one shown here 
makes a store stand out from its competitors . . . 
helps increase traffic, builds better business. 

This modernization job is a good example of 
how a modern Pittsburgh Store Front can give a 
new personality to an old building. The open- 
vision front is distortion-free Pittsburgh Polished 


Store Fronts 
and Interiors 


| by Pittsburgh 


A 


“your 


sells 













PAINTS + GLASS - CHEMICALS - 


Benen e's. 





et AUT 





Architect: Loren B. Abbett, Mi lis, Mi ta. 





Plate Glass. The glass-holding members and trim 
are Pittco Store Front Metal. The inviting door 
and transom light are of sturdy Herculite Tem- 
pered Plate Glass, 

You, too, can achieve the same results, Why not 
plan now to remodel your store—inside and out— 
with profit-boosting Pittsburgh Products? In the 
meantime, send for our modernization booklet 
which gives other examples of Pittsburgh mod- 
ernizations and contains complete information on 


Pittsburgh Products, Just return the coupon, 


Pittsburgh Plate Glass Company 

Room 3272, 632 Fort Duquesne Bivd., Pittsburgh 22, Pa. 

Without obligation on my part, please send me a FREE copy 
sf of your modernization booklet, “How To Give Your Store 
» re The Look That Sells.”’ 

POONAG bo vcceiceces CPCS K eee ehereereuseeeoewosaevoreca 

MOONE. 6c Shr dedesaveaed sb becudsebebtaetesizecerns 

<  Doeerrrrr treet yy erry ey TLE Tt WSO: cvavecvvenses 


BRUSHES - PLASTICS « FIBER GLASS 


E GLASS COmMPnet 
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NEW 1994 ZENITH TV WITH 





NEW ZENITH SUPER-K CHASSIS 


The most terrific TV chassis in 1952-3 has been the Zenith K-53. 
Your sales and raves prove it! And just as sure as the K-53 was 
“hot”—the new 1954 Zenith Super-K chassis is going to clinch 
sales on performance even faster. Here’s why: 


SUPER-POWERED for Super Pictures, Zenith’s new Super-K Chas- 
sis has the precision and power it takes to bring clear pictures and 
strong, steady sound—even to extreme fringe areas and toughest 
trouble spots! That means sales on sight! 


Brilliant New Cascode Turret Tuner Performance by Zenith. 
Its superb sensitivity assures premium UHF-VHF reception in 
city, suburb and beyond. New picture strengthener holds maxi- 
mum contrast without picking up flicker. That means a picture 
that stays locked-in ... it means “bull’s eye” accuracy of tuning 
with one knob on UHF and VHF when it’s a Zenith. 


New Zenith All-Channel Continuous Tuner — developed and per- 
fected exclusively by Zenith. Fast, smooth-action, free of backlash. 
Beautifully shielded to keep out extraneous signals. Pictures can’t 
drift, sound can’t fade. Covers all 70 UHF channels without modi- 
fication. Installed by Zenith technicians. Completely inside set. 
Optional at moderate extra cost. Sells itself! 


New Zenith-engineered Selective Filter! Screens out interfer- 
ence from powerful short-wave police radio. Makes sales stick 
in UHF areas where TV signal is often weak. 


Zenith’s Built-in UHF-VHF Picturemagnet Antenna. So effective 
that many new Zenith owners in apartments will need no rooftop, 
or “rabbit ear” antenna at all! A great competitive feature —in 
every new Zenith TV from $199.95 up! 








Exclusively yours to Demonstrate and Sell 
































THE WELLINGTON — 21-inch Table Model 
L2235E. Asleek Modern in beautiful bleached 
Mahogany veneers. Features new Band Shell 
Speaker. Available with matching base. As 
shown . $289.95* 


THE VOLTAIRE—21-inch Console Model 
L2261E. Striking Contemporary design in 
lovely sand tone Afara wood veneers and 
solids. Also available in Cherry. 10-inch 


speaker. A “must” model $389.95* 


THE GIBSON—24-inch Console Model 
L2574R. Luxuriously finished in hand-rubbed 
mahogany veneers and solids. A fitting frame 
for a brilliant 320 square-inch Zenith Cine- 
a er a $550* 


cnom 0 high standard of Quality at every price when you sell Zenith TV./ 
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9 FABULOUS ” 


in the NEW ZENITH LEADERSHIP LINE! 








New ! Zenith Cinebeam Picture Tube—in 21, 24 and 27-inch Screen New ! Zenith Pop-Up Band Shell Speaker — First Table TV with Big- 
Sizes! Gives you twice the picture power, longer tube life. (And you Set Tone! Exclusive Zenith Band Shell Speaker pops up to play... 
can really go to town on that!) Millions of microscopic metallic beams sound right at you, like consoles do. Makes a terrific floor dem- 
mirrors reflect electronic light of Zenith’s brilliant, silver-activated onstration, gives you natural trade-up ammunition. Puts big-set tone 
phosphors...giving you the finest picture in sight in new 1954 Zeniths. in table TV. Available on Zenith 21” and 17” table sets. 





New! Zenith Spotlite Dial—Lights Channel Number Big and Clear! New! Cobra-Matic® with Stroboscope— exclusive in Zenith combi- 
Channel number lights up automatically the second you turn set on. nations. An amazing dot of light shows you when records play at exact 
Number changes automatically as you switch stations with Zenith recorded speed—33 13, 45, 78 and new 1624 RPM talking book rec- 
Turret Tuner. A traffic stopper and sales starter. Lets a Zenith owner ords. A tremendous demonstration feature. High-Fidelity Cobra® 
see what channel’s on without leaving his chair. Makes it easy for Tone Arm makes records sound better, last longer. Perfect pitch, per- 
children to find favorite programs. fect tempo... all speeds, 10 to 85 RPM, with Zenith! 












THE CLASSIC—21-inch TV-Radio- 
Phonograph, Model L2285R. A 
stately 18th Century cabinet in 
rich Mahogany veneers and hard- 
woods. AM-FM Radio, Cobra- 
Matic” Record Player, 3 built-in 
antennas. 246 square inches of 
Zenith-perf ect picture. $549.95* 








THE STRATOSPHERE— 27-inch TV-Radio-Phonograph Model 
L2894H. The ultimate in modern home entertainment, including 
Zenith AM-FM radio, Cobra-Matic” Variable Speed Record Player 
with new Stroboscope, and new 402 square-inch Zenith Cinebeam 


® 
The royalty of radi TELEVISION 
hand-rubbed Cherry veneers and solids. Polished-brass appoint- y y o and 


picture tube. 12-inch, High Fidelity Alnico Speaker. Cabinet of 


ie cr ie ee ng ae een gh oe ee ong aa Backed by 35 Years of “Know-How” in Radionics Exclusively 
Also makers of fine hearing aids 
Manufacturer's suggested retail prices include Federal Excise Tax and E ‘ : 
Parts and Tube Warranty. Slightly higher in South and Far West. ZENITH RADIO CORPORATION, Chicago 39, Illinois 
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SPEAKERS 
Cover the Field 


Talks cover wide range of lines from electric 


housewares to television but frank speech on pros- 
pects for color television by Dr. W. R. G. Baker steals 


the biggest share of headlines at annual distributor 


meeting. 


(COLORED television is not going 
to upset the status of black and 
white or cause a stampede in the in 
dustry. That’s the reassuring opinion 
voiced by Dr. W. R. G. Baker, vice 
president, General Electric Co., in a 
talk before the recent 45th annual 
convention of the National Association 
of Electrical Distributors in Chicago 
“I believe that black and white pro 
grams will be the bread and butter of 
the television industry for many years 
to come,” declared Dr. Baker. “Peop| 
buy good entertainment and colo 
alone cannot make a good program out 
ot a poor one 
“The quicker we can give the public 
the opportunity to make a side by sic 
comparison and appraisal of black and 
white and color, the will bi 
the period of indecision and hesitancy 
to buy the black and white 
Compare the 17-inch color picture 
receiver listing between $750 and 
$900, with the 2l-inch monochrome 
receiver between $250 and $450, and 
the chances are that the dealer will 
have a definitely better chance to sell 
monochrome than if he attempted to 
compete with rumor, misunderstand 
ing and public imagination, said D1 


Baker. 


shorter 


; 
receiver 


Color: When. Hk that color 
television will be a factor in merchan 
dising in the fall of 1953 or 1954 
Limited color programs will be on the 
tir generally on a national basis. Color 
receivers will be available, perhaps onh 
on u sample basis, and less 


, 
Said 


than onc 


percent of television receivers in 1954 
will have color 
During 1955 the number of hours of 


color programs will gradually increase 
Dr. Baker estimated that standard set 
will still out civers four to 
one in 1955 

Answering the recent statement that 
color was not yet workable, Dr. Bake: 
described the efforts of the 91 com 
panic ; in the industry who Jent 200 
of their leading scientists and engi 


ell color TCC 
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neers on a color assignment to be 
called by the general name of National 
I'clevision Systems Committee. Re- 
ception of color has been successfully 
ichieved, said Dr. Baker, having been 
tried over Channel 4 in the New York 
id Channel 3 in Philadelphia. In the 
NTSC system a third signal is used, 
in addition to the black and white and 
sound, known as the color carricr, 
which is fitted into the channel be 
tween the picture signal and the sound 
signal. Thus the system becomes com 
patible, because a black and white set 
picks up sound and the black and 
white image, ignoring the color signal. 

On April 14, 1953, this NTSC sys- 
tem was formally demonstrated by 
RCA to the Wolverton committe 
ind to the industry on April 16, 1953 
\ petition before the Federal Com 
munications Commission for a hearing 
is being made this autumn 


Tube Problem. The major remain 
ing problem in color television lies in 
the picture tube. One industry leader 
has made the statement, “We do not 
have a picture tube.” This is not ac 
tually truce, said Dr. Baker, but the 
severity of the problem should not be 
minimized. There have been a number 
of all-electronic tri-color picture tub: 
but only one has produced fully sat 
to date, in Dr. Baker's 
Various types are under 


factory pictures 
Opim1on 
tensive development in several labora 
tories and it is almost inevitable that 
results will be forthcoming shortly 

All tri-color tubes have in common 
the requirement that the phospho 
surface utilize not a homogencous dk 
posit, as in the case in monochrome, 
but three separate phosphors for red, 
green and blue, deposited as hundred 
of thousands of dots or as fine vertical 
or horizontal stripes. Development is 
progressing in two general direction 

1. Using a single electron beam with 
1 change of beam direction at th 
front of the tube to provid 
tion. Such approaches 


color seles 


ire exemplified 








APPARENTLY SPELLBOUND os Dr 


discussion of color 


W. R. G. Baker, left, completes his frank 


television are NAED executive secretary Al Byers, center, 





ANSWER by Hotpoint’s John Sharp to question from floor finds Westinghouse’s 
Richard J. Sargent blinking and St. Louis distributor Herb Schiele smiling. Schiele 
was elected vice-president and chairman of the appliance division. 





ON HAND for the meeting and to introduce the firm’s new washer were O. H 
Hansen, W. J. Olson and W. H. Bond of the Hoover C¢ 
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and Benjamin Gr chairma fF the OSVIOUSLY enjoying his discussion with Dormeyer’s Marvin ANECDOTE by Sam Fingrutd, left, of Philadelphia, brings 
group’s appliance division Allesee, left, is A. Barit of Madison Electric, Detroit a smile to the face of General Electric’s Art Scaife. 


INTERRUPTED in a between-meetings discussion, HOUSEWARES experts share a smile. Left to right are ON HAND ot the Cory Corp. booth were M. F. Noble, 
Bob Gr left, of New York and J. W. Wicht of Ralph Sorenson of Westinghouse, Gordon Ritter of left, and vice-president Norm Schlegel. Many manu- 
Blackstone pose for the camera man Arvin and J. A. Sullivan of General Mills. facturers maintained conference booths 


GESTURE with his hands is used by John Oster’s G. W. Orr to make a point during EXPERT appraisals of the air conditioning market were provided by Carrier presi 
discussion Waiting turn is S. G. Fisher of Landers, Frary & Clark dent Cloud Wampler, left, and J. M. Bickel, vice-president of the firm 


houseware 
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“Tele King 


famous for the biggest markup in the industry 


’ spotlights 


BIG PRO 


the year ’round 





“With its FOUR-SEASON 
SELLING LINE! 


CONSOLE TV 


models in styles to suit any 
decor! 17”, 21”, 24” and 27” 
screens. Available in VHF only, or 
complete all-channel UHF-VHF. 


*e*eeeveeeweeeeeeeeeeeeeeeeeveeeeeeeee ® 


TV, RADIO, and 3-SPEED 
PHONOGRAPH 


combinations. Complete home 
entertainment units, with 17” 
or 21” screens. Available 

in VHF only, or complete 
all-channel UHF-VHF. 


3-WAY PORTABLE 


for perfect performance, anywhere. 
Engineered to outperform any portable 
_ on the market. Offered in a wide 
selection of brilliant new colors. 


“WEATHERKING” ROOM 
AIR CONDITIONERS 


with more great new “years-ahead”’ 
features than any other unit. 

Heats and cools... automatic 
thermostat... all at no > extra cost! 











@eeeseeeevoeveeeeeeeeeeeneeaeeeeeee @ 


Ot 








or? 






= 


TABLE MODEL TV 


with console performance! 

17” and 21” screens. 
Available in VHF only, or 
complete all-channel UHF-VHF. 





CLOCK RADIO 


no bigger than a clock, but 
many ways better! A valet, maid, 
and star performer, all in one 
compact entertainment package! 
In a choice of colors. 





ee 





TABLE MODEL RADIOS 


engineered for top performance, 
decorator styled in a large variety 
of colors to harmonize with the 
decor in any room in the house. 


eeeeeeeeeeeeeeeeeeeeeeeeeeeee ee © 





—~“Teke Kurg— 


| entertainment and are willing to pay 





601 W. 26th St. * New York 1, N. Y. 


See this full line at the Nat. Assoc. of Music Merchants 


Show... 


in Suite 676-7-8, the Palmer House, Chicago, 
July 13—16, 1953 
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Ye ton “Weatherking” also available, with all “Year ‘Rounder”  tepteres except heating. 


the wa Weeking toc dhert<00) 


Ccar-Rounde 


A\ NOW the h 4 AIR CONDITIONER that has 
the BIG se... i ONE unit. -AT No EXTRA COST! 


YEAR WARRANTY! 


5- 
“Tale King beats the heat of competition with the line that beats all! 
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by the Lawrence tube of Chromatic 
Laboratories and the Lafferty tube of 
General Electric. ‘Uhey are simpler and 
cheaper, but depend on complicated 
chassis and require greater circuit pre 
cision in order to insure color fidelity. 
The beam bending operation requires 
an appreciable amount of power at 
high frequency, which raises the prob- 
lem of interference radiation. 

Ihe second category of color tubes 
comprises those using three separate 
clectron beams. The green gun, for 
instance, can produce only green. 

The picture tube holds not only the 
kev as to how the chassis is to be de 
signed, but also in a great measure the 
cost of the finished product. 

li the three gun type, such as the 
RCA tube, is used, it is obvious that 
the picture tube alone in the receiver 
may add $325 to $350 to the list price. 
A good quality 21-inch console could 
cost $750 or more. Furthermore, a 
color receiver will probably use 45 to 
50 receiving tubes, more than twice 
that of a black and white set. Add the 
cost of these tubes to the necessary 
circuitry and it becomes evident, ac- 
cording to Dr. Baker, that a color 
receiver will have to be priced at $800 
or more. 

If the FCC approves the NTSC sys- 
tem, by March 1, 1954, some color 
programs could be available in key city 
markets shortly thereafter. By March 1, 
1954, Dr. Baker thinks color tube out 
put could possibly obtain a monthly 
rate of 2,000 to 4,000 tubes. 

Dr. Baker felt that color would add 
little to the entertainment value of the 
most highly popular shows on televi- 
sion today, prize fights and wrestling 
matches. Variety shows will be greatly 
enhanced, but he wonders if the public 
will pay a big premium for this ad- 
vantage, when they may be had in 
excellent black and white on present 
sets. 

Dr. Baker did not think that con- 
verters would ever prove any factor 
in changing present black and white 
sets to adapt them to receive color. 

Phonevision. H. C. Bonfig, vice 
president, Zenith Radio Corp., talked 
in favor of phonevision, asking what was 
more convenient than a box office in 
the home. He pointed out that where 
a championship fight is blacked out in 
certain areas because there is no home 
box-office, it is a negation of the set 
owner’s freedom. People in rural areas 
across the country are eager for the 
opportunity to see first class, quality 


for it if given the chance, which will 
be provided by phonevision, he said. 

Disappearing Profits. Benjamin 
Gross, Gross Distributors Inc., New 
York City, who is the retiring chair- 
man of the appliance division, Na- 
tional Association of Electrical Dis- 
tributors, told of a Wall Street 
economist who advised his clients to 
sell TV and appliance stocks. In a 
swing over the country he found that 
profits had almost disappeared at the 
refail level were disappearing at the 


| distributor level and the manufacturer 
| would feel it next, in his opinion. The 


business was being undermined and 
therefore was not a good investment, 
he claimed. 

Manufacturers are primarily produc- 
tion-minded, said Gross, and not 
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CORRIDOR CONFERENCE at NAED convention finds Hobart’s Clyde Townsend, 
listening to Dick Brown of the Walter Nye Co. Center is Bernard Sears of Rival. 


market-minded. ‘The industry is head 
ing for gigantic production and must 
study pricing. Appliances must be 
taken off the bargain counter, said 
Gross. People buy appliances because 
they are bargains rather than because 
of the service they might render. 

One of the ways in which the dealer 
and distributor can be he Iped to make 
a profit is to end the year warranty on 
appliances, claimed Gross It is 
long and it is something that was never 
thought through. ‘There’s no sense in 
a year’s warranty, and the fault is that 
the cost is passed down to the dealer 
which makes it more difficult for him 
to return a profit. He said he was not 
in favor of discontinuing list prices at 
this time, although list prices are be 
ing abused and the number of discount 
operators 1s growing 

More Demos. R. J. Sargent, man 
ager, major appliances, Westinghouse 
Electric Corp., stated that demonstra 
tions on all products have suffered re 
cently. In the 1930's, a period of hard 
times, one to thirty washing machines 
were generally put out on demonstra 
tions at all times by dealers. ‘Today 
demonstrations are becoming 
popular, created largely by television. 
[here are store parties and home par- 
ties. The free home trial will work, 
said Sargent, and women will bring in 
a load of dirty clothes to be washed. 
Ihe dealer needs a packaged program 
as the demonstration. 

Sargent forecast that by 1960 the 
appliance volume will be doubled as 
it has been doubled in each of the last 
few decades. 

Robot Selling. A. L. (Art) Scaife, 
manager, sales planning, small appli 
ance division, General Electric Co., 
said that from 4,000 to 5,000 meetings 
were going to be held the coming yea 
to give sales training at the retail level 

Robot selling has been tried in Los 
Angeles, in different super markets, 
and it has been found that a $4.98 
item is the top limit to robot selling. 
Electrical merchandise over that price 
does not Stores couldn’t sell 
without the presence of salesmen. An- 
other example that proved this was 


too 


mass 


move. 
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the girdle and brassiere department, 
which ordinarily shows the highest 
profit in a department store. When 
self sales methods were tried, the 
volume all went to the lower end of 
the line. 

Gift Drive. Stanley G. Fisher, chair- 
man of the electric houseware section, 
reported on the electrical housewares 
gift campaign. He said that four years 
igo the gift campaign was inaugurated 
with 5,000 dealers participating. By 
1952 this had jumped to 35,000 and 
by 1953, 50,000 retailers will be co 
operating. 

G. W. Orr, chairman of the sales 
promotion committee of electric 
housewares, presented two color dis 
play streamers to dramatize gift selling 
seasons, and reported that 37,000 sales 
planners, 42,000 sets of window 
streamers, 22,000 decalcomanias have 
been shipped. Nine plaques, one for 
each NAED district, will be awarded 
to the distributors who contributed 


most to the success of the electric 
housewares gift campaign. 
Wiring Problem. L. E. Barrett, 


president, Barrett Electrical Supply 
Co., St. Louis in an appeal for dis- 
tributors to get behind adequate wir 
ing, said that 15 percent of the air con 
ditioners sold have had to be returned 
because there is not enough power in 
the home to run them. Adequate wit 
ing is an industry wide problem, he 
said, and it is no trouble to sell one’s 
own business. In 20 million wired 
homes today the wiring is not good 
enough to operate the appliances that 
can be brought into the 
state d. 

Changes Needed. College boys must 
be interested in the profession of sell 
ing if the appliance industry is to hold 
its ground, John C. Sharp, president 
of Hotpoint, Inc., declared in a talk 
on “Unfinished Business.” ““My rec 
ommendation is to pay the salesman 
well,” he said. “By attracting the best 
young talent we shall then have more 
unfinished business than we can han 
dle.” 

[he service problem must also be 
licked, Sharp said. Despite training 


home, he 
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DISTRIBUTOR W. M. Shipley of Main Line, Cleveland, listens carefully as Tom 
Bartlett of Crosley makes a point during NAED session 


provided, there is a high turnover in 
the serviceman’s profession. A build- 
up of importance and better compen 
sation will do much to reduce this 
turnover. 

Another thing that should be con 
sidered, in Sharp’s opinion, is a better 
interchange of quick and accurate in 
formation about business conditions. 
It was found late in 1952 that retail 
sales had not slumped too badly in 
early 1952. But with dealers liquidat 
ing inventory, they did not buy from 
distributors. On one item alone a 5 
percent drop in retail sales mush 
roomed to a 73 percent drop at the 
level of Hotpoint factory warehouses. 
four months later the company was 
back-ordering, Sharp said. 

On April 30, 1952 there were 1,173,- 
000 refrigerators in the combined 
stocks of distributors and manufac- 
turers. On April 30th of 1953, there 
were 22.5 percent less in these same 
stocks, or a total of 914,000. 

Today’s situation on electric ranges 
is even more favorable. On April 30, 
1952, there were 344,000 ranges in 
warchouses at the factory distributor 
level. On April 30, 1953, there were 
28 percent less, with 247,000 in stock. 
Automatic washer inventory shows an 
increase over 1952, but there are still 
only 307,000 in factory and distributor 
stocks. Knowledge of this sort, in time, 
would be a great boon to the industry, 
in Sharp’s opinion. 

Air Conditioning. Cloud Wampler, 
president of Carrier Corp., said there 
were 70 brands of air conditioning on 
the market produced by 35 manufac 
turers, many of whom were newcom 
ers. He doubted there are enough dis 
tribution channels to handle the 
output and a situation exists which is 
likely to result in a price war. 

Successful air conditioning sales 
must include a survey of the space to 
be conditioned, must include proper 
installation and proper service. 

Utilities and department stores are 
coming into the picture and air con 
ditioning is creating a specialist who 
is a new type of dealer, evolved from 
heating specialists and from electrical 


dealers. Sales promotion of air con 
ditioning is carried on around the 
calendar. 

Example is a New York appliance 
dealer who is a small operator, uses 
television and radio, and this year will 
sell 600 room coolers, doing a volume 
of around $300,000 in air condition- 
ing alone. 

J. M. Bickel of Carrier said that he 
doubted that 900,000 air conditioning 
units will be built in 1953, Manufac 
turers did not set a high enough po 
tential in 1953. Bona fide orders for 
1953 on the books in November could 
not be filled because of shortage in 
component parts. 

Kans, Too. Stanley M. Ford, presi 
dent Chicago Electric Mfg. Co., out 
lined the NEMA fan merchandising 
program for 1953, A booklet, ‘Facts 
about Fans”, describes different types, 
and tells how to use. While the fan is 
an old appliance, he said, we are just 
learning how to properly merchandise 
it 

In the past the selling procedure 
has been keyed to the advent of hot 
weather, and there has been no time 
to do a selling job. It has been dis 
covered that air conditioning helps 
the fan business instead of harming 
it. It is known that the consumer will 
buy fans early, if merchandised, the 
proof being an April 5 advertisement 
by Wanamaker in Philadelphia which 
sold out its stock 

A window contest is ending which 
will pay the winners $2,500 in defense 
bonds as prizes, with the theme, “Buy 
now for summer comfort 
complete selection.” 

A booklet for schools is forthcom 
ing, and the “Facts about Fans” for 
dealers is being sold for $5 per 100 by 
NEMA. 

The forty-fifth annual convention 
of the National Association of Elec 
trical Distributors had an attendance 
of 3,500 members and guests. R. M 
Johannesen of Greensboro, N. C.. wa: 
elected president. Herbert S. Schiele, 
Artophone Corp., St. Louis, was 
elected chairman of the appliance di 
vision, succeeding Benjamin Gros 


buy now for 
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City by City 
~ @ Houston. The ‘Texas Appliance 
ee Rememb if ons Dealers Association was formed dur 

er...if if's ing the recently held Texas State Sales 
Clinic in Houston. Named as officers 


FIBERGLAS-insulated, of the new group were: Stanle\ 


Blount, president; Sam Hagy and 

’ Vergel Bourland, vice presidents; C 

that’s c L. Mac Neal, nations and Glemi 

P “4 linn, treasurer. Permanent offices will 

good sign of quality 999 be located in Austin as soon as a man 

f jaging director can be appointed. 

Speakers hand-picked for ability to 

ontribute to the dealer's profit build 

ing techniques addressed the ‘Tex: 

Appliance and T'V Dealers Profit 

Clinic at the Shamrock Hotel in 

Houston on May 29. Among. th 

peakers were I’Imer Wheeler, James 

Donnelly, vice president and general 

sales manager of Servel, J. B. Anger, 

national sales training director of 

Motorola and Wallace Johnston, 
NARDA president. 





ne 
Siti 


@ Wilkes-Barre. Joseph Butsick has 
been elected president of the ‘lelevi- 
sion Service Dealers Association of 
Wilkes-Barre. Other officers named 
were Charles Romane, vice president; 
Stephen J. Martin, treasurer, and Wil 
liam Guyette, secretary. ‘The new as- 
sociation has initiated an active pro- 
gram aimed at promoting mutual 
interests in the service industry, eleva- 
tion of operating standards, and a 
consumer education project. 











@ Philadelphia. The Television Serv- 
ice Dealers’ Association of Philadel 
phia has announced the election of 
Louis J. Smith as president. Other 
new officers installed were Charles 
Knoell, vice president; Harrison Neel, 
treasurer; and Martin Bernoff, secre 
tary. 


@ Trenton. At a recent meeting of the 
Central Jersey Electrical League held 
in ‘Trenton, Mort Farr, past president 
of NARDA, pointed out that, “cut 
price operators in the appliance indus 
try face inevitable disaster.” Speaking 
from his own practical experience Far 
counseled the group to develop the 
one most effective weapon against 
price cutters—salesmanship. 


@ Minneapolis. Announcemnt has 
been made of the appointment of 
Thomas G. Sanberg as managing di 


EVERY WEEK, FIBERGLAS* PRODUCTS ARE ADVERTISED rector of the Electrical Applhianc« 


Dealers Association in the ‘Twin Cities 
TO MILLIONS ON “ARTHUR GODFREY TIME” area. 


@ Nebraska-Iowa. Announcement has 
been made of a unique promotion 
sponsored by the Nebraska-lowa Elec 
trical Council. Prime purpose of the 
contest will be to generate consumer 
: interest in the value of an air condi 
T tioner in the home. Contestants will 
receive entry blanks in their local ap 
pliance store and will be asked to pre 
dict how hot the weather will be on 
July 4th and also to complete a state 


a.” 





CBS Television and Radio 


t= 
4 













i 
D] 












OWENS -CORNING 


FIBERGLAS 







Now more than ever, ment, “I want a room air conditioner 
A because —.”’ Contestants in order to 

swell feature to have... compete must then return their entry 

in person to the dealers store. The 

A swell feature to sell... contest will be widely promoted 


through advertisements im __ local 


eae RORMING FIBERGLAS CORPORATION Omaha newspapers, car cards, and 
— : Toledo 1, Ohio radio and television spot announce 


° 
Fiberglas is the trade-mark (Reg. U. S. Pat. Off.) of Owens-Corning Fiberglas Corporation for a variety of products made of or with fibers of glass. ments. 
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Service 


DISCUSSION of 


appliance 
Chicago bring 


service problems by 
thoughtful look to face of Earle A. Mueller of Cleveland 





William “‘Irish’’ O'Halloran of 


Advice from the Field 


Problems facing service men in the field are 
itemized for manufacturers’ service managers sitting 
in on annual NASA convention in Chicaao 


The lesson the automobile people 
immed, that the 
does a much more cfc 
ing than am 


satisfied owner 
tive job of sell 
salesmen, was advanced 


have | 


by William ‘Trish’’?) O’Halloran, 
vice president, ‘Triangle Industries 
Corp., Chicago, as a plea to manu 
facturcrs to pay more attention to 
ervice Organizations 

He was speaking to thirty-eight 
service organizations attending the 
National Appliance Service Associa 
tion convention in Chicago May 


19-23. Upkeep is what keeps the owner 
happy and 
ice, he said 

\ baker’s dozen of service managers 
for various electric 


you get that through ser 


housewares manu 
their knees and 
listened intently to the opinions and 


facturers leaned on 


discussion — bi service 
Chey learned 


1. That the 


Various men. 


service station does a 


poor job of repacking the appliance 
when it is sent back to the customer, 





the National 
during the 


RE-ELECTED president of 
Appliance 
yroup s iv 


Thibaut G. K 


Service Assn 
nvention in Chicago wa 
Louis 


yemmerlen of St 


ELECTRICAL 
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but so far no manufacturer has offered 
them liners or cartons 

2. That when a customer sends his 
defective appliance directly to a dis 
tributor or dealer instead of a servic 
station he loses an extra week’s tim« 

3. That with few exceptions all ser 
ice stations have little or no 
in warranty repair parts pay 
ments, despite the fact that the cost 
of their help has gone up. They hav« 
had to double and sometimes triple 
parts inventory, invest in more equip 
ment, and pay more taxes 

4+. That many manufacturers run 
30 to 120 days or more late in thei 
own service payments to accredited 
stations 

5. That, according to O’Halloran, 
where a distributor used to get 20° 
spread, today he gets along on 14.8% 
average and is in no position to pro 
vide any free service. 

6. That instruction booklets usually 
nnux operating instructions with recipe 
booklets which are quickly discarded 
and not read by the housewife. 

7. That service clinics, over coffec 
and doughnuts, between distributor 
and service station, would be wel 
comed. 

8. ‘That manufacturers give no lec 
way in the judging of service job 
They hand a decision down after the 
service station has delivered the re 
paired appliance to the customer and 
is in no position to alter costs. 

9. That the service station has had 
a load added to its job by the multipk 
appliances being sold to the public, 
and that in 70% of Chicago homes 
it is not possible to use satisfactorily 
many appliances sold them. 

10. ‘That high service charges neces 
sarily hurt the manufacturer-customet 
relations. On the other hand, the 
service station does by hand what th 
factory does by machinery and costs 
are necessarily a great deal more 


had 
mcrease¢ 
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MANUFACTURER service executives present at NASA meeting included, Paul 
Roth of Dormeyer, Stan Praynik of Dulane and H. A. McDonald of Seth Thomas. 


11. That there is a trend on the 
part of some manufacturers to enable 
the service station to replace a defec- 
tive appliance with a new item when 
the cost of repair is too high. 

The service stations fit neatly into 
the picture, from a distributor's point 
of view, O'Halloran pointed out. It 
costs ‘Triangle 85¢ to process an order, 
ind on small jobs it was far better to 
have a service shop take over the 
whole things Then, too, the direct 
deal between the service organization 

nd the owner is more satisfactory 

no man wants to wait three o1 
four weeks for repair of a $50 appli 

nce. ‘Triangle, as a result, refers cus 


tomers to service stations. Drawback 
in this arrangement is that many serv- 
ice stations will not carry sufficient re 
pair parts and come back to the 
distributor for them. 

T. E. Wall, Dulane, gave an in 
spirational talk on “Service that Sells,” 
pointing out that the great names in 
appliances have always had it, 

Thibaut C. Kaemmerlen, 2728 Lo 
cust St., St. Louis, was reelected presi 
dent. Others elected were John D. 
Hilburn, Kansas City, Mo., first vice 
president, Clarence A. Leffert, Wash 
ington, D. C., second vice president, 
and Charles S. Skiff, Cincinnati, secre 
tary-treasurer. 


APJA Approves Clinics 


Members of the Appliance Parts Jobbers Assn. 


put final approval on program for training independent 
service men for work on automatic washers 


Some twenty service men stood out 
in the 20 below cold out in Denver 
last vear waiting for a shop to open so 
that they might attend a service school 
on automatic Nearly 120 
came recently to the Joseph L. Nag 
firm in St. Louis for similar schooling. 

Last month something was done to 
take care of this welling demand for 
service training on automatic washers. 

The Appliance Parts Jobbers Asso 
ciation, meeting for the fourteenth 
year at St. Joseph, Michigan, May 14 
16, launched a program of training 
that will ultimately reach into every 
hamlet in the United States. 

It is popularly estimated that auto 


washers. 


matic washers take five times as much 
ervice as conventional makes. Less 
than one-fifth of the country’s service 


men are prepared to care for them. 
irst sponsor of the move is the 
Whirlpool Corporation, which is un 
dertaking a series of training schools 
in cooperation with the sixty parts job 
bers who are members of the associa 
tion. J. R. Chapman, general manager 
of service and parts for Whirlpool, 


said that because of the number of 
appliances which are purchased be 
cause of user recommendation—which 
means good service—that his company 
had decided to embark on a complete 
customer confidence program of ex 
tending factory supervised training on 
the proper servicing of its products 

Idea is to increase the number of 
service men in every community who 
can diagnose and repair Whirlpool 
service trouble quickly and efficienth 

Already some $75,000 has been 
spent on training films, and tweh 
experts from Whirlpool have been 
detailed to go on with the job. It is 
estimated that the corporation has car 
marked $200,000 for the task 

It is the belief at Whirlpool that it 
product distributors are chiefly in 
terested in selling appliances, and that 
better customer service and _ satisfa 
tion will increase their sales. President 
Elisha Gray is credited with the vision 
in looking ahead and seeing that thi 
‘tep must be taken 

The fourteenth the 
Parts Jobbers Association saw the idea 


meeting ot 
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Idea suggested by HAROLD DALY 


Olson Rug Company, Chicago 





_ In Chicago, it takes 2—- 
to hit the jack pot 


No single daily newspaper reaches 
even half your Chicago-area pros- 
prospects. It takes Two. For great- 
est unduplicated coverage, one 
must be the... 





= CHICAGO 


pad /SUN -TIMES 


211 W. Wacker Dr., Chicago * 250 Park Ave., New York 
lee er 


READERSHIP CONCENTRATED WHERE MOST OF THE BUYING IS DONE! 


| 


REPRESENTED BY: SAWYER-FERGUSON-WALKER CO., 
LOS ANGELES, SAN FRANCISCO, PHILADELPHIA, DETROIT, ATLANTA 
HAL WINTER CO., MIAMI BEACH 
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NEW PRESIDENT OF the parts jobbers is 
with P. Edouard Geldhof of Whirlpool 


of a blue book of washer trade-in 
values discussed, publication of service 
and parts annuals considered, and con 
templation given to a study of the cost 
of doing business. 

John R. Trible of 
Washington, D. C., was elected presi- 
dent, John K. David, Appliance 
Parts Co., Indianapolis, first vice presi- 
dent, and George E. D. Arcand, Hart- 
ford, Conn., second vice president. 

P. Edouard Geldhof, chief engineer 
for Whirlpool, sketched the history 
of the washer, saying the first patent 
was issued to Nathaniel Briggs of New 
Hampshire in 1797. In 1860 there 
were sixty-one manufacturers making 
hand washers with $35,000 invested 
capital. An agitator appeared in 1891 
in Ireland, made by a man named 
Jardine. Washing, he said, consists of 
“fiber deformation to loosen foreign 
particles and hold it in solution in 
which it is washed.” 

Visitors at the convention included 
John Krull of Apex, Guy Efnor of Au- 
tomatic, Everett Samuels of One- 
Minute, Al Murray of Maytag and 
C. E. Bick of Bendix. 


Tribles, Inc., 


John R. Tribe, left, shown here visiting 


Service Training 


Heavy training programs in new- 
I'V-station areas and follow-up train 
ing sessions in established markets are 
being conducted by Du Mont’s serv- 
ice department. 

According to Harold J. Schulman, 
national service director for the firm, 
service clinics are being held in more 
than 40 new station areas. Mean 
while, follow-up sessions are being 
conducted in established markets to 
enable servicemen to keep pace with 
design advances and set changes. 


Kunsman Promoted 


Donald H. Kunsman_ has _ been 
elected a vice-president of the RCA 
Service Co. and will head up the firm’s 
consumer products service division. 
Kunsman, who joined the company 
in 1949 as assistant to the president, 
had served as treasurer and controller 
before his election to a vice-presi- 
dency. 





CONFERENCE between APJA sessions finds association secretary Charles Skiff 
flanked by Al Murray of Maytag and Charles Smith of Chicago 
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Award for Service Operation 





OVER 


award of merit’, 
of Howard-Arnold, Inc., 
ments before qualifying 


in New Haven 


manager for the New England branch 


Service Briefs 
@ BroilQuik Company has = an 


nounced the appointments of new 
service stations as part of the con 
tinuing program of broadening its na- 
tionwide system. Five new. stations 
have been appointed in the Midwest, 
four have been opened in the Far 
West, three in the East and three in 
the South. The companics will repair 
and service the firm’s complete prod- 
uct line. 


@ Effective adaptation of Simpson 
signal generators for UHI applica 


tions is the subject of Simpson Elec- 
tric Co.’s new booklet, “How to use 
the Simpson 479-480 for UHI align 
ment.” The booklet was written by 
Lloyd J. Austin, sales engineer for 
Simpson. 


@ Pioneer Electronics Corp has initi 
ated a unique picture tube promotion 
for servicemen and dealers. Two dol 
lars in credit is allowed the service- 
man or dealer when he applies a spe 
cial coupon toward a Pioneer picture 
tube purchased from his jobber. The 
jobber gets $2 credit allowed by Pio 
neer when he sends the coupon to the 
factory with his order for the picture 
tube. 


@A completely revised 1953 Vibra- 
tor Guide by P. R. Mallory & Co. 
Inc. is now available for auto radio 
servicemen. The nine-section booklet 
includes reference sections according 
to Mallory replacement number, orig 
inal equipment number, vibrator type 
and application and manufacturer's 
replacement number. 


@A revised fourth 
liam H. Timbie’s “Elements of Elec- 
tricity” has been published by John 
Wiley & Sons. In adding material on 
present day applications, the author 
has revised the sections on circuit 
analysis, direct current machinery, 
electrochemical processes and _ gase- 


edition of Wil- 
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1400 Frigidaire dealers have already qualified for the firm’s 


one eee eo 


“service 


shown being presented to Arnold H. Thalberg, center, manager 


Dealers are judged on eight require- 


Others in picture above are Jack S. Morgan, left, 
New England manager for Frigidaire Sales Corp., and L. M. Caswell, 


service 


ous conductors. It contains 631 pages 


and sells for $5.50. 


@A_ three-month campaign to get 
maximum cfhiciency and customer sat- 
isfaction in ‘T'V service was concluded 
by RCA Service Co, with presentation 
of “President’s Cup” awards to four 


RCA branches. Baltimore; Bridge- 
ton, N. J.; Kalamazoo, Mich. and 
Auburn, N. Y. were honored by 
RCA. 


@ Servi-chest, a compact carrying case 
to hold parts, tool and test equip 

ment for house calls, is offered radio 
and ‘I'V service dealers by RCA. Un- 

der the program, dealers can receive | 
chests from distributors with purchase | 
of 750 RCA receiving tubes or 30] 
RCA picture tubes up until August 
31. 


@ Spiral bound service information | 
book of schematics for all Du Mont 


television receivers is now available 
for servicemen from Du Mont dis 
tributors. Book also contains com 


plete parts list, alignment data and 
other pertinent information. 


@ Over $7000 will be distributed by 
G-E’s tube department as prizes in a 
sales contest tailored to build busi | 
ness for radio and TV service deal- | 
ers. ‘Top prize of $2,500 goes to | 
contestant for best “50 words or less” | 
story on how he would spend $2,500 | 
to improve service business. ‘The sec 

ond such contest by G-E, it closes | 
August 31. 





@ Allied Electric Appliance Parts Inc. 
has opened a “One-Stop Parts House” 
in Trenton. The unit is designed to 
provide a well stocked parts house car- 
rying complete lines of radio, TV, 


washing machine, refrigeration, air 
conditioning and vacuum cleaner 
parts. The opening marked the 25th 


anniversary of the wholesale  dis- 





tributor. 
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IS YOUR 
PROSPECT 





... then tell him about the 


THRIFTY 


@ Your prospect doesn’t 
have to be a “Scotchman” to 
recognize the plus values he 
gets in a freezer unit 
equipped with a Tecumseh 
Hermetic. 

@ Facts like these: lower 
price, better performance, 
greater capacity and lasting 
dependability with lower 
operating cost, will convince 
the most “hard to sell” pros- 
pect. 

e And you, as a dealer, can’t 
go wrong when you know 
that 73% of all freezers sold 
are equipped with Tecumseh 
Hermetics... your assurance 
that they are overwhelm- 
ingly approved by the 
freezer industry. 

@ Why don’t you get all the 
facts about the popular line 
of Tecumseh Hermetics and 
make your selling job easier. 





REMEMBER THERE ARE 
OVER 14 MILLION 


TECUMSEH UNITS 
USE TODAY! 


Send for this free booklet today, 
it tells all about the Tecumseh 
Hermetics. Write Dept. M-2. 


TECUMSEH P 





~~ 
UCTS 


TECUMSEH, MICH. 








EXPORT DEPT: 2113 WOODWARD AVE., DETROIT, MICH. 
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"Shy weviien 


IT'S VERSATILE... ATTRACTIVE 


i COMMAND azz 






[ts Vewatile 
[ts Druofthoss 
Its Efficient 

[ti Safe 








Investigate the Command 
Air 12 NOW—get your 
stock of today’s most 
wanted air circulator. Write 
for catalog sheet and prices 
today 


.. EFFICIENT 





AIR Circulator That 





Climb on the Command-Air bandwagon and 
watch this amazingly versatile air circulator 
boost your sales and profits! Moderately priced 
for fast turn-over quality built to guarantec 
customer satisfaction, Command-Air Fans will 
be your BIG-DEMAND item 


Equally efficient on floor, desk or table top; 
can be suspended from the ceiling, hung on the 
wall or placed in a window as an intake or ex- 
haust fan 


Command-Air 12 circulates an even upward 
flow of air all the way around, providing a 
balanced, cooling distribution of air for maxi- 
mum comfort 


Large cloverleaf design blades driven by a 
powerful, quiet AC motor, circulate maximum 
volume of air. The air stream is directed out- 
ward and up to provide most efficient air flow 


Oversize Command-Air 12 blades are completely 
shielded. The Fan cannot be upset, won't 
“creep” and can be hung up or placed out of 
the way of small children. 


Modern, compact design, 
attractive appearance and 
functional styling give 
Command-Air Fans the 
eye-oppeal that 

means buy-appeal! 





4217 W. KINZIE ST. @ CHICAGO 24, ILLINOIS 


Manufacturers of Machine Tools for industry 
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RECORD CHANGER occupies attention of R. L. Grose, left and Leonard Olsen 
at the V-M booth at the Chicago parts show 


Electronic Parts Show 


UHF antennas and accessories share the spot- 
light with tape recorders, hi-fi equipment and new 
24-inch picture tubes at May show in Chicago 





NEW CONSOLE tape recorder had Wil- 
cox-Gay sales manager L. W. Sandwick 
talking—on the phone and to show visit 
tors 


l'wo ofhcial and one unofficial rec 
ords were set during the 1953 Elec 
tronic Parts Show during a four day 
session in Chicago in mid-May. 

Uhe official records: largest distribu 
tor attendance and largest number of 
exhibitors in Show history. Unofh 
cially, reports from visitors indicated 
that the volume of actual business 
transacted also set new records. Al 
most 12,000 persons visited the 
Show’s 203 booths and 177 display 
rooms. 

Eleven distributor seminars on vari- 
ous phases of business management 
were held during the Show period and 
drew favorable comments from almost 
every participant. Reports indicated 
that 55 percent thought their seminar 
group activities were “excellent” and 
an additional 44 percent rated them 
“worthwhile”. In addition, 60 percent 
requested more time be allowed for 
the meetings and 20 percent suggested 
holding seminars on more subjects. 





NEW DEVELOPMENTS are explained to George King, right, of St. Paul, by 


Amphenol’s W. H. Rous. 
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© 3TOP VALUES! 


Son-Chief is made to sell fast to many! It’s the line that looks 
good . . is good . . and wears a mighty appealing price tag! 
Don’t let any sales slip through your fingers. Stock Son-Chief, 
the selling line . . known nation-wide for value avd volume. 


‘ 


————— 





THERE’S no connection between cowgirl and the public address system which 
Webster Electric showed Parts Show visitors 





*tray at slight extra cost 


FRI-MAID super size 
DEEP FRYER 


with wonderful 
DRAIN-’N-SERVE TRAY’ 


| Imagine! This excellent quality, super 5-pint size automatic fryer 
plus a double-purpose tray . . for one small price. Line tray with 
| paper towels . . it drains food! Remove paper . . it serves food! 
TECHNICAL bookshelf at the Howard’ Sams exhibit caught the eye of NATESA Compare Fri-Maid itself with your other higher priced fryers, 
founder Frank Moch. At left is G. Horton of the Sams’ staff. Note the cooking area . . half again as large as most! Note 
the seamless, heavy cast aluminum construction. The 1500 watt 
cast-in heating unit . . Bakelite handles . . automatic heat control. 
Leak-proof back drain. Smart modern styling. Full guarantee. 
ALL for dollars less! Here’s a quick-turnover item .. YOURS for 
high markup, high profits. Don’t miss it! 











MAGIC MAID POP-UP TOASTER 


Makes sales pop up, too! Here's luxury 
design at a vole price. Gieaming chro- 
mium with engraved sides. Toast color con- 
trol. Hinged crumb tray. Guaranteed per- 
formance. Automatic shut cff. 





SPEED-MASTER WAFFLE-GRILL 


Combination grill and waffle iron every- 
body wants . . everybody can afford. Beauti- 
ful, streamlined heavy chromium. Superior 
construction. Oversized grids. Bakelite han- 
dles. Temperature indicator. 
MR BACKED BY 40 YEARS OF 
MANUFACTURING “KNOW-HOW” 


SON=CHIEF Scctrice, Que, winsten, conn. 


TELESCOPING antenna support is demonstrated by Vern Holmes of Winchester SEE US AT THE HOUSEWARES SHOW, ATLANTIC CITY, N. J., JULY 13-17. 
His pitch: it’s safer, easier and faster at low cost SPACE #211 AND +213. 
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Manufacturer 
Guards Against Motor Burnouts 


With KLIXON Protectors 


YORK, Pa.: Mr. H. Leroy Mohn, of York-Shipley, Inc., 
has many years of experience in the manufacture of oil and 
gas burners, boilers and steam generators. Commenting on 


his experience with Klixon Inherent Overheat Protectors: 


“We prefer Klixon built-in Motor Protection in our oil 
burner and circulating pump motors, because we find they 
reliably protect motors against unusual load conditions. 


Our experience with these devices has been excellent.” 







Klixon Protectors Reduce 
Service Calls and Repairs by 
Preventing Motor Burnouts 


The Klixon Protectors illustrated keep 
motors in electrical appliances and other 
motor-driven equipment from overheating 
and burning out. Look for equipment with 
Klixon-Protected motors for trouble-free 
motor operation. 


Automatic 
Reset 


= SPENCER THERMOSTAT 
IxoO Division of Metals & Controls Corporation 
sone 2507 FOREST ST., ATTLEBORO, MASS. 


_ onto 
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Promotion 





Sponsors Pro Football 








FIRST SPONSORSHIP of professional football will be picked up by Westinghouse 
this fall, following an agreement between J. M. McKibbin, vice president of 
consumer products for the company and Bert Bell, commissioner of the National 
Professional Football League. Telecasts are scheduled for 65 or more TV stations 
throughout the country with almost every section picking them up either Saturday 
night or Sunday afternoon. The DuMont network will carry the schedule 


Wired for Sales 


To demonstrate the ease and func 
tion of working modern electrical 
equipment into the home, Gencral 
Electric is sponsoring a series of 
completely equipped model houses 
throughout the country. 

All the houses incorporate completc 
electric kitchens and laundries, year 
round air conditioning and electric 
water heaters, light conditioning, rc 
mote control wiring and circuit break 
ers, plus provision for television, radio 
and small appliances 

Major emphasis is being placed on 
the development of houses that ar 
functional not only in plan but also in 
operation. “They are not experi 
mental houses,” says project super 
visor Stanley Schuler. ““They are de 
signed for today’s average familv.” 

Houses are being built in Boston, 
Dallas, Kansas City, Louisville, New 
Orleans, New York, Philadelphia, 
Pittsburgh, Phoenix, Raleigh and San 
| Francisco. 


'‘Dealer-Plan Outlet 


Frozen food locker operators should 
tie-in with regular appliance outlets 
for food plans “because eventually 
that’s where the food plan will revert, 
ind this method assures the lockers 
of stability and continuing meat vol 
ume.” 

his is the view of J. W. Riley, 
freezer sales manager for Bendix home 
appliances division of Avco Mfg. 
Speaking to the Ohio Frozen Food 
Locker Assn., he said that the plans 
ire “either booming, backfiring or 
busting.” Pointing out that some 
farm markets were booming while 
some urban areas were overloaded 
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with “unscrupulous operators who 
thrived on muisrepresentation,” Riley 
declared the recent policing action by 
the Better Business Bureau was good 
for the industry. 


Promotion from Within 


The Gulf States Utilities Co. is 
currently encouraging its regular em- 
ployees to purchase ‘l'V receivers with 
a cash advance from the company. 

The aim of the novel program is 
to encourage employees to own and 
use television, thus spreading it among 
their friends and neighbors. ‘The 
utility estimates that within’ three 
years there will be a 75 percent satu 
ration of ‘I'V in the area and that the 
additional load will bring in about 
$1 million per year in revenue, 

The workings of the plan allow an 
employee to select the set of his 
choice including delivery, installation 
and service from an approved list of 
dealers at the price agreed upon be 
tween the employee and _ dealer. 
The utility hopes the plan will curtail 
backdoor selling and discounts which 
pose problems for many of its dis- 
tributors and dealers. 


See Coronation 


Forty-seven appliance dealers saw 
the recent Coronation in London as 
part of an 11-day all expense paid trip. 
They were winners in a_ national 
sales contest sponsored by Admiral 
Corp. 

The dealers flew to Europe, then 
traveled on to Paris and the Riviera, 
taking in the sights of Cannes, Monte 
Carlo and other famous resorts. Then 
they moved to London in time to 
take in the Coronation, 
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Swing Shift Program 


Some two million Americans who 
work nights and sleep days are the 
target of RCA Victor's special adver 
tising and merchandising program for 
room air conditioners. 

The number of night workers is 
higher than at any time since the end 
of World War II savs the company 


} 
and as a result, presents a substantial 
market 

The campaign was first tested in 
Pittsburgh and Birmingham, using 


newspapers, radio and TV spot an- 


nouncements, plus direct mail and a 
varict f dealer display. Basic ap 
proa ll point out that a room air 
condit vill help the nightworker 
sleep in cool, dark bedroom and be 
untroubled by noise, humiditv, heat 
and dust 

The two test areas were chosen be- 
cause of the concentrated amount of 


industry, particularly defense work on 
“round-the-clock” production. 


Buying Pattern 


Ph ixth annual Seattle Times 
consum analvsis has been issued, 
showing the buving habits of the 
metropolitan area served by the news 
pape 


lhe survev showed that 50 percent 


of the queried owned television sets 
in 1955, jumping from only five pet 
cent in 1950. Screen size showed 


17-inch sets in front with 43 percent, 


while 2l-inch screens placed second 
with 19 percent. About 23 percent of 
the set owners purchased their TV 
receivers in 1952, with some fifteen 


percent of those questioned planning 
to buy during 1953. Clock-radios and 
electric blankets were owned by eleven 
percent 

On the question of ownership of 
witomatic dishwashers, three percent 


nA 





A Day in The Profession 





said ves. Twenty-nine percent bought 
them in 1952. 

Ihe survey shows that three-quar 
ters of those questioned own washing 
machines. While the wringer-type 
washer proves to be the most numer 
ous as far as ownership is concerned 
(56 percent), the automatic follows 
with 36 percent of the total machines. 
And of the total number of automatic 
machines in the area, 25 percent alone 
were purchased in 1952 as against six 
percent of the wringer-type for the 
Same Vear. 

Automatic dryers are owned by nine 
percent of the group, with more than 
38 percent of these purchased during 
1952. 

Electric ranges topped the gas type 
as may be expected in the northwest 
area, with three-quarters of those 
owned. Eight percent of these ranges 
were purchased in 1952. Home freez 
ers are owned by ten percent of the 
people in the survey, with 23 percent 
of these purchased in 1952. 


Dual-Purpose Contest 


The third annual Hess Brothers 
“Versatility in Design and Use Con 
test” has been opened for entries, with 
a broadened scope including manufac 
turers of almost every type of con 
sumer merchandise. 

[he annual contest sponsored by 
the Allentown, Pa., department store, 
is designed to encourage and honor 
manufacturers who produce consumer 
merchandise of utilitarian and multiple 
use. Awards will be given in 60 dif 
ferent classifications. One of the cate- 
gories is “open” for entries which do 
not fit into any specific classification. 
Another covers the pre-release class 
for designs or models of articles which 
will be definitely produced but are 
not yet in production. Entry: blanks 
may be obtained by writing Room 323, 
152 W. 42nd St., New York 36. 


FUTURE SALESMEN, high school students interested in selling as a profession, 
were shown the operation of an appliance distributor recently when Wayne 
Merriam of Albany, N. Y. gave the boys a “one day tour’’ of the firm and its 


operations 


William H. Squires, president of the firm (seated, left), pointed out 


the characteristics of the selling profession, telling of the opportunities in selling 


and of personal experiences of his own in the appliance industry 


Contact was 


made by Merriam‘’s marketing manager, Philip Richardson, who is also president 
of National Sales Executives Club of Eastern New York 
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SwinG-A Way 
Automatic 


CABINET Can Opener 


This sensational, new CABINET Can Opener 
was styled to match modern kitchen appliances. 





very customer who buys a new range 

or refrigerator will want one for her kitchen. 
And, SWING-A-WAY’S companion piece 
beauty and perfect performance will build 
good will and future business for your store. 


© CABINET STYLING 
all working parts are concealed in smart 
plastic cabinet 

e IT'S AUTOMATIC 


single-action locks the can and removes the lid 


e MOUNT IT ANYWHERE 
on tile, metal or wood — with screws or 


permanent adhesive 


@ DECORATOR COLORS 
choice of red, white or yellow to blend 
with color scheme 





Retail $5.95 
with magnetic “Lid-Lifter” $6.95 
Other models from $2.49 


5 YEAR GUARANTEE 


Sut The (empl Line at the ily show ~—> 


. Order from your local distributor, or write 











WING-A-WAY MANUFACTURI 


BE kK AVENUE = § 


NG CO. 
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ENTERPRISE 
home aicl 
ICE CREAM FREEZER 






* NO SALT! 
* NO ICE! 
¢ NO MESS! 


Can be used in any 
electric refrigerator 


Here's the hottest selling sensa- 






tion on the electrical appliance The ENTERPRISE 
market today!...Something house- 
wanted... 


wives have always 


delicious, old-fashioned, home- hand cranking... 


made ice cream—without all the . no salt to mess with! 


Contact your distributor or write direct im- 
mediately for literature and full particulars 


<< O8 pg Mivas >> 
‘> Guaranteed by > 
Good Housekeeping 

2 as AoveaTrno wae 
$19.95 RETAIL 


FEDERAL TAX INCLUDED 


U. L. Approved 








muss, fuss and bother of making it! 
HOME- 
AID does the job automatically! 
No tiresome, time-consuming 


no ice needed 


Made by The ENTERPRISE MFG. CO. of PA. 


JRO & DAUPHIN STREETS . 





PHILADELPHIA 33, 


PA. 





NEW! SMART! 
STYLED TO SELL ON SIGHT! 
IT’S A BEAUTY! 


Here’s the very latest in “eye- 
catching . . . ear-pleasing” 4-tube 
small radio with built-in loop 


antenna. 


A compact superhetrodyne with a 
choice of 4 popular colors: 








| EBONY | | IVORY | 








The Beautiful | RED | | WALNUT | 








Modernistic a 
Model #51005 See this JEWEL and all other 
by JEWEL “Gems” of the air in Radio and 


TV in Chicago at the N.A.M.M. 
Show, July 13 to 17th at the 
Palmer House. Rooms +633-634. 











A top quality JEWEL masterpiece 
at an amazingly low price 


of under $19 distributor cost . . 





JEWEL RADIO CORPORATION 
900 PASSAIC penne, EAST NEWARK, N. J. 


<< 
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ELS salah te alata Freezer Promotion 
AUTOMATICALLY! 


In return for submitting to demon- 


| strations on freezers, somebody in Du- 


luth, Minn., is ahead a $400 prize 
freezer and $150 worth of food. In 
cooperation with the Minnesota 
Power & Light Co., and the Duluth 
Herald and News-Tribune, a coopera- 
tive campaign was recently concluded 
in which 12 makes of home freezers 
were featured. 

Each participating dealer was sup- 
plied a quantity of registration cou- 
pons carrying a distinctive color and 
the dealer’s name. From there on the 
local newspaper handled the deal. 


4-in-1 Campaign 

he third annual “Four-in-one”’ 
campaign is being run by the Gulf 
States Utilities Co. with expectation 
of selling some 8,000 appliances worth 
around $3 million during a 90-day 
period. 

The all-out program, using the co- 
operation of manufacturers, distribu 
tors and dealers of all brands, was 
opened with five meetings within the 
system to announce the activity. It 
features ranges, water heaters, home 
freezers and room air conditioner 
Cash bonus icentive 15 being us ‘d 
with the total running up to $12,500 
for dealer salesmen. 


Promotion Briefs 


| @ Cory Corp. will spend over a quar- 


ter of a million dollars during 1953 
in a continuing quarter page ad cam 
paign in consumer and trade media 
Individual products in the firm’s Corv. 
Nicro and Freshn’d-Aire divisions will 
be featured in the poster-type ads. 
Where possible, staggered quarter page 
arrangements of the ads are used. 


@ Sunbeam Corp. in early May took 
over sponsorship of the “Ethel and 
Albert” television show and will spon 
sor the program for the remainder of 
the year with the exception of the 
traditional summer vacation in July 
and August. The firm’s current adver- 
tising program is the largest in its 
history. 


@ Home economists are being given 
the opportunity to compete for $2,000 
in cash and merchandise prizes in a 
novel campaign being conducted. by 
Nesco, Inc. Awards will be given for 
letters describing new or better uses, 
recipes or menus involving electric 
roaster-ovens and their accessories. ‘The 
contest closes on October 30. 


@ A summer promotion keved to out 
door living is being sponsored by West 
Bend Aluminum Co. The company’s 
products are featured in four color 
national ads which invite readers to 
dine outdoors. Local radio and TV 
publicity, newspaper ads, four color 
counter cards and newspaper publicity 
are also scheduled. 


@ Special deals on five electric house 
wares items are being offered by West- 
inghouse to enable retailers to build 
business during the summer time “off 
peak” season. Dealers purchasing three 
steam and dry irons, toasters or “grill 
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joint for copper tubing. 


SS SL sy 





Ouick 
easy way 


to make gas connections 


FOR LAUNDRIES, DRYERS, 
REFRIGERATORS, 
AND OTHERS 










Model S1T— 
for pipe connections. 






ode! CT—with flared 


SKINNER-SEAL SADDLE TEE—for mak- 
ing gas and water connections. No pipe 
cutting or threading. Quick. Easy. Cuts 
costs. For gas refrigerators, home laun- 


dries, heaters, etc. Write for circular 


Approved by Underwriters’ Laboratories, Inc. 


M.B. SKINNER CO. 


SOUTH BEND, 21, IND., U.S.A. 








Clip this Advertisement, Attach 
To Letterhead and Mail! osha 























& Pad Co. 
1953 Catalogue 


All famous DREADNAUGHT 
products that will help you to pro- 
tect your deliveries from damages: 
reduce delivery costs: make deliv- 
eries easier. Catalogue includes 
padded appliance covers, furni 
ture pads and covers, movers and 
warehouse accessories. Write for 
FREE copy today. 


NEW HAVEN QUILT 
& PAD CO., INC 


(Dept. E 753) 
80-86 Franklin St., New Haven, Conn 
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Expanding Program 






‘WINNING SMILES from contestants greet Jack Miner, right, assistant sales mana- 


ger of Dominion Electric and Tommy Bartlett, program’s MC, as they award 
Dominion appliances to guests on the Welcome Travelers show. The Dominion 
firm is adding TV and radio participation to their national advertising program. 


n-waffler” sets receive a fourth at a 
reduced price. By purchasing seven 
deluxe and four warming pads deal- 
ers receive one deluxe pad free. 


@ A promotional package designed to 
help Amana dealers tie-in with the 


firm's magazine advertising and _ its 
sponsorship of the “People Are 
Funny” radio show has been dis- 


tributed by Amana Refrigeration, Inc. 


@A “dollar does it” free trial cam- 
paign on Servel refrigerators has been 
launched by Servel, Inc. The cam- 
paign, backed by extensive advertising, 
offers a 10 day free trial in return for a 
deposit of one dollar. A number of 
promotional aids have also been made 
wailable for dealer use. 


@ The Pennwood Numerchon Co. has 
begun gift packaging all of its electric 
clocks in red and black glossy boxes. 


@ Giveaways in the form of toy space 
helmets and rocket ray guns are being 
used by General Electric to promote 
its refrigerator lines. Children who 
bring their parents to a G-E dealer 
ship for a refrigerator demonstration 
receive the giveaway items. 


@ Demonstrations are the theme of 


the accelerated sales drive being con 
ducted by the Shavex Co. for its 
shaver accessory. Using the slogan, 


‘Demonstration sells Shavex,” a dis- 
play unit is now being used by deal 
ers which gives pitch in 30 seconds 
Ihe sales drive is supported by radio, 
rv, and magazine adver 
tising, plus dealer aids. The firm ex 
pects to more than triple last year’s 


sales 


@ Admiral has made its 27-cubic foot 
freezer available as a commercial 
model. The unit is painted gray and 
shipped without inner doors; it is 
priced at $699.95, a reduction of $100 
from standard unit. The freezer has 
built-in lock, inner light and_ battery 
operated buzzer to warn of power fail- 
ure 


new Sp ipel 
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@for the first time in its history 
Schick Inc. has undertaken sponsor- 
ship of special events broadcasts—the 
simulcasts of the Preakness and Bel- 
mont Stakes over CBS radio and tele- 
vision. Schick says that more than 
200 radio stations and over 80 TV 
stations were used. 


@ The magic triangle, a memory de- 
vice, has been used by Westinghouse 
electric appliance division in over 
700 retail sales clinics as part of the 
firm’s “Operation Bing Bong” to help 
salesmen remember important sales 
features of its laundry equipment. 
Points of the triangle cover key fea 
tures of both washer and dryer. 


@ Some one thousand retailers of elec- 
tric housewares used the theme, “The 
loveliest gifts in the world for the 
luckiest girls in the world,” to tie-in 
with McCall's June issue, plugging 
their stores as bridal gift centers. A 
60-piece merchandising kit was used 
to supplement the theme. 


@ Manitowoc is ow offering food 
spoilage insurance with the purchase 
of either of two upright freezers. The 
insurance will cover all losses up to 
$250 for a period of three years. Dis- 
tributors determine if they will offer 
the plan’. Certificates can be issued 
on all 1953 models retroactively. 


@ Admiral portable radios were fea- 
tured in two full-color national adver- 
tisement in May, opening the firm’s 
first full scale portable radio campaign. 
The June 2 issue of Look carried a 
Peter Pan theme and a “Take along 
an Admiral portable to pleasure land” 
mecssage. 


@ Admiral Corp. completed a six-week 
home freezer promotion June 18 in 
which $75 worth of frozen food and 
an 11-cubie foot upright freezer listed 
for $429.95 was offered for the com 
bination price of $399.95. No other 
price changes have been made said 
Seymour Mintz, vice president of ad 
vertising. 
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EVEREDY Infra-Red BROILER Gy) 


YOU CAN'T MISTAKE ITS QUALITY | 
YOU MIGHT MISTAKE ITS PRICE 









Ever have a shopper say “I can’t pay that much for a broiler”? Turn that 
shopper into a customer with this inexpensive circular beauty. 


Everedy’s round design puts “all the heat on all the meat” for fast, charcoal- 


like broiling. 
shelves for removable broil pan——with 


heat. Gleaming chrome finish washes like glass or china. 


from your jobber now ... or 











FREE... 
with each Broiler 
goes a colorful, 
illustrated 16-page 
Recipe Booklet — 
prepared by an 
expert Maryland caterer. 
VOLUME PRODUCERS OF 


DRY-R-X 


Clothes Dryer Exhaust 


VENTS 


Help Satisfy Dryer Customers 


Freeze Proot 
DRY-R-X 


@ Your clothes dryer prospects have 
heard about moisture, heat and lint. As- 
sure them they'll have no problem .. . 
install Dry-R-X. 


@ A Dry-R-X exhaust unit is the simple, 
economical way to vent most makes of 
clothes dryers. All aluminum, it's rust, 
weather and insect proof. New self- 
thawing feature eliminates any dangers 
arising from a frozen damper. 


@ Dry-R-X kit 
contains (A) 
Hood welded 
to 6” square 
mounting 
plate (B) Au- 
tomatic damp- 
er (C) 12 in- 
pn of nl 
starting pe 
(D) Finishing eb. 
Kit, with sufficient 
ipe ior average 
installation, lists at 
about $10.00. 





See your supplier or write us 


DRY-R-X COMPANY 


5521 Code Ave., Minneapolis 10, Minn. 





Safe handling with cool Bakelite handles and feet; dual 


a handle that stays cool, away from 
..» Order a supply 
write direct for literature and prices, 


Gift-boxed in a striking corrugated 
carton, Everedy’s Infra Red retails 
at a volume figure of only $14.95. 
($15.95 Denver & West) Order 
yours now. 


THE EVEREDY COMPANY 


Appliance Sales Department 
FREDERICK, MARYLAND 


ELECTRIC BROILERS SINCE 1935 








WIRE 
HARNESSES 


to meet the most 
rigid specifications! 


We invite inquiries on government 
and civilian work on harnesses, cord 
sets, cables and other wire and wire 
products. 


Our plant-facitity brochure is 
Available upon request. 








Se . ; 7 ar™ 


LAGE TVLLP FD | 


WIRE & SUPPLY CO. 


ke d+ Chicago (8 ! 
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QU201A 
20 cu. ft. 
Upright Freezer 


A great new seller in the Quicfréz active line! Front 


opening means a// foods within easy reach. 


Space-engineered to take 


just 48 inches of wall space; only 29 inches deep; yet holds 700 pounds. 
It's priced for quick selling. Write for more information about this 
potent new profit-maker in the Quicfréz paying line! 


*T. M, Reg. U. S, Pat. Off. 
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IRONING 
with FEATHERWAY 


Easy Filling with Amazing 
Featherway THERMOFIL 


Now you can offer instant Non-Stop 


ironing with Thermofil. This smooth 
operating valve allows 5 second refill- 
ing for practically continuous ironing. 


Check these Advantages! 


Exclusive manufacturers of automatic dry 
and steam irons, Feather Way offers out- 
standing sales features like these: 


Super heated steam 
penetrates ahead of 
woning: surface to re- 
move dry wrinkles re- 
sulting from automatic 
dryers. Every iron plant- 
tested. 


j 





Also available, Feather 
Way Electric Iron, quar- 
anteed finest on market 
for uniform heat, su- 
perior construction! 


nat * Bonus Extras! 
Because Feather Way produces only irons, we 
can offer: A superior iron at competitive 
prices, better profit margin, increased turn- 
over, smaller inventory, less service problems 
bigger profits, Already, more than 500,000 
satisfied Feather Way customers. 


Please send catalogs and prices. 


APPLIANCE CO 
Gratton Wisconsin 


AMERICAN THERMC 
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Fond du Lac, Wisconsir 








SAVE"2™ 


on every 
delivery 


SLIDES UPSTAIRS 




















WITH THE LASLOAD 
APPLIANCE TRUCK 


SAVE THE COST OF AN EXTRA MAN 

by using an Easload Truck, It 

balances the load slides up or 

down stairs or in and out of trucks 

Has belt and ratchet type cincher 

Rubber pads protect finish. Large load balancing 

wheels (10x2.75 cushion tires) have two positions 

controlled by foot pedal 

lock. Note two small 

| wheels at toe of truck 

, Save on deliveries; 

order an Easload 
today! . . . only 


$53.50 


FOB Los Angeles 


IT BALANCES THE LOAD 


COLSON EQuiPMENT & SUPPLY CO 


1317 Willow Street + Los Angel Calif 


Bridal Market 


After the honeymoon is over, don’t 
sell the newly married bride short. 
Although the gift buying spree may be 
done with, her buying needs present a 
potential that is good sized, especially 
with regard to major appliances. 

A recent survey conducted by the 
Dell Publishing Co. emphasizes these 
conclusions. The study shows that 
electric housewares were primarily 
gift items, probably because of the 
price structure involved, but that 
majors, radio and ‘T'V were purchased 
by the newlyweds themselves. 

Among the gift items displayed at 
the wedding ceremonies, toasters 
popped up to top the small appliance 
field—61 percent of the brides received 
them as gifts. Coffee makers are an- 
other favorite and were second in the 
gift line (59 percent received them), 
while the third most popular gift item 
is the electric iron with 41 percent 


receiving them. Electric mixers and 
waffle makers followed very closely 
with only a small difference in pet 


centages. Pressure cookers, steam irons 
and electric broilers rounded out the 
gifts to the newly married. 

In the major appliance category, 
the gift angle suffered, undoubtedly 
because of the higher cost factor, as 
shown in comparison of television to 
radio. But once the housekeeping rou 
tine is set up, the buying does begin. 
I'he survey finds that 34 percent buy 
refrigerators during the first year of 
married life, the highest of the major 
appliance field. ‘Television receivers 
tied with ranges for the second most 
popular items to be purchased during 
the initial year, each being bought by 
29 percent of the brides. Washing 
machines were bought by 28 percent 
of the young brides. Vacuum cleaners, 
phonographs and sewing machines 
rounded out the purchases made dur 
ing this same period. 

Marriages mean big business, con 
cludes the survey, pointing out that 
the greatest single concentration of 
buying activity comes in the early, 
formative years of the couple’s mar 
ried life. 


Letters 


To the Editor: 

I have read your article regarding 
the Polk operation, written by Tom 
Blackburn. It is an interesting story, 
however, despite the fact that Tom 
Blackburn made _ twenty-nine _inter- 
views, many points of the story are 
not factual. I would like to point 
out some of the misstatements in the 
story that I had previously denied to 
Tom Blackburn, in an interview re- 
garding this article. I will list them 


merely to show the misconstrued 

statements. 
1. The business was started in 
1937, and not at the end of 


World War II. 

2. Sol Polk has resided at the Bel- 
mont Hotel for some length 
of time. He does not live in the 
store. 


ws 


of cars, and not as quoted in 
the article, 
bought a car- 


He has 


a Ford.” 


JULY, 


. Sol Polk has owned a number 


“He only recently | 
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TITAN 


Thermostat 


ELECTRIC HEATERS 














MODEL 22 


e It looks like a portable 
radio — heats like an old- 
fashioned stove! It’s the 
answer to the smart house- 
wife’s demand for a really 
beautiful electric heater. 
Single control operates 
famous Therm-O-Dial 
Thermostat. 1320 or 1600 
Watts. Powerful fan. Ever- 
cool case. $19.95 retail. 


\T 
SELLS 


\t SELF! 


MODEL 
900 








° This big value heater is 
loaded with features for ir- 
resistible sales appeal. 
Proven profit makers in- 
clude two switches, amber 
signal light, thermostat, 
forced air and infra-red 
heat. 1320 and 1600 Watts. 
Evercool case. 

$24.95 retail. 





Write today for 
complete information. 


BUFFALO 10 NEW YORK 





MERCMUAMDISING 





had many cars in the past years, 
for a matter of fact, we own 
sixty-two vehicles now. 

4. Franchises are extremely im 
portant to us, and do not repre- 
sent merely a piece of paper, 
as so stated. 

. Sol Polk has never made a 
statement that we could op- 
erate a business, such as ours, 
for 9 per cent. 

6. The statement regarding sav- 
ing money on heat, is erro- 
neous. We have ample heating 
plants in all our stores. Our 
salesmen do not have to wear 
tong underwear, and certainty 
are not subjected to pneu- 
monia. We also have porters 
to clean up our stores. 

7. Our men do not work twelve 
hours a day—they are on a 48 
hour a week basis—nor do they 
work seven days a week. Each 
man has at least one full day 
off a week. 

8. The figures stated regarding 
our salesmen’s sales are not 
correct. 

9. Mr. Monroe Singer, our Sales 
Manager, as so indicated, has 
not been with our company for 
five months. He is now run 
ning his own business in Rock 
ford, Illinois. 

10. The paragraphs under the sub 
head ‘Handling the Cus 
tomer’, are crroneous in sev 
eral spots 

ll. We do not charge for delivery, 
is you indicate, nor do we 
harge for  installation—how 
ever, we do charge for installa 
tion on TV if the customer 
desires installation—we charg« 
no extras except sales tax. 

12. Discount statements, in the 
irticle, are by no stretch of the 
imagination, as indicated. We 
most certainly will not deny the 
fact of good prices, however, 
they are justified by the virtue 
of our extensive trade-in cam 
paign 


~1 


13. Never do we send a customer 
to Commonwealth Edison ot 


Marshall Field & Co. for a 
“look”. If at anv time a sales- 
man ever made such a faulty 
statement, we would relieve 
him of his duties. For a matter 
of fact, we have a larger sclec- 
tion on our floor than either 
Fields or Commonwealth. 

14. The caption head, “The Mys- 
tery of His Buying’, represents 
pure speculation, as far as edi- 
torial content is concerned. 


I am extremely concerned about 
the article, because there are some 
misconstrued concepts that are cer- 
tainly of degradation to our organiza- 


tion. Several other points in the edi- 


torial if clarified, would have made a 
great deal more sense. By no stretch 
of the imagination am I setting up a 
barrier of contention by writing this 
letter, however, I do feel, and will con- 
tinue to feel, that if true facts cannot 
be the contents of an editorial piece 
it proves the fact that the printed 
word can be used facetiously to injure 
and harm a business, that is attempt- 
ing to operate under all codes of good 
business ethics. 

In the interest of our name, that 
we have spent many dollars and many 
vears building, I would like a retrac- 
tion of misstatements. Please let me 
hear from you. 


Very truly yours, 


Jack Pettersen 

General Merchandising Manager 

POLK BROS. 

Central Appliance & Furniture Co. 

Chicago, Illinois. 

We had no intention of being 
facetious or in any way injuring the 
Polk Bros. business. We merely set 
out to describe the Polk Bros. opera- 
tion because they have been spectac- 
ularly successful in moving merchan- 
dise and many of their methods may 
be fore-runners of new trends in this 
business. We regret any inaccuracies 
in the text, outlined by Mr. Pettersen, 
but the story was gathered from many 
sources believed reliable. Editors 


Holds Regional Meetings 








WATER 











WANT...in 
MODERN 


Automatic Electric 
WATER HEATERS 


MOST COMPLETE LINE—TOP QUALITY— 
TOP PERFORMANCE— PROFITS! 


You name it—MODERN'S got it— 
everything you want in automatic 
electric water heaters. Most complete 
line—finest quality—top perform- 
ance. Style that attracts—features 
that se//. And every unit priced for 
profit. See for yourself. 


© 54, 12, 20, 30, 40, 50, 66 and 62-gaiion 
sizes 


Standard, Deluxe and Table Top models 


“Electro-Band" black heat surface ele-' 
ments heat up fast— won't lime up 


Adjustable surface type snap action 
thermostats 


Built-in heat trap to prevent back circu- 
lation on hot water line 





Extra heavy bianket type insulati 
Listed by Underwriters’ Laboratories, Inc. 


Magnesium anode and 10-year tank 
warranty at slight extra cost 


Sparkling white Dulux enamel finish— 
baked on for long life 


WRITE FOR DETAILS AND PRICES 


Also a complete line of domestic and commercial water softeners and filters. 


MODERN WATER EQUIPMENT COMPANY 


Dept. EM, West Chicago, Illinois 


SOFTENERS eo FILTERS oe ELECTRIC WATER HEATERS 


Just what’s wanted 


Tim luGmiiliiilia:hilet 


ney 





COLE HOT BLAST 


HOME INCINERATOR 


meets homeowners’ every demand for 
top value and performance. Here are 


just a few of the COLE features: 


@ Economical gas operation with 
exclusive, patented, air-jet com- 
bustion. Genuine refractory tile 
lining . . . rust-proof, clog- proof, 
permanent. 


@ Smokeless and odorless. 


@ Dependable disposal of every scrap 
of food, however wet. 

Write today for complete specifications 

of both Deluxe and Standard Models. 








TAKING A BREAK during the first of three regional sales seminars for Webster- 
Chicago distributors and distributor salesmen in New York, Charles Ollstein of | 
Sandord Electronics, George Wolf of Conn. Appliances Distributing Co., Norman 
C. Owen, Webcor’s vice president in charge of sales and Sidney Koenig of 
All-State Distributors talk things over. Two other regional sales meetings were 
scheduled for Chicago and Los Angeles. Over 100 distributors and salesmen 
attended the New York session. 


COLE HOT BLAST MFG. CO. 


3817 S. RACINE AVE., CHICAGO 9, ILLINOIS 
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“Raat? 





RERER 


Another Product of = | 
Swemwin Whirams | 
POURTOIAL Otbtaace | 


This quality product 
is protected with a 





A SILENT SALECMAN 


that helps decide the sale at the finish! 





Food acids . . . detergents . . . even hot grease . . . won't mar the 
beauty of the gleaming finish on these electric, utility cabinets 
made by Metal Products Mfg. Co., Houston, Texas. Special in- 
gredients protect it against marring, chipping or scratching. 
And, it will stay white. 

There's a good reason. Like many other quality appliances, they 
are finished with Sherwin-Williams KEMCLAD’ . the “white- 
for-life” appliance finishes combining the newest technical devel- 
opments in synthetic resin materials. 

To help dealers to benefit fully from this quality finish, a 
Sherwin-Williams “Custom Finish” identification seal, on every 
cabinet, contributes the added sales appeal of the best-known 
name in finishes, 

Look for Sherwin-Williams tags, seals or decals on products 
you sell, Feature them—use them—to help make sales! The 
Sherwin-Williams Co., Industrial Division, Cleveland 1, Ohio. 


Py 





SHERWIN-WILLIAMS 


INDUSTRIAL FINISHES 














Canadian Honors 





PRIME MINISTER St. Laurent (center) and Trade Minister C. D. Howe (right) 
congratulate H. B. Style, president of John Inglis Co. Ltd, Toronto, as he accepts 
national industrial design merit award won by Inglis deluxe automatic washer. 
(The Whirlpool deluxe automatic washer is manufactured in Canada under the 


Inglis trade name.) The winning washer was in competition with all Canadian 
made washing machines and was one of over 300 entries. The event was 
sponsored by the National Industrial Design Committee appointed by the 
Canadian National Gallery to promote increased sales through improved designs 


Manufacturer Briefs 


@ The corporate name of Prentiss 
Wabers Products Co., has been 
changed to Preway, Inc. 


@ A new TV set manufacturing plant 
designed to provide “substantially in 
creased facilitics’’ for all activities of 
the company’s radio and _ television 
business is being constructed in Ba 
tavia, N. Y., by Sylvania Electric Prod 
ucts, Inc. Construction should be 
completed by February 1, 1954 


@ Electric Motor Division is the new 
title for the Kingston-Conlev division 


On The Line 


of the Hoover Co. ‘The new name is 
intended to be more descriptive of the 
division’s operation as manufacturer 
at the North Plainfield, N. J. loca 
tion, plus identifying the subsidiary 
more closely with its parent firm, the 
Hoover Co, 


@ Ihe Electroware Corp. has been 
incorporated with a capitalization ot 
$150,000 to manufacture Multipop, 
an automatic repeating corn popper. 
Rov J. Baunach, inventor of the unit, 
is president and treasurer of the new 
firm. Electroware will also produce a 
conventional electric popper called 
Prontopop 








. 

Wry, 
SIGNING CONTRACT for new Jordon Refrigerator Co. building in Philadelphia 
are (seated, left to right), Harry Fogel of Jordon, Walter Lamb, contractor, and 
Frank Fogel, Jordon, while contractor engineer Morgan Rulan and Jordon engineer 
Sidney Kleiman look on. The new unit, adding some 150,000 square feet. of 
space, will be for exclusive production of refrigeration equipment, home freezers, 
de-humidifiers and air conditioning units 
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Distributor News 





Jordon Distributors 


The Jordon Refrigerator Co. has 
announced the forming of Jordon 
Distributors-Boston to handle the 
Jordon domestic line in Maine, Ver- 
mont, New Hampshire, Mass. and 
Rhode Island. 

The Boston franchise marks the 
first step in a long-range plan by the 
Jordon firm to set up similar distribu- 
tors throughout the country, accord- 
ing to Harry Fogel, vice-president in 
charge of sales for Jordon. 

l'rank B. Semple is president and 
treasurer of the distributorship. 


Adolph Fruchter & Sons 


Adolph Fruchter & Sons, Philadel 
phia distributors, have announced 
their acquisition of a new four story 
building. The new building, which 
will house both warehouse and offices, 
was Chosen because of its proximity to 
the center of the city. The new quar- 
ters occupy 117,000 square feet of 
space which will be used as both ware- 
houses and offices. 


Keps Electric Co. 


Paul E. Cunningham has been ap 
pointed sales manager for the specialty 
division of the Keps Electric Co., 
Pittsburgh distributors. Cunningham 
joined the company recently after 
serving for the past fifteen years with 
the Greenwich Gas Company, Green 
wich, Conn. 


Tornado Damage 


' 





Frigidaire Sales 


L. W. Smith has been named man- 
ager of the Dayton sales branch of 
the Frigidaire Sales Corp., following 
the retirement of R. D. Van Dyke. 

Smith joined the Frigidaire Phila- 
delphia district office in 1928 and 
moved to Dayton as a member of the 
marketing department in 1936. He 
has served in the G. M. public rela- 
tions office in New York and held the 
position of manager of marketing. 
Prior to his promotion, Smith was 
manager of appliance product sales 
for the Frigidaire division. 


The Boyd Corporation 


Recent appointments within the 
Boyd Corporation, Boston distributor, 
include Charles Churchill who be- 
comes service and parts manager, and 
John Higgins as a district manager. 


Adolph Fruchter & Sons 


Philadelphia distributor, Adolph 
Fruchter & Sons, has announced a 
neighborhood spring campaign. Based 


on “An Old Appliance Contest” the | 


promotion will also include a Ber- 
muda cruise for dealers, participation 
in local WCAU-TV’s “Fun and For- 
tune’ show, the Harrison-Coolerator 
Dream Kitchen giveaway, and a com- 
prehensive advertising campaign. This 
is the second promotion put on by the 
firm since the company took over dis- 
tribution of the Coolerator line. 


(er 
pe 


: 


WACO DEALERS were hit hard in the recent devastation which struck the Texas 





ELECTRIC 
HOUSEWARES 


Automatic 
Electric 
Percolators 


1% 
STANDARD 


THRIFT-O-MATIC 


eautilu NoWonder The 
sab Sell So FAST! . 


SMALL quantities of coffee can be made auto- 
matically ONLY in a small automatic percolator.... 
like the 3 to 5-Cup EMPIRE “Thrift-O-Matic”! Just 
what the 40 million small families of America want! 
Prevents wasting expensive coffee. When larger 
capacity is needed, sell the popular 4 to 8-Cup 
Model 1942 EMPIRE Automatic Percolator. To be 
ready for all occasions, sell customers both styles! 


¢ Just plug it in—no regulating! 
Automatically stops perking! 
Keeps coffee serving hot for hours! 
Makes perfect coffee—everytime! 


WRITE TODAY for Catalog and Prices 





city. Some 45 percent of the appliance dealers were wiped off the books in the 
downtown area when the tornado wrecked 44 blocks and killed 113 persons 
One dealer had a dozen room air conditioners wrecked beyond repair; many others 
lost considerable stock and inventory Distributors as well as dealers suffered 
from the tornado. Waco appliance dealers met with the Red Cross and RFC 
in a mass conference shortly after the devastation to consider ways and means 
of restoring appliances, primarily refrigerators, in the 650 homes smashed or 
partially damaged. Installation and service, as well as procuring new stocks with 
distributors out of service, were significant problems. It will be months before 
Naco’s appliance industry is again on its feet 
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F ! 
i ime and Labor Saver! 
Another ast-Selling > T _ 


ELECTRIC TABLE GRILL 


. . teams up with the 2- 
Cup Cottee-Quickie . een 
Drips”. Food & Baby per 
Warmer, Hot Plate, an ~ 
sensational Empire Automa 

rs to 
eer vocal line of yg 
ble Electric Housewares yo 


can feature! 





eauty, with 


-plated b “ 
bring you the ao grilling surface 


interchangeable Cine in 
ae io. 788 $15.95. List. 


The METAL WARE Gorgoration 


200 Fifth Avenue 


Merchandise Mart 
Chicago 


TWO RIVERS, WIS. 


New York 
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A set is no better than 
its Tuning Mechanism! 
...and, there's 

no better tuner than the 


TARZAN TUNER 





<a! 
It's no happen-so that w. —_ of 


leading set manufacturers—the parte 
of the best-known receivers—vuse the 
TARZIAN TUNER in their products. 


No other commercial unit possesses so 
mony desirable features found in the 
TARZIAN TUNER. It's o small, precision-built 
instrument, expertly designed to provide 
unsurpassed selectivity and improved q 





reception in ALL creas. 


And, the practical, full band—all-channel C3 
opproach to UHF (another first for Tarzian) 
—is making the TARZIAN TUNER more popular 
than ever. It's popular with the 
manufacturer as well as the ultimate 
consumer who wants “everything” on 
; the television set he buys. 


SARKES 
TARZIAN, Inc 





America’s 
Fastest Selling 


ROUND 
FRYER 


The 
a 


Famous 
DEEP FRYER 
and 


UTILITY 
COOKER 


(GIFT WRAPPED) 


6 in 1 use! 

Temperature Control 

for All Basic Cookery 
& 


SEE US AT THE SHOW 
IN ATLANTIC CITY! 


Booth 625 and 627 


Don Hall, Sales Manager 
THE BURPEE CO. 


Barrington, Illinois 


Wey er 


526° List 
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Tuner Division 


Bloomington, Indiana 





The Design is NEW 
is the 


the PRICE 
SAME 





Slim, only 6” deep, 
for tight corners, plus ex- 

tra height for easy breakover and 
load control. Sled type, box-braced 
tubular steel frame. Round sliding 
edges for easier movement up and 
down stairs, in and out of trucks. 
Two wide belts and 5” x 23” nose 
plate. Solid rubber wheels. Load ca- 
pacity 750 Ibs. All this, only $34.95 
f.o.b. Milwaukee. Ask your supplier. 


ILWAUKEE 


Truck and Caster Corp. 


6518 W. RIVER PARKWAY, MILWAUKEE 13, WIS. 


RCA Victor Distributing Corp. 


John Holzman was recently ap- 


pointed a vice president of the "RCA | 


Victor Distributing C orporation with 
headquarters in Chicago. Holzman 
will be in charge of seven of the cor- 


opm te branches located in Chi- | 


cago, Detroit, Buffalo and Rochester, 
N. Y., Kansas City, Mo., Wichita, 


Kans. and Davenport, Iowa. 


Graybar Electric Co., Inc. 


Recent district sales and managerial 
appointments of the Gravbar Electric 
Company include the following; F.F. 
Jaspersen has been appointed as dis- 
trict sales manager of the Philadelphia 


office replacing H. N. Wood, retiring. 
| John Reine takes over as district man- 


ager in the Cincinnati office, while N. 
W. Zilch will succeed Reine as dis- 
trict manager in Minneapolis. Other 
appointees are J. ‘IT’. Baker as manager 
of the Youngstown, Ohio branch, and 
E. W. Windahl to a like position in 
the Duluth offices. 


Zenith Radio Corp. 


Thomas B. Stone has been ap- 
pointed assistant to the general man- 
ager of Zenith Radio Distributing 
Corporation of Chicago according to a 
recent announcement. In an _ addi- 
tional regional appointment John R. 
Mazey takes over as advertising man- 
ager of the New Jersey division, Zen- 
ith Radio Corporation of New York. 


Judson C. Burns, Inc. 


Ben L. Shenker, formerly with Ray- 
mond Rosen and Company, has joined 
the sales staff of Judson C. Burns, Inc., 
regional Philadelphia distributor of 
Crosley products. Another appointee 
is Walter Stainthorpe who has joined 
the appliance sales staff of the com- 
pany. 


Tri-State Distributors, Inc. 


Tri-State Distributors, Albany, N. Y., 
have announced that they have moved 
to larger quarters on the third floor 
of the Central Warehouse Building 
in Albany, N. Y. ‘The move was neces- 
sitated by expansion of merchandise 
lines, and a corresponding increase in 
business. 


Gough Industries, Inc. 


Gough Industries, Inc., southern 
California distributing firm has an- 
nounced the appointment of S. T. Bell, 
vice-president, as general manager of 
the newly created appliance division. 
Other appointments announced in the 
appliance division of the 40 year old 
company are in the nature of realign- 
ments pending moving into a new 
half million dollar building, opening 
of which is scheduled for midsummer. 
Ihe additional appointments include 
William Pomeroy, assistant general 
manager and operations manager; 
James Moore, sales manager, major ap- 
pliances; Joseph Carvin, assistant sales | 
manager; M. Matzenberger, sales man- | 
ager, small appliances and Dean Her- | 
rick, sales manager, G. E., vacuum | 
cleaners. 





GLUTTONS ‘ 
PUNISHMENT 


<CORN|SH= 


CORD SETS 


for every possible need 
Widely used as standard 


by foremost manufacturers 


For particularly exacting 
specify COROPRENE, 


the neoprene jacketed cord 


FLEXIBLE CORDS 


— WIRE COMPANY, 


h Street. New York 7 


JULY, 1953—ELECTRICAL MERCHANDISING 





Pitch in 3-D 


The third dimension is not con 


fined to Hollywood. It is being suc- 
cessfully used in the merchandising 
field and the appliance and radio-T'V 
industry has taken it up as an effec- 
tive tool for selling right down to 
the retail level. 

Color slides, used in hand-held 
viewers, are both replacing and sup- 
plementing salesmen’s bulging brief 
cases and have been found well 
adapted to bringing the appliance 
product story into the home. Every 
type of salesman—manufacturers, dis 
tributors, dealers and door-to-door 
pitchmen—are using them, according 
to the Revere Camera Co., producer 
of stereo viewers and cameras. 

Ihe Bendix division of Avco Mfg. 
is using 3-D color shots of its auto- 
matic home laundry equipment and 
kitchen appliances among distributors, 
dealers and retail salesmen. Bendix 
has found them effective in “showing 
dramatically the difference between 
line-dried and dryer-dried clothing.” 

DuMont’s ‘T'V receiver division is 
using the stereo slides in selling both 
the product and the company story. 
A kit of 25 slides is carried by sales- 
men coast-to-coast to show the prod- 
uct line, display materials, and shots 
of factory. and plant operation. 

lransvision Inc. is using the third 
dimension approach in selling the 
product line and finds a dealer can 
supplement his partial stock with 
complete showing of the line through 
use of the media. The firm has also 
found it helpful to show the consumer 
just how the receivers will look in the 
home setting. 

Revere vice-president Ted Briskin 
points out that in the highly com 
petitive merchandising and selling ac- 
tivities of today the 3-D approach 
offers an economical but effective 
means of product-line and display 
presentation, “the next best thing to 
the product itself.” 


Ushered In 





NEW WASHER being introduced by the 
Hoover Co. is taking its bows by market- 
ing areas, with Chicago seeing it for the 
first time in June. William H. Bond, 
Hoover’s sales manager of special prod- 
ucts division, points out features of the 
new unit to H. W. Hoover, Jr., executive 
vice president of the company. The 
washer is designed for the small home 
market and was first introduced in Detroit 
last April by Electric Specialties Co. 
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Servel: More Coming 


Servel hasn’t stopped broadening its 
line yet. 

At the company’s mid-year distribu 
tor conference in Chicago early last 
month, Servel president W. Paul Jones 
took the wraps off several additional 
entries in the refrigerator and freezer 
fields and announced that the firm 
would soon add electric water heaters. 

The new appliances included four 
electric compression refrigerators with 
push-button automatic defrosting, 22 
cubic foot upright home freezer, and 
deluxe versions of the Wonderbar re 
frigerettes. The four new refrigerators 


include two (priced at $499.50 and 
$429.50) with Servel’s ice-maker fea- 
ture. The other two units are priced at 
$429.50 and $359.50. The new up- 
right freezer balances the Servel line 
at six units with three uprights and 
three chest-type models. The 22 cubic 
foot upright will list at $689.50. The 
new Wonderbar units will be pro- 
duced in limited quantities for the 
luxury market—the refrigerators are 
covered in spotted calfskin or luggage 
leather. 

The soon to be shown electric water 
heaters will be available in 35 and 45 
gallon table-top models and 40, 52 and 
80 gallon cylinder types. 





Ship New Dehumidifiers 


RCA Victor has shipped initial 
quantities of its 1953 deluxe electric 
dehumidifier to distributors. 

The new unit incorporates a newly 
designed chassis which makes a 
stepped up performance of >) percent 
possible, says the manufacturer, It 
will serve rooms up to 12,000 cu. ft, 

Educational advertising copy will 
be placed in selected market areas, 
outlining the many services performed 
by the product. 

First units went to Milwaukee, a 
“leading” dehumidifier market accord- 


ing to RCA officials. 


MANUFACTURERS’ SALES 





DISHWASHERS........... 


DRYERS, CLOTHES.... 


FOOD WASTE UNITS 


FREEZERS...... 


IRONERS... 


RADIOS, HOME.. 


RADIOS, PORTABLE . 


RADIOS, AUTO... 


RADIOS, CLOCK. 


RANGES....... 


REFRIGERATORS.... 


TELEVISION .... 


VACUUM CLEANERS 


WASHING MACHINES 


WATER HEATERS 


First 

Quarter 

. 1953 41,309 

1952 31,601 
% Change + 30.72% 

Sti 1953 168,989 

1952 130,822 
% Change +29.17% 

. 1953 81,373 
1952 53,479 
% Change +52.16% 

. 1953 280,788 

1952 146,618 
%, Change +91.51% 

. 1953 63,049 

1952 47,179 
% Change + 33.63% 

. 1953 1,206,764 

1952 959,117 
% Change +25.82% 

1953 359,329 

1952 241,019 
%Y% Change +49.09% 

. 1953 1,593,096 

1952 806,240 
% Change +97.60% 

. 1953 675,235 
1952 361,423 
% Change + 86.83% 

. 1953 354,493 

1952 241,025 
% Change +47.08% 

. 1953 1,152,700 

1952 851,375 
%, Change + 35.39% 

. 1953 2,259,943 

1952 1,324,830 

% Change + 70.58 

. 1953 831,187 

1952 756,254 
%, Change +9.91% 

. 1953 949 902 

1952 718,293 
%, Change +32.24% 

. 1953 159,772 

1952 127,330 
% Change +925.48% 


Four 
April Months 
14,027 55,336 
9,095 40,696 
+54.23% + 35.97% 
28,556 197,545 
36,109 166,731 
—20.92% +-418.34°) 
89,031 369 819 
49,422 196 040 
+80.14% + 88.647 
14,080 77,129 
8,938 56.117 
+57.53% + 37.44; 
286,974 1,493,738 
286,164 1'945'281 | 
+ 28% 19,95" 
201,476 560 805 
110,529 351,548 
+82.28% + 59.52% 
483,092 2,076,188 
275,250 1,081,490 
+75.51% +91.97°% 
187,394 862,989 
176,003 537,426 
+6.47% +-60.58°% 
118,999 473,492 
70,350 311,375 
+-69.15% + 52.06%; 
366,951 1,519,651 
255,009 1,106,384 
+43,90% 4-37.35 
567,878 2,827,821 
322,878 1,647,708 
+-75.88% + 71.62% 
268 548 1,099,735 
217,169 973,423 
+ 23.66% +12.98°% 
288,474 1,238,376 
217,211 935,504 
+-32.81% +-32.38% 
62,155 221,927 
45,295 172,625 
+ 37.22% +98.56% 


*WASHERS, IRONERS, DRYERS—Membership of American Home Laundry Mfrs. Assn.; VACUUM CLEANERS—Industry Estimate by Vacuum Cleaner Mfrs 
Assn.; RADIO TELEVISION—Industry Estimate Radio-Television Mfrs. Assn.; ALL OTHERS—-NEMA Members, Not Industry 
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% Helps customers get better TV reception! 
*% Dramatic Merchandising 


aids ave furnished each dealer! 


*% Nationally advertised! 
* Internationally Sold 


THE WEY 
BIG NAME 


No Guy Wires 


Easily raised or 
lowered from 40’ 
to 20’ by crank. 







* Neat Transit-wrap 
protects tower all the way! 
& Safety-ratchet reel for 


cable is exclusive! 
pindnn tit ff 


j 


| 
| 
| 


Flee 


701 49th St. S., St. Petersburg, Florida 
East Street, Erskine, Minnesota 
2301 University Ave. SE., Minneapolis, Minnesota 


TOWERS, INC. 





; Increase your NET profits with this Tower! 
, SLINGABOUT 

| PROTECTION 

i 


costs less than damage claims 


Save money. Deliver your appliances 

the safe, modern way. Use Webb \ 
Slingabouts. They're not only flannel-lined : 
to prevent scratches on finishes. They're 
made of durable, water repellent canvas | 





Lf 


a 
to shut out weather damage. They're thickly Ea tao a) BE 
padded to absorb shocks. They're \ | Tt ike 
equipped with hand-sling to make lifting en e 


and carrying easy, thus reducing risk 

of injury. Slingabouts slip on in seconds 

and can be used repeatedly. Get this time \ 
and money saving protection for all 




















your appliances 


WEBB MANUFACTURING CO., 2918 N. 4th St., Phila. 33, Pa. 
Send Slingabout prices for Model + 


Refrigerators 
Make Radio 
Name TV 
Chad Range 
ec h 
Address Pande _ we 
City State (please cpecify) 
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| Gibson Refrigerator Co. 





J. F. KLINTWORTH 


The company has announced the 
appointment of J. F. Klintworth to 
the post of sales manager in charge of 
Gibson’s air conditioning department. 
Named to divisional sales manager 
posts at the same time were A. J. 
Grewe who will manage a territory 
consisting of Illinois, Iowa, Minne- 
sota and Wisconsin, and N. R. 
Boehmer, who succeeds Klintworth 
in the southeastern states area. 


Mullins Manufacturing Corp. 





a. 
D. F. RUCKS, JR. 





M. L. ONDO 


D. F. Rucks, Jr., has been named 
general manager of merchandising fot 
the company's Youngstown Kitchens 


division. Succeeding Rucks as sales 
manager is M. L. Ondo who was 


moved up from assistant sales man 
ager and manager of national builder 
sales. W. H. Powell was promoted 
to Ondo’s former position. 


Hamilton Beach Co. 


David J. King has been named 
regional representative for the com- 
pany’s territory in Maine, New Hamp- 
shire and eastern Massachusetts 
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Cooper Manufacturing Co. 





ath 
DAYTON C. BUCK 


Dayton C. Buck has been named 
as the director of sales and assistant 
to H. M. Cooper, operating executive 
of the company. Buck comes to 
Cooper from the Firestone Tire and 
Rubber Company where he had held 
the position of buyer of lawn, garden 
and hardware for the company’s out- 
lets. Prior to this Buck had served as 
assistant secretary of the Chicago Re 
tail Hardware Association. 


General Electric Company 
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EUGENE F. PETERSON 


Eugene F. Peterson has been ap 
pointed manager of marketing for 
the company’s radio and _ television 
department. Peterson was manager 
of marketing for the company’s tube 
division in Schenectady prior to his 
present appointment. 


Maytag Company 


Three new regional sales managers 
have taken over territories in the May- 
tag field organization in the Minne- 
apolis, Kansas City and Cincinnati 
areas. Melvin R. Gibson is the ap- 
pointee in the Minneapolis territory, 
Anthony T. Vaccaro in Kansas City, 
and Arza R. Hughes in Cincinnati. 


Coolerator Co. 


Three appointments in the Coolera 
tor field sales organization have been 
announced by I’. C. Margolf, sales 
manager of the company. Roger D 
LeDuc becomes district manager for 
the west coast region, while D. B. 
Jones takes on a like post in the newly 
created upper New  York-castern 
Canada sales region. The third ap- 
pointment concerns R. O. Gustafson 
named as district sales manager for 
the Dallas, Texas territory. 


MERCHANDISING 


Murray Corp. of America 





LEON E. CLANCY 


\ppointment of Leon E. Clancy 
s national sales manager of gas and 
clectric ranges for the home appliance 
division of the corporation has been 


mnounced. Clancy joins the firm 
ifter service as director of sales for 
the Detroit-Michigan Stove Co. 
Other recent appointments include 


William J. Crum, named as a market 
analyst in the company’s home offices; 
James T. Manning, Jr., as district 
sales manager with headquarters in 
Charlotte, N. C., and Lawrence F. 
Neely to a like post in the southwest. 


A. OQ. Smith Corporation 





F. S. CORNELL 


At a mecting of the company’s 
board of directors recently F. S. Cor- 
ncll was designated as administrative 
vice-president. Cornell who has been 
issociated with the company since 
1945 had previously been general man- 
ager of the corporation’s Permaglas- 
Ileating division. 


Silent Automatic Products 


Appointment of two area sales 
managers for the company have re- 
ently announced. George S. 
K:lder has been placed in charge of 
the New England sales area, and 
Robert B. Veith will supervise sales in 
the states of Marvland, Delaware and 
in Washington, D. C 


been 


Webster-Chicago Corporation 


Webster-Chicago Corporation has 
announced the opening of an eastern 
divisional office to serve customers 
on the Atlantic seaboard. C. §. Castle 
has been named to direct the new 
ofice which is located in Mount 
Vernon, N. Y. 
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Emerson Electric Mfg. Co. 





WILLIAM S. SNEAD 


‘The board of directors of the Emer- 
son Electric Manufacturing Company 
have announced the election of Wil- 
liam S. Snead as president and chair- 
man of the board, and John A. Driy 
as executive vice president. Both 
changes are occasioned by the death 
of the late Oscar C. Schmitt. 


Stromberg Carlson Co. 


Emerson Dickman, Jr., has joined 
the Stromberg Carlson organization 
as a district merchandiser. Dickman 
will handle company relations with 
distributors in the New England and 
New York metropolitan areas in his 
new post. 


Remington Corporation 
Appointment of Carlos IH. Mercado 


as export manager of the air condition- 
ing division has been announced. In 
his new position Mercado will super- 
vise sales to importing distributors in 
some 60 counties around the world. 


Tyler Fixture Corporation 


f 





HUGH COOPER 


Hugh Cooper, formerly supervisor 
of agency sales, Tyler Fixture Corpo 
ration, has been named as sales man- 
ager for the corporation’s Harderfreez 
division. Art Curran, Tvler divisional 
manager, will be promoted to the 
agency sales post vacated by Hugh 
Cooper. 
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Camfield Mfg. Co. 





ELMER C. DVORAK 


Elmer C. Dvorak has been named 
vice president in charge of sales of 
the Camficld organization. Dvorak 
comes to Camfield from the Rival 
Manufacturing Co., where he was 
assistant to the president. He will 
succeed the late Al Sanger in his new 
position. 


Hoffman Radio Corp. 


Burt Dorris has been appointed to 
the newly created post of western sales 
manager for the Hoffman Radio Cor- 
poration. Dorris will direct field per- 
sonnel and work with distributors in 
a ten-state western area served directly 
from the Los Angeles plants. 


Apex Electrical Mfg. Co. 


Appointment of Kenneth W. 
Blecke to the post of manager of 
Cleveland builder sales has been an- 
nounced by A. C. Scott, vice presi- 
dent in charge of sales, Apex Electrical 
Mfg. Co. 


Ryan Industries 





OLIVER B. HASNER 


Oliver B. Hasner has been named 
to the post of vice president in charge 
of manufacturing. Hasner joined the 
Ryan organization in 1952 after serv- 
ice with Amana Refrigeration, Inc. He 
is nationally known as a pioneer de 
signer of upright freezers and planned 
Ryan Industries’ present assembly line. 





Capehart-Farnsworth Corp. 
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JOHN L. MURRAY 


John L. Murray has been named 
manager of distribution for the corpo- 
ration according to a recent announce 
ment. In his new position Murray will 
handle all decisions relating to distrib- 
utor matters. His headquarters will be 
in Fort Wayne. 

Recent regional appointments with- 
in the organization include the follow- 
ing. James M. Robertson, Jr., has 
been promoted to manager of the 
Capehart-Farnsworth Atlanta sales re- 
gion, while J. R. Hughes joins the 
company in a like position in the Fort 
Wayne sales region. 


CBS-Columbia, Inc. 





LOUIS HAUSMAN 


CBS-Columbia has made known the 
appointment of Louis Hausman as 
vice president of the firm. Hausman 
has been associated with CBS-Colum 
bia for a period of 13 years, his most 
recent post being that of adininistra 
tive vice-president of CBS Radio. 


Dryomatic Corporation 


Appointment of several new sales 
and service representatives to increase 
coverage in the middle west have been 
announced, The new appointees and 
the territorics served, include; O, C, 
McNairn, for the Cleveland, Akron, 
Canton area; Alvin R. Close, north- 
western Ohio; Charles E. Allen, Mich- 


igan. 


Admiral Corporation 


Announcement has been made of 
the appointment of two new regional 
managers for the company, Elmer B. 
Freeman as New England zone man- 
ager and John C, McDevitt to a like 
position in the Kansas City area 
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EDITORIAL 








What Are We Waiting For? 


HERE are some mysteries in this business 

that defy explanation. Why, for instance, 

will some products gain almost immediate 
public acceptance and volume sales, while others 
undergo a long period of introduction? Washers, 
vacuum cleaners and refrigerators were taken to 
the housewife’s heart early in their marketing 
careers. Electric ranges and water heaters had to 
fight an uphill battle, because of the solidly in 
trenched competition of the gas industry. The 
ironer was never a push-button device and, con 
sequently, has had a slow road to recognition 
The dryer on the other hand, won almost im 
mediate acceptance and today is rated a volume 
sales major appliance. Freezers rode the coat 
tails of refrigeration to national acceptance in 
short order. ‘Television also had the way cleared 
by radio. Only lately the room air conditioner 
shows all the signs of being one of the next im 
portant new devices to join the august fraternity 
of winners of public favor. 


HERE is one Sleeping Beauty, however, yet 
to wake from its 40-year siesta—the electric 
dishwasher. ‘The grand-daddy of the present 
automatic dishwasher first saw the light about 
1913. Some 30 manufacturers produced models 
prior to the war and, with two or three notable 
exceptions, have retired from the scene. All in 
all, littke more than a million dishwashers have 
been produced and sold in the quiet history of 
this remarkable device—and most of those-have 
been sold since the war. 
We know some’of the reasons for this lack of 
public excitement about the dishwasher. We 
know that early designs were mechanically poor; 


they entailed so many manual operations, they 


could scarcely be called labor-saving. We know 
that lack of proper detergents produced indifferent 


results. In a word, the combination of these 
factors gave the business a bad name. We know 


further that relatively few companies have been 
producing dishwashers postwar; that too little 
advertising, promotion, demonstration and other 
arts of specialty selling have been neglected, while 
emphasis has been largely devoted to products in 
wide demand. We know, too, that high installa 
tion costs, especially in the plumbing field, has 
discouraged many potential buyers. 


Bur other products have gone through com- 
parable growing pains. Refrigerators under- 

went countless design changes and refinements 
before emerging into their present eminence. 
Automatic washers took years of development, 
experimentation and field testing before the, 
reached comparative perfection. And they re 
quire installation, too. The dishwasher has 
evolved from a crude, cast-iron Rube Goldberg to 
a handsomely styled, self-contained, completely 
automatic device with a dazzling sales future. It 
performs one of the homemaker’s most griped- 
about chores. It is in a comparable price range to 
other major appliances. It has no seasonal sales 
problem, no price competition, no trade-in head 
ache. Present ownership is under 3 percent, so 
the market numbers over 40 million homes. 

We have tried in this issue (“Special Report to 
the ‘Trade”)to highlight the important aspects of 
dishwasher merchandising. There will be more 
next month. 

We believe in the future of the dishwasher. 
We think it’s time to get rolling. 

What are we waiting for? 
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ghey 2° egee repos 2. FAST! & 
elect" No long washing, rinsing cycle 
to wait for. Quick push or pull > 


swings the Lovell Instinctive wring- 
er to the next operating posi- 
tion. No groping for a lock lever. 











3. DOES HEAVY 
LIFTING! 
Conveyor action of a Lovell 
wringer does 90% of the heavy 
lifting. No more worries about 
washday backaches. 


Healthy profits need 
bread and butter 


MILLION-AND-A-HALF WOMEN chose wringer-washers over 
A other types in 1952. Of all washers sold, about half were 
wringer-type washers. As always, the wringer-washer is your 
bread and butter—and that’s what makes profits grow big 
and strong. 


To keep the bread and butter rolling in, display and dem- 
onstrate washers with Lovell wringers. Point out the Lovell 
name to customers, too. It’s an old friend to most women. 
Then follow up with Lovell’s seven convincing sales points. 


LOVELL MFG. CO., ERIE, PA. 


Also makers of the Lovell gas and electric Drying Systems “ 


(Remind every customer that she can get her wash done quickest with a wringer-washer and 
automatic dryer—and that the combination costs less than she thinks! 
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IN JANUARY... IN FEBRUARY... IN MARCH... 


it was Kelvinator Refrigerators it was Kelvinator Cabinets & Sinks it was Kelvinator Ranges 

















Kelvinator 
“Homemakers 
Holiday’ Contest 
Moving Merchandise. 
Dealer's Report 








IN APRIL... IN MAY... IN JUNE... 


it was Kelvinator Automatic Washers it was Kelvinator Air Conditioners it was Kelvinator Freezers 














In July or January this Parade Brings 
Kelvinator Dealers Peak Selling Power! 


age IS A YEAR OF ACHIEVEMENT FOR KELVIN. opportunities for building securely today and tomorrow. 

ATOR —and Kelvinator retailers. For Kelvinator’s These new lines of Kelvinator products —washers, 
expanding line of products... merchandised under the ironers and dryers, kitchen cabinets and sinks, garbage 
selective marketing policy of “‘an adequate market for disposers and room air conditioners—all have tremen- 
every dealer and an adequate dealer for every market” dous potential. Built to Kelvinator’s renowned quality 

. is offering retailers new opportunities for attracting standards, they are important in keeping the Kelvinator 
customers, new opportunities for volume sales, new franchise the most valuable franchise in the industry. 


JOIN THE Kaclsuseatov PARADE TO BETTER BUSINESS! 


Division of Nash-Kelvinotor Corporation, Detroit 32, Michigon 
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REFRIGERATORS * RANGES « FREEZERS * WASHERS, DRYERS AND IRONERS * WATER HEATERS * DEHUMIDIFIERS * KITCHEN CABINETS © SINKS * “ELECTRO-DRAIN” GARBAGE DISPOSERS * ROOM AIR CONDITIONERS 


